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Adman No Longer 


Mephistopheles, 


Wilson Tells Atlanta Ad Institute 


Abrahams Reports Study 
Showing How Retailers 
Will Use Ad Materials 


ATLANTA, March 20—“The new 
challenge to advertising is to de- 
vote itself—not partially, not half- 
heartedly, but wholly—to aid in 
the solution of the problem of 
civilization’s survival,” Allan M. 
Wilson, vice-president of the Ad- 
vertising Council, said in his key- 
note address at the Second Annual 
Advertising Institute here. 

The institute, sponsored jointly 
by the Atlanta Advertising Club 
and Emory University, drew more 
than 200 advertising men and 
women from six southern states 
to the campus of Emory Univer- 
sity March 16 and 17. 

Mr. Wilson emphasized that the 
know-how of advertising men and 
women, and the tremendous power 
of advertising media are vitally 
needed in the no-quarter fight 
against world communism. He 
pointed out, also, that there is an 


4 The car that has lowed 
ia.new look at values! 


BIGGEST PUSH—Austin of England will 

launch its biggest ad drive in the Cano- 

dian market with two-color ads like this, 
starting April 1 (Story on Page 79). 


with advertising that a host of 
angels would find mighty tough 
to put over.” 


entirely different concept of the) 


adman in Washington today. 
“Washington no longer sees the 
adman as a stand-in for Mephi- 
stopheles—on the contrary, he is 
often embarrassed at being mis- 
taken for the Angel Gabriel and 
being asked to accomplish miracles 


s Mr. Wilson believes that adver- 
tising can play a vital part in our 
| battle for survival because it is 


one of the most potent channels for | 


the communication of ideas and 
the gaining of concerted, construc- 


(Continued on Page 78) 


Importance of Displays in Retaining Brand 
Position Will Be Stressed at Popai Meet 


New York, March 21—High- 
lighting this year’s exhibit and 
symposium of Point of Purchase 
Advertising Institute, April 3-4, 
at the Waldorf-Astoria, will be 
demonstrations of how manufac- 
turers of brand name products are 
using point of purchase advertis- 
ing to retain their positions in re- 
tail outlets despite limited supplies 
and increasing controls, E. K. 
Whitmore, president of Popai, said 
last Thursday in predicting that 
this year’s meeting “will set new 
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trade show marks for our industry 
in attendance and number of ex- 
hibitors.” 

The exhibit will present the 
newest products of 53 of the na- 
tion’s leading designers and manu- 
facturers, Mr. Whitmore said, and 


| Special attention to point of 

purchase advertising is given in 

this issue, which contains a 
| seore of stories and more than 
150 pictures illustrating the use 
of this important medium by 
many advertisers and retailers. 


| will include the latest techniques 
jin the use of lithographed card- 
| board, metal, plastics, glass, tape 

and wood displays. An attendance 
| of 11,000 sales and advertising ex- 


ecutives is expected at the two-day 
| showing. 
At the symposium luncheon, 


April 4, 1,200 members and guests 


H. Beck, board chairman of} 


'Crowell-Collier Publishing Co.,| 
| discuss problems of point of pur-| 
|chase advertising in a defense 
| economy. Carl V. Haecker, display | 
|manager of RCA Victor, will be 
| toastmaster. 


ia + Pointing to “the imperative | 
needs of national advertisers to, 


retain their brand franchises in the 


face of cutbacks and shortages of 
consumer goods,” Mr. Whitmore 
declared that “the value of point 
| of purchase advertising in securing 


85 | (Continued on Page 36) 


Paper Prices Rise; 
Sulphur Shortage 
Affects Newsprint 


New York, March 22—While 
the paper market remains rela- 
tively quiet, several developments 
during the week bear noting. 

First, the market for pulp, 
| quoted at $185 a ton base, on con- 
tract, is wide open. Imports during 
the past ten days have brought as 
| high as $280 a ton on sulphate 
| kraft pulp, and additional imports | 
|at a comparable figure are ex-| 
| pected within the next two or 
| three weeks. 
| Imports of newsprint during 
| January, according to Department | 
| of Commerce figures, totaled 19,- 

|/512 tons, against 15,824 tons in 
| January, 1950. Of this year’s ton- 
nage, 14,480 came in from Finland, 
3,391 tons from Sweden, and 1,641 
tons from France. 

Newsprint, quoted on a contract 
basis at $106 to $110 a ton and, 
for the most part, virtually un- 
obtainable except for old estab- 
lished mill customers, can be had 
in the so-called “gray market” at 
about $230 a ton, f.o.b. mill. 


@ On book paper, one mill, St. 
Regis Paper Co., this week read- 
justed some of its contract prices 
for the second quarter—$1 a ton 
on machine coated, and $3 a ton 
on machine finished stocks. Trade 
circles emphasize that this is a 
price adjustment and that it does 
not represent a major price ad- 
vance. Rumors, however, have 
been circulating that a general 
advance is imminent. Mill repre- 
sentatives flatly deny this. 

Current quotations on book 
paper, contract basis, for large 
users of rolls, average about $180 
a ton. Gray market prices range 
from $200 to $220 a ton. 


s Another development of the 
week of keen interest here is the 
National Production Authority's 
revision of its set-aside paper or- 
der, which eases the set-aside on 
|machine coated stock from 10% 
to 5% and increases the set-aside 
(Continued on Page 8) 


THE NATIONAL NEWSPAPER OF MARKETING 


FCC Takes First Step in Lifting 
‘Freeze’ on Television Stations 


| 


FLAMING PROOF | 


SAUCER TEST—This b&w ad, one in a 
series which Mid-Continent Petroleum 
Corp. will use starting April 3, suggests | 
the “saucer test,” in which D-X gasoline 
is compared with ordinary gasoline by 
burning in an open saucer. 


ABC Raids NBC's | 
Afternoon Block 
of AM Programs 


New York, March 23—Biggest 
topic for speculation along radio | 
row this week is the outlook A. 
American Broadcasting Co.’s 
raid on the entire afternoon ie 
lineup of National Broadcasting 
Co. 

ABC's invitation—in the form 
of a “confidential” letter—went to 
all agencies handling NBC pro- 
grams, mostly soap operas, aired 

(Continued on Page 102) 


$250,000 has been appropriated for 


Last Minute News Flashes 


GE Plans 15 Consecutive Fan Ads in ‘SEP’ 

Bripceport, Conn., March 23—General Electric Co. will run 15 con- 
secutive insertions im The Saturday Evening Post, 
month, for its “greatest fan promotion.” 


beginning next 
A promotion budget of some 
the campaign, which is the begin- 


ning of a long-range program for GE fans. Spreads and pages are) 
| scheduled for trade publications through April. Young & Rubicam, 


New York, is the agency for this GE division. 


” of the institute will hear Thomas| Nott Starts Drive for Crabgrass Killer 
Mr. VERNON, N. Y., March 23—Nott Mfg. Co. is launching an exten-| 


{sive advertising campaign for Crab-Not, potassium cyanate crabgrass 


| 


killer. Initially, 18 Sunday newspapers will carry 100-line copy, and 


fractional pages will appear in Better Homes & Gardens and several 
|}other home and garden magazines. Full pages will be used in six 


| magazines in the garden hardware 
| is the agency. 


field. The Dunay Co., New York, 


Yale & Towne Starts New Magazine Drive 


New York, March 23—A new corporate advertising program will 


be launched in The Saturday Evening Post March 31 by Yale & Towne 


Mfg. Co. to acquaint more people 


with the composite nature of the 


company. Two-color spreads will be used in five issues of the SEP and 
four spreads will be run in Time. Ruthrauff & Ryan is the agency. 


* (Additional News Flashes on Page 103) 


|cials as such have not been used, 


WASHINGTON, March 22—Taking 
a long step toward the conclusion 
of the investigation and hearings 
which have kept TV frozen more 
than two and a half years, the Fed- 
eral Communications Commission 
today distributed a new station as- 
signment plan providing for serv- 
ice to 1,245 communities. 

Designed to assure nationwide 


, competitive coverage for the in- 
| definite future, 


the new plan is 
based on the inter-mixing of the 
12 very high frequency (VHF) 
channels now in use, with 52 ad- 
ditional channels in the ultra high 
frequency (UHF) band. 

In releasing the blueprint, FCC 


| gave industry members until May 


8 to submit comments. Unless ser- 
ious objection is heard, the com- 
mission said it may then be in a 
position to: 


e 1. Begin issying construction 
permits for Hawaii, Alaska and 
other distant territories. 

2. Begin accepting applications 
for stations on the new UHF chan- 
nels. 

3. Resume processing of appli- 


|cations for increased power for 


existing stations. 

Full lifting of the freeze, par- 
ticularly on the 12 VHF channels 
| now in use, will have to wait until 


the completion of a hearing on the 


channel assignments, now sched- 
(Continued on Page 4) 


‘Time’-Sponsored 
_Ketfauver Hearing 
Wins 26.2 Rating 


New York, March «A Inc. 
next week will continue to sponsor 
telecasts of the Senate crime in- 
vestigating committee over ABC. 
After 10 days in New York, where 
radio and television gave the hear- 
ings the saturation treatment, the 
senators have shifted their atten- 
tion to sessions in Washington. 

Starting out with a four-station 
| lineup, ABC has now cleared 20 
stations for the event. Commer- 


but Time materials—covers, ete. — 
have been flashed on the screen 


occasionally. Young & Rubicam is 
the agency. 
eA special Hooperating taken 


|Monday morning (March 19) in 


New York gave the Kefauver com- 
mittee a rating of 26.2 and a 26.2 
sets-in-use figure. (Average sets- 
in-use for weekday mornings, 8 to 
12 noon, for January was 1.5.) 

Department stores, usually hap- 
pily engrossed in a pre-Easter rush 
at this time of year, generally do 
not specifically blame TV and the 
crusading senators for business 
not being as good as expectations. 
But on Thursday, Bonwit Teller, 
which has no evening hours reg- 
ularly, ran this ad: 

“Ladies, we know that Costello, 
O'Dwyer et al were fascinating, 
but you must look pretty for Easter 
so Bonwit Teller will be open 
Thursday night till 7.” 
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Donnelley Lists Names of 19 Products 
Promoted by Couponing in 18 Markets 


Cuicaco, March 22—Nineteen 
grocery store products are being 
promoted in the first coast-to-coast 
Donnelley Coupon Round-up, now 
in its second week, according to A. 
M. Andersen, vice-president of 
Reuben H. Donnelley Corp., here. 

The products are: Boller’s ginger 
ale, Canada Dry ginger ale, Del- 
rich margarine (Cudahy Packing 
Co.), Felso (Fels & Co.), Instant 
Sanka (General Foods Corp.), 
Ju'cy Orange, My-T-Fine desserts 
(Penick & Ford Ltd.), Old Dutch 
cleanser (Cudahy), Oliv-Ilo soap 
(Allen B. Wrisley Co.), Pillsbury 
cake mixes, Pillsbury pie crust 
mix, Roman cleanser, 7-Minit 
ready-to-make pie (National Se- 
lected Products Inc.), Snowy 
Bleach, Tetley tea (Tetley Tea 
Co.), Tree tea (M. J. B. Co.), Vel- 
vet peanut butter, Waxtex (Mara- 
thon Corp.) and Wesson Ojl (Wes- 
son Oil & Snowdrift Sales Co.). 


A total of 45,000,000 individual 
coupons are being mailed to more 
than 10,000,000 homes in 18 of ihe 
nation’s leading markets (AA, Dec. 
25, 1950). The mailings started in 
New England and are moving 
westward. West Coast mailings 
will be completed before April 1. 


@ Atan average value of 10¢ each, 
the coupons will be worth more 
than $4,000,000 toward the pur- 
chase of, potentially, $12,000,000 
worth of merchandise 

In addition to the multiple cou- 
poning, the program includes full- 
page ads in local newspapers pro- 
moting redemptions. It also in- 
cludes detailing more than 70,000 
independent grocers twice by mail, 
and major chain store organiza- 
tions (both corporate and volun- 
tary) and wholesale grocers per- 
sonally. Donnelley also will handle 
all details of redemption. 


Mr. Andersen noted that “the 
coast-to-coast round-up makes it 
possible for advertisers to buy the 
entire 18 markets or any part of 
them. While it appears from the 
list of products that competitive 
brands were couponed, this was 
not true in any one market. 

“If a manufacturer of one prod- 
uct bought one or more markets, 
no competing product was per- 
mitted to coupon in those mar- 
kets,”” he added. 

In a number of instances, cou- 
poned products won important new 
outlets, including some large chain 
store organizations, as a result of 
joining the program, the Donnelley 
vice-president pointed out. 


Appletord Boosts Williams 

Ronald Williams, general sales 
manager of Appleford Paper Prod- 
ucts Ltd., Hamilton, Ont., has b2en 
named vice-president and a mem- 
ber of the board of directors. With 
the company for 17 years, Mr 
Williams will continue to handle 
the sales activities. 


sy 


weeee 
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“John’s an ardent booster... says response is amazing 
from advertising in the Des Moines Sunday Register” 


Who wouldn't light up? When you can do a whole statewide 
selling job through just one big newspaper—the Des Moines 


Sunday Register. 


Over 700,000 families count on the Des Moines Sunday 
Register for week-end reading and next week’s buying 
plans. That's 75% of all lowa families—with county cover- 
age like this: in 86 of the 99 counties it dominates with 50% 
to 100% coverage. In the few others coverage is at least 25%! 

lowa as a market? HUGE! Spending goes on ata 5-billion- 
per-year clip. Urban-style, it outspends Boston, San Fran- 
cisco, St. Louis. Country-style, it simply has no equal. 

Tap this top market through the Des Moines Sunday 


Register. Milline rate is only $ 


1.77! 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1950: 
Daily, 372,133—Sunday, 536,707 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 


Represented by: 


Osborn, Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Deyle and Hawley—tos Angeles, San Francisco 


—— 


NEW PLANS--Here J. B. Beltaire (seated), Lee’s vice-president in charge of ad- 
vertising, and Myron Kahn, his assistant, look at a plaque to be featured by re- 
tailers. Lee, a longtime radio advertiser, is switching to visual media. 


| Magazines Replace 
Radio on Schedule 
of Frank Lee Co. 


New York, March 20—Frank H. 
Lee Co., longtime advocate of ra- 
dio as a means of selling men’s 
hats, is going to switch to maga- 
zines. 

Last weekend, during the com- 
pany’s annual sales meeting, it was 
disclosed that Lee will end its 
sponsorship of Robert Montgomery 
on ABC in June. In the fall, Lee 
hats will get full-page, full-color 
ads in Esquire and Life, and half- 


pages in The Saturday Evening 
Post, through Grey Advertising 
Agency. 


Disney hats will continue to get 
their 50-50 cooperative allowance 
(AA, Feb. 19) but also will be ad- 
vertised in Holiday and Time. Pre- 
viously, Disney’s promotion has 
been wholly cooperative, and Lee's 
altogether manufacturer-paid. Lee 
will still have no co-op support. 


Explaining the shift from radio 
to magazines, John B. Beltaire, 
Lee’s vice-president in charge of 
sales and advertising, said briefly: 
“In view of the diminishing audi- 
ence that is drawn by radio in the 
major cities, and because televi- 
sion reaches only a relatively few 
major market areas, and does not 
penetrate deeply enough into the 
secondary markets,” Lee had gone 
to magazines. 


@ In back of the national promo- 
tion, Lee will use a full-scale busi- 
ness paper campaign, and numer- 
ous dealer helps—window blow- 
ups, direct mail, inserts, counter 
cards and plaques capitalizing on 
its selection by the Fashion Acad- 
emy. 

As well, retailers were being 
told that the company would hold 
the price line (the high pastel 
shades, requiring white fur, were 
dropped from the lowest price 
range) and James B. Lee, presi- 
dent, told salesmen that “unneces- 
sary trimmings” will be dropped 
rather than force increased prices. 


foci 


—_ 


Today's Biggest and Best Buy 


in Northwestern Indiana 


is the 


<> 


LAFAYETTE JOURNAL and COURIER 


195% INCREASE 


LAFAYETTE RETAIL BUSINESS VOLUME 
(PERIOD 1938-48 — U. S. BUSINESS SURVEY) 


CIRCULATION (Net Paid) 41,079 
SERVES 11 COUNTIES 


The 


LAFAYETTE JOURNAL ano COURIER 


LAFAYETTE, INDIANA 
SHANNON & ASSOCIATES, INC., REPRESENTATIVES 
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As an advertising 
medium with audited 
monthly circulations 
that sound like the 
national debt . . . 
available at 
cafeteria prices... 
dollar-for-dollar, 
Comics Magazines 
are the most 
efficient advertising 
vehicle for moving 
merchandise in the 


mass market. 


ational 
Comics 


Dron 


Represented by 
Richard A. Feidon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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FCC Begins Lift 
of TV ‘Freeze; 
Discloses Plan 


(Continued from Page 1) 
uled to begin May 23. On the basis 
of past experience, the commission 
anticipates that hundreds of ap- 


‘plicants will want to participate in 


this hearing and that at least two 


months will be required to take 
evidence. 


@ Among the major principles in 
the assignment plan are: 


1. Use of the entire UHF band.) 


In a tentative assignment plan is- 
sued in July, 1949, the FCC pro- 
posed to use 42 UHF channels and 
reserve the remainder. Now, FCC 
is using 52. There are 18 unas- 
signed channels, of which five 
eventually may be lost to common 
carrier services. 

Unassigned channels will be 
used to fill coverable gaps that 


MELVIN, 
NEWELL 


RECTOR, inc, 


_— 


creators of 
properly planned 
publicity 


-idblec Kelana 


HOLLYWOOD PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 
Gladstone 1131 Teletype L.A. 710 


| Later, industry engineers said 150 


may appear in the assignment 
plan, or will be held in reserve, in 
the event that wide-coverage serv- 
ices, such as Stratovision, are 
eventually approved. 

2. Co-channel spacing, The orig- | 
ina! freeze came because stations 
sharing the same channels were 
interfering with each other. In its 
July, 1949, table, the FCC proposed | 
to space co-channel stations at 


200-mile intervals, instead of at! the established TV centers. Under | 


It recognized an economic hard- 
ship for a new UHF station oper- 
ating in well saturated VHF com- 


munities, but insisted that this was | 


a short-run problem. “If inter-mix 
were unavailable,” FCC said, 
“many communities would be lim- 
ited to one or two stations, even 
though other assignments in the 
UHF band were available.” 
Inter-mix is applied in most of 
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nati, five; Cleveland, seven; Co- 
lumbus, five; Dayton, four; Okla- 
homa City, five; Portland, Ore., 
six; Philadelphia, seven; Pitts- 
burgh, five; Amarillo, five; Austin, 
four; Dallas, five; El Paso, six; 
Houston, five; San Antonio, six; 
Salt Lake City, five; Richmond, 
four; Spokane, six; Tacoma, four; 
Milwaukee, six, and Baltimore, 
| six. 

In an effort to mesh the Mexi- 


100-mile intervals as at present.| the new plan, the Los Angeles,| can, Canadian and U. S. video pat- 


miles would be satisfactory. The | 
commission has decided on 185- 
mile, co-channel spacing for VHF 
| stations. At best, it says, engineer- 
ing data are “meager” until stations 
| actually are on the air, adding that 


it prefers a margin of safety. 
es 3. Inter-mix. Except for 100 
communities which remain ex- 


clusively VHF and 229 exclusively 

| UHF, the two bands are inter- 
mixed. The industry had asked 
| FCC to keep the inter-mixing to 
'a minimum. The commission de- 
cided to do the very opposite. 


San Francisco-Oakland and Chi- 
cago areas have ten station as- 
signments each, and New York, 
nine. Three of the Los Angeles 
stations are in the UHF band. Five 
of the Chicago and San Francisco- 
Oakland stations are in the new 
band. New York has three UHF 
assignments. 


| terns, the FCC said it plans to 
move 31 existing stations to other 
assignments on the VHF band. The 
31 stations were ordered to “show 
cause” at the May 23 hearing, or 
accept the change. 
The assignment plan represented 
a partial victory for Commissioner 
Frieda B. Hennock, who has fought 
for reservation of channels for 


s Assignments for other major | non-commercial educational chan- 


cities, all with inter-mix: Denver, 
six; District of Columbia, six; Mi- 


ami, four; Indianapolis, five; New | 


Orleans, seven; Boston, seven; De- 
troit, six; Minneapolis, seven; St. 
Louis, seven; Omaha, six; Cincin- 


if 
your advertising schedule 


in the Detroit Market 


sales 


prospects. 


does not include 
The Detroit Times 
you are missing 
HALF 

of your Detroit 
customer potential — 


HALF 


of your Detroit 


You're missing something 


if you miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING 


SERVICE 


| nels. 


@ Though several commissioners 
were opposed, the commission 
agreed to hold a channel in each 
of 209 communities for educators. 

The commission said the reser- 
vation would be reviewed “from 
time to time.” 

While educational assignments 
were made in every community 
that had three or more assign- 
ments, and the assignment was in 
the VHF band wherever an un- 
claimed VHF channel existed, 
Miss Hennock was not content. 

Asserting that the plan was “in- 
adequate,” she said educators had 
no assignment in over one-fourth 
of the 168 standard metropolitan 
areas, including such places as 
Lansing, Mich., home of Michigan 
State College, and Springfield, 
Mass., home of Smith, Mt. Holyoke 
and the University of Massachu- 
setts. 


@ She objected to the fact that 
existing commercial stations were 
not cleared out in order to open 
VHF channels to educators in big 
TV centers such as New York, 
Washington, Philadelphia, Detroit 
and Cleveland, where the educa- 
tional assignments are to be in the 
UHF band. 

Chairman Coy said he approved 
a set-aside for educators, but that 
the channels could not be held 
indefinitely and that he expected 
them to begin making plans im- 
mediately. 

He complimented commercial 

broadcasters for the progress they 
are making in presenting educa- 
tional programs, but deplored the 
poor hours allowed. 
| Noting that commercial broad- 
| casters have begun to break into 
| regular commercial periods in or- 
|der to present occasional broad- 
casts by big-name talent like Jack 
Benny and Bob Hope, he suggested 
they also begin breaking in, in 
|order to give educators an occa- 
sional crack at big listening peri- 
ods. 

In any event, Chairman Coy 
said, the operation of non-com- 
mercial educational stations might 
provide healthy competition for 
the commercial broadcasters. 


Gets Frozen Coffee Account 


Schroeder Products Co., packer 
of frozen coffee, has appointed 
Bennett, Walther & Menadier, Bos- 
ton and New York, as its agency 


AGAZ . My 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon's 


BACON’S CLIPPING BUREAU 


343 So Dearborn St, Chicago 4 
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VARIETY 


1 Date in Manhattan 
11 AM-12 Noon, Mon.-Fri. 
WNBT, New York 

2 Norman Ross Varieties 
11:30-12 Noon, Mon.-Fri. 
WNBQ, Chicago 

3 Whirligig 
2:30-3:00 PM, Mon.-Fri. 
WPTZ, Philadelphia 

4 Notes and Keynotes 

12:30-1:00 PM, Mon.-Fri. 

KNBH, Hollywood 


television’s 
economy 
packages 


5 Easy Aires 
1:15-1:30 PM, Mon.-Fri. 
WNBK, Cleveland 


Television too expensive ? 


6 Herson in Person 
2:00-3:00 PM, Mon.-Fri. 
WNeW, Washington 

7 Tucker Talk 
2:00-2:25 PM, Mon.-Fri. 
W8z-TV, Boston 

8 Rollin’ with Stone 
1:45-2:45 PM, Mon.-Fri. 
WRGB, Schenectady- 

Albany -Troy 


Let’s see. Suppose your budget 
is under $1000 per week. Suppose you want 
to reach people in eight of the largest 


television markets... like New York, 
Chicago, Philadelphia, Los Angeles. 
Impossible ? Not at all. 


For $817.50 per week you can participate 
in all—that’s right, all/—of the eight 
top-ranking TV programs pictured above. 


| The potential circulation for your 
advertising message is over 6,000,000 
| TV sets. Economy ? Definitely. 


Your NBC Spot Salesman has‘all the details 
on television’s leading daytime spot 
buys in the nation’s major markets. 


Interested ? 
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Plugs New Schick Razor Kit 

Eversharp International Inc., To- 
ronto, is offering a new Schick in- 
jector razor kit for 98¢ in a list of 
Canadian dailies. Baker Advertis- 
ing Agency, Toronto, is directing 
the campaign. 


KTTV Joins DuMont Network 

KTTV, Los Angeles, which loses 
its CBS television affiliation April 
1, will become a DuMont Tele- 
vision Network affiliate on that 
date. 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 yeors 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


New Type of TV Quiz Show to Bow in N. Y. 


New York, March 22—‘Auction 
Quiz,” a program involving an un- 
usual technique for participating 
sponsorship, is set to start on 
WOR-TV next month. 

Grocery products will be fea- 
tured on the show, which will be 
aired Monday through Friday from 
11:30 a.m. to 12 noon, EST. There 
are availabilities for five products 
a day. 

Home and studio audiences will 
participate in the “quiz.” At-home 
viewers will provide the questions 
for the show; members of the stu- 
dio audience will “bid” against 
each other for the right to answer 
the questions. 

At the door, 
contestants will 


studio 
labels 


would-be 
convert 


from the sponsors’ products into 
“money” (if the price of the item 
is 93¢, they will get 93 “dollars,” 
for example). 


es Product demonstration will be 
a part of the program format, with 
the master of ceremonies offering 
the sponsors’ wares to the highest 
bidder. Successful bidders get not 
only the product but a chance to 
answer a question, which pays off 
$25 in real money for the right an- 
swer. 

These questions are sent in by 
listeners on entry blanks furnished 
by their local grocer. All partici- 
pating products are printed on the 
form. 

If the studio contestant misses 


out, the cash prize and a case of 
the sponsor’s product go to the 
person who thought up the ques- 
tion. And the winner's local grocer 
gets an on-the-air credit. At the 
close of each day’s program, there 
will be a jackpot question, with a 
major appliance as a prize 


s Earl G. Thomas, who is produc- 
ing the program, has several ad- 
vertisers lined up to take part in 
the cooperative telecast. He told 
ADVERTISING AGE that the sponsor 
list would not be revealed until 
the full lineup has been completed. 

The cost of the telecast, which 
he described as the “cheapest buy 
in the New York market,” will be 
$315 per product, per day. This will 
cover time, talent and production 


“They spend the most 


where the most is spent” 


Copyright, 1950, 
The New Yorker Magazine, Inc. 


/g A 


LR 


‘ 


ae ; a 
“Tonight, just for your sake, ’m going to forget my diet.” 


82% of the 325,000 circulation of THE NEW YORKER is concentrated in the 41 city-trading 


areas where most of the country’s fine hotels, restaurants and night spots are located. 


Readers of THE NEW YORKER, a magazine devoted to entertainment, are among the 


favorite patrons of the best dispensers of food 
and drink in these affluent areas . . 
why THE NEW YORKER carries more hotel and 
resort advertising than any other magazine. 


They spend the most where the most is spent. 


. Ohne reason 


THE 


NEW YORKER 


No. 25 WEST 43np STREET 
NEW YORK, 18, N. Y. 


SELLS THE PEOPLE 


OTHER PEOPLE FOLLOW 
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8 TRADEMARK—This sign installed at a 
new Shell station on Route 1 in Mamo- 
roneck, N. Y., is made of two translucent 
colored sheets of Plexiglas, in the tradi- 
tional Shell yellow, to form diameter faces 
of 8’. It stands 21° above the ground. De- 
veloped by Shell Oil Co., the sign was 
fabricated by Steiner Plastics Mfg. Co. 


costs, including the prize money. 
Five times a week participations 
will be $292 per day. 

Talent for the program will be 
announced later. 


Cro-Plate Appoints Burman 

Alan R. Burman, formerly ac- 
count executive and copy chief of 
Wilson, Haight & Welch, Hartford 
|}agency, has been named a vice- 
president of Cro-Plate Co., Hart- 
ford, manufacturer of metal plat- 
ing and finishing equipment. He 
will be in charge of the advertising 
jand sales department, which he 
| will organize 


Appoints Dr. Dauphine 

Dr. Thonet C. Dauphine, former- 
ly eastern manager of product de- 
velopment of Oronite Chemical 
Co., has been appointed manager 
of sales development of Hooker 
Electrochemical Co., Niagara Falls, 
me 


Hoffman Appoints Moore 
John Moore has been named to 
the newly created position of TV 
program producer of Hoffman Ra- 
dio Corp., Los Angeles. He was 
formerly copy chief of Brisacher, 
Wheeler & Staff, Los Angeles. 


AFA Adds Two Members 

The Junior Advertising Club of 
Cincinnati and the Advertising 
| Club of Corpus Christi have been 
| elected to membership in the Ad- 
| vertising Federation of America. 


N. ¥. Central Appoints 


Frank J. Jerome has been appointed 
executive vice president of the New 
York Central System, New York. Get- 
ting ahead in business like Mr. Jerome 
are thousands of regular Wall Street 
Journal readers throughout the nation 

executives and their aides who make 
or influence decisions on planning. 
production, selling and buying. 


(ADVERTISEMENT) 


} 


«Fie tip Sieg aes a ee? coe ~ oe. 8 ee i eae a ime i SPR Gee eae ie ie ye hymen 
OS ae ee... ee _ —_ oo 
“ 
6 ee 
r a mm <i 
; ees 
‘Sa! 
; es aed ’ 
ee =a g — 
PC . =a 2 
se aS 7) , oe 
4 — G ~ aT " "1 
eth -_ ‘ 
S 
| _ a | 
e. . | 
\\ 
| #| 
= 4 {) 
j I 
% \ i . . ty tj yy 
| ¢ 6) Be vy ot 
| Po ie ; —\\ @ © 
a : { , ‘s = 
8 aie bs y jt grea oe . > ‘ 
a. = : 
. _ \4 — o bs \ P. 
3 pk bi 
“ 
+ =! / 4m * 
3 f Es y - "s so’, . — 
is t (me Ve ‘2 = 4, Pd — 
y X : = “WN ee 
. _ atm j : 
; > = ~ | 
“s o> Ss = 
_ “a —,, _ ‘gag wae 
: “$M aie _ Nk | 
. a we = 
a7 Se ss 
« ~~ * 
PC wr - 
= a ‘ , ge 
a &g | 
= ie ) 
; ae ae . 
‘ i ele \ 
= ——— 
: as f ae 
% _ ee 
F Fes ae ts 
a ee ae 
. = . ante 
. Si ee 
| = ee os 
¢ ee ee ae hy 
iain eo { 
ee i 
4 
es x Pe : : = —_— oad 
agate Same ee = ‘2a ae is es eae + aa Oe ae Ce a a ate x ee pith ote 


Circulation Guarantee 1,290,000 


For more information, write, wire or 
phone any of the offices listed. 


Nashville 10, Tenn. 
318 Murfreesboro Rood 
Telephone: 42-5511 


New York 17 

122 E. 42nd St. 
MUrray Hill 5-6815 
Chicago | 

333 N. Michigan Ave 
Dearborn 2-5182 


Atlanta 3 
430 Forsyth Bldg. 
Lomor 8811 


Dallas 2 
2027'/, Young St 
Riverside 118) 


San Francisco 3 
Simpson-Reilly, Ltd 
1709 W. 8th St 
DUnkirk 8.1179 


los Angeles 17 
Simpson-Reilly, Ltd 
703 Market St 
Douglas 2-4994 


that set a... 


farm publication. 


Pattenn Sabet 


UTHERN 


Your Sales Pattern... 


Can follow those pattern sales . . 
with more money by the billions than ever before, is a prime 


ipa 


cuLTU 


SALES PATTERN 


in the rich NEW SOUTH Served and Sold by 


PARA] atic 


SOU 
ACRI 


Last year, 396,453 Farm & Ranch-Southern Agricul- 
turist dress and needlework patterns were requested by 
womenfolk on Southern and Southwestern farms and 
ranches. These women aren't isolated as they once 
were—good roads and modern cars put “downtown” 
right around the next curve. They requested those pat- 
terns because they read and believe in Farm & Ranch- 
Southern Agriculturist. And their husbands feel the 
same way about the South’s biggest and most-preferred 


. because the New South, 


market for your product—whether you make mousetraps or 
silos, motor cars or underwear, electrical appliances or trac- 
tors. The South and Southwest have the market .. . the 


South and Southwest have the money .. 


. and Farm & Ranch- 


Southern Agriculturist has the key to 1,290,000 Southern and 


Southwestern subscriber families! 


Vf you want your sales to Cork. up...Lowk South 


ie 


FARM AND RANCH 


PUBLISHING COMPANY 
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Paper Prices Rise; 
Sulphur Shortage 
Affects Newsprint 


(Continued from Page 1) 
on book and fine papers from 1% 
to 15%. 

Reports indicate that many 
newsprint mills probably will have 
to curtail production of newsprint 
in the third quarter because of 


the shortage of sulphur, R. M 
Fowler, president of the News- 
print Assn. of Canada, in a re- 
port from Montreal Tuesday, said 
that unless curtailed sulphur ship- 
ments to Canada are increased, 


newsprint production next sum- 


650 Agencies Use ‘Em... 


SANTONES are new woodcuts engraved to 
meet modern advertising needs. Send for 
free folder of samples 

The SANDER ENGRAVING CO., INC. 
639 8. Dearborn St., Chicago 6, Il. 


| vation 


mer will be seriously affected. 

Another factor that may affect 
American users of Canadian news- 
print is the increase in Canadian 
freight rates. The Canadian Board 
of Transport Commissioners has 
increased freight rates about 4% 
in the eastern Canadian area and 
2% in the West. 


s Rates on newsprint from Cana- 
dian basic shipping areas may be 
increased, but so-called “arbitrar- | 
ies” from points taking this type 
of rate will not be touched. “Arbi-| 
traries” are rates set with no rela- 
tion to mileage. 

Activity continues in waste pa- 
per collections for eastern mills. | 
As the year’s first quarter ap-| 
proaches its end, consumption is 
running 33% ahead of the com- 
parable weeks of 1950, and 35% 


| ahead of 1949, according to Colley 


S. Baker, director, Eastern Conser- 
Committee of the Waste 
Paper Consuming Industries. 

The Office of Price Stabiliza- 
tion is expected to issue a ceiling 
price regulation for waste paper 


some time between April 1 and 10. 
Waste paper is now under the gen- 
eral ceiling price regulation with 
a wide variation in price limits 
for individual dealers. 


ZINC UNDER PRIORITY 

WASHINGTON, March 22—Nation- 
al Production Authority ruled to- 
day that zinc used for printing 
and engraving is an operating sup- 
ply, which may be obtained under 
the DO-97 priority rating author- 
ized in Regulation 4, the NPA 
order assuring materials for main- 
tenance, repair and operating 
purposes. 

As a result of the ruling, print- 
ers and engravers are permitted 
to use a priority in order to obtain 
zinc. Instead of 80% of the first 
half of 1950, their usage quota now 
becomes 100% of the dollar value 
of purchases made for the same 
purposes in 1950. 

Only 3% of the zinc used in 
printing and engraving is actually 
lost. The remainder is recovered 
as high-grade scrap. 


Advertising Age, March 26, 1951 


Hooper Files Suit Against Sindlinger; 
Patent Office Hears Evidence on Radox 


PHILADELPHIA, March 20—Two 
important developments took place 
last week in the patent and mono- 
poly suit between Albert Sindlin- 
ger, on the one hand, and A. C. 
Nielsen and C. E. Hooper, on the 
other. 

In federal court here, Mr. 
Hooper filed a countersuit charg- 
ing that Sindlinger & Co. involved 
Hooper in his suit only to further 
his damage suit against A. C. Niel- 
sen Co., and that, as a result of the 
publicity, the reputation of Hooper 
has been injured. 

Mr. Sindlinger originally filed 
suit against the other two radio) 
audience measurement companies | 
March 30, 1950, asking $2,500,000) 
damages for alleged attempts to) 
monopolize the audience rating 
field. Last month the court here} 
reduced the possible damages limit 
to $1,500,000 (AA, March 5). 

Probably the most important as- 
pect of the case is that involving 


New census figures make this | 
the most important edition in a decade 


1951 AYER DIRECTORY 


published. 


catalog section. 


Philadelphia 6, Pa. 


slightly from these totals. 


This is the eighty-third consecutive annual edition 
of the only reference work of its kind —an 
indispensable working tool for business. 


The 1951 Ayer Directory brings you the vital 
facts and figures on population . 
information on new publications and circulation 
increases . . . changes in editorial direction . . . 
state-by-state per capita incomes — 1500 pages 
of essential information condensed, classified 
and cross-indexed for easy, instant use. 


. . detailed 


@ You'll find the 1950 Federal Census* pop- 
ulation count for each state, county, city, 
town or village where any periodical is 


@ Separate lists of daily, weekly and semi- 
weekly newspapers in addition to usual 
full-facts listing—including railroads, air- 
lines, chief industries—in the main or 


@ Up-to-date circulation figures, subscrip- 
tion rates, page sizes, ownership, etc., 
for over 20,000 publications. 


Save time and money in your business. Get the 
fresh census facts and figures straight from 
the 1951 Ayer Directory. A must for almost 
every library. Orders ($30 postpaid within the 
United States) should be sent to the publisher, 
N. W. AYER & SON, INC., Washington Square, 


*Preliminary. Final figures, when available, may vary 


patents on electronic devices to 
measure audiences, and last week 
the U. S. Patent Office held the 
first of its hearings in the matter. 
In Appleton, Wis., Friday, several 
witnesses offered strong testimony 
supporting Mr. Sindlinger’s claims. 

Evidence was taken showing 
that in 1934 and 1935, when Mr. 
Sindlinger managed an Appleton 
theater, he helped Harold R. Reiss 
to develop the Radox system and 
established that electronic system 
on a small scale in Appleton. Mr. 
Reiss is now president of Elec- 
tronic Measurement Corp., which 
has licensed Sindlinger & Co. to 
use its patents. 


@ Mr. Sindlinger contends that no 
patents were filed on the Radox 
method for many years because 
of a belief that it was not patent- 
able. He has charged that Henry 
A. Rahmel, after working for Sind- 
linger three or four months a few 
years ago, filed application for 
many patents on devices such as 
those used in the Radox system. 
| Mr. Rahmel is now vice-president 
| in charge of engineering for Niel- 
| sen. 

| Additional Patent Office hear- 
|ings to gather testimony will be 
{held next week in Philadelphia 
and New York to determine 
whether or not the Radox concept 
was practiced, as Mr. Sindlinger 
claims, long before Mr. Rahmel’s 
patents were filed. 

Counsel for Sindlinger contends 
that “paper” patents are not valid 
when a similar “concept” was in 
| actual practice prior to the patent 
application. 


‘Montreal Standard’ 
Bringing Out New 


Magazine Section 

Montreat, March 22—Beginning 
Sept. 8, Montreal Standard Pub- 
lishing Co. Ltd. will bring out a 
new newspaper section called 
Weekend Picture Magazine. It will 
combine the present magazine and 
picture sections of the Standard. 

Weekend will start with a com- 
bined circulation of 775,000—ap- 
pearing as the roto magazine sec- 
tion of the Standard, Toronto 
Telegram, Vancouver Sun, London 
Free Press and Montreal Daily 
Star. Basic ad rates are $2,900 for 
a monotone page and $3,500 for 
full-color. 

The Standard will circulate as 
now in Canada, but it will no long- 
er be on sale in the “immediate 
publishing territory” of the other 
four papers. Weekend's circulation 
in these four cities will be more 
than 500,000, according to John G. 
McConnell, president of the Stand- 
ard. The publisher hopes to carry 
a million lines in 1951. 


GROCERY INVENTORY 
in BAYONNE 


establish Bayonne, N. J.. 
can New York's No. 1 cest market, 


grocery store servess. 
‘THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 
iBOGNER & MARTIN 
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Your company’s buildings, truck fleet, salesmen’s cars offer 
you thousands of dollars’ worth of free advertising space . . 

space you can get bonus advertising value from with the help 
of sparkling ‘‘Scotchlite’’ Reflective Sheeting. Here are some 


Here's advertising space 
you can put to work 
all around the clock! 


BY DAY the “Scotchlite” Reflective Sheeting 
on this Northern Pacific overpass is brilliant 
and easy to see . has a glossy beauty that 
will last for years 


of the ways alert businesses are capitalizing on this new way 


of making such space doubly effective: 


COLORFUL-DAY AND NIGHT... 
"“SCOTCHLITE”’ Reflective Sheeting in Action! 


24 HOURS A DAY, signs made with “‘Scotchlite” 
Reflective Sheeting put on an exciting display of 
color for every motorist on the road. Roadside 
bulletins and place-of-purchase signs are visible 
up to half a mile away . . . your selling message 
is presented with matchless mpact. Truly, “THE 
SIGN OF SUCCEss!”” 

No costly illumination or maintenance . . . no 
current, batteries, switches, bulbs or mechanism 


Cost Per Month $10 $20 $13 
Visibili 12 hours 18 hours 24 hours 
amy (6AM.—6 P.M) (6 AM—Midnight) (6 AM.—6 Am) | 
ee = Cireviation 137,500 196,500 
Cost Per M 7¢ 10¢ 6 


CE gives you the largest ate of lockers over 


he longest period of time at the lowest cost per looker. 


“THE SIGN oF SUCCESS sells day and night at less cost per vender than 


ordinary signs. Roadside advertising at its very best! 


213,500 


of any kind. Car headlights furnish the illumi- 

nation . . .“‘Scotchlite”’ Sheeting reflects the head- 

light beams right back to the driver in an arresting, 

— display of any trademark, product or 
name. 

Let your local sign plant give you the full story 
of THE SIGN OF SUCCESS, or write us direct at 
Dept. AA351. Minnesota Mining & Mfg. Co., 
St. Paul 6, Minnesota. 


THE SIGN OF SUCCESS. Why don’t you” 


Made in US.A. by MINNESOTA MINING & MFG. CO. 
J St. Paul 6, Minn, also makers of “Scotch” Brand Pressure 
sensitive Tapes, “Scotch” Sound Recording Tape, ““Underseal” 
Rubberized Coating, “Safety-Walk" Non-Slip Surfacing, “3M” 
Abrasives, "3M" Adhesives. 


| 
santecaiiaaians 4 SUCCESSFUL BUSINESSES all over the country choose 


BY NIGHT the headlight beams of every passing 
car kindle the reflective sheeting into a clear, 
glarefree brilliance unmatched by any other 
sign material on the market! 


STORE FRONTS and overhanging signs work 
24 hours a day with brilliant “‘Scotchlite’? 
Sheeting. Customers driving by are remind 

constantly of where you're located, what you 
have to sell i 


SALESMEN' S CARS carrying your emblem in 
“Scotchlite”’ Sheeting are real attention-getters, 
And no matter how intricate the emblem of 
trademark, it can be reproduced perfectly it 
its true colors! 


GREYHOUND PREVENTS ACCIDENTS with 
“Scotchlite” Reflective Sheeting on its coaches 
These silver warning stripes and Greyhound 
emblems are clearly visible to motorists even 
on the darkest nights. 


PROVIOE NCE 
woacesrer 


IN ALL 48 STATES, “Scotchlite” Sheeting pro- 
tects and guides motorists with its long-range 
warning power on highway signs. Markers are 
easy to read, reflect the same shape and color 
day and night! 


TURN THE PAGE . . . for more news 
about "SCOTCHLITE” Reflective Sheeting. 
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SIGNS OF SUCCESS 


Advertisers everywhere are turning to a new kind of roadside 
. signs made with “‘Scotchlite”’ Reflective Sheeting. 
These bright, colorful signs glow brilliantly in the dark with no 
illumination other than the beams of car headlights. On high- 
ways and business places of all kinds, THE SIGN OF SUCCESS 
is demonstrating a tremendous new sales wallop . . . an appeal to 
motorists that means dollars-and-cents returns for you! 


display . 


Me 


EASY FULL-COLOR REFLECTORIZING! This 
sign was produced by applying “‘Scotchlite” 
Brand Transparent Colors on a background 
of silver “Flat-Top” Sheeting. All the colors 
are deep and vividJby day and .. . 


“WE'RE VERY HAPPY with the results we've 
had with our signs made with ‘Scotchlite’ 
Sheeting,” reports E. W. ‘Twenhoefel. “In fact, 
they are the talk of the community. Customers 
often remark about them and ask about their 
upusual brilliance.” 


‘HN ADDITION TO using ‘Scotchlite’ Sheeting 
o@ our gasoline delivery trucks, we have used 
it very effectively at our filling stations,”’ says 
K. ‘I. Howe of Jenney Mfg. Co., Boston 
“These signs work day and night and are as 
effective today as when installed three years ago.” 


AT NIGHT the display glows with color at the 
approach of car headlights . . . reflects the same 
vivid colors it has in daylight! ‘‘Scotchlite” 
Reflective Sheeting puts on this glorious show 
for every motorist on the road! 


Boosts your Business 24 hours a day! 


A CONSTANT REMINDER to the public that 
you're in business, that you're nearby, that 
you're up-to-the-minute! ‘‘Scotchlite”’ Reflec 
tive Sheeting on your place-of-business signs 
makes them work for you 24 hours a day, 
every day of the week! 


“THE DEALERS’ REACTIONS to our signs have 
been faverable, and you can be sure we share 
their enthusiasm,” says Alvin E. Miller of 
United States Bedding Co. “It is our hope to 
double the number of signs of this type in 
the future.” 


FOR MORE NEWS about 
"Scotchlite” Reflective Sheeting, see 
preceding page. 


EXPRESS THE PRIDE you have in your business 
with a sign that tells people who you are, what 
you have to sell . . . and tells them in a way 
they'll remember! “Scotchlite” Reflective Sheet- 
ing is easily applied to any permanent, non- 
porous surface, trumpets your name night and 
day to potential customers. It’s the way success- 
ful businesses all over the country are keeping 
their name before the buying public... a sure 
way to keep a business growing! 


FROM COAST TO COAST, famous trademarks are being reproduced 
in their true colors on trucks, buses and roadside signs in sparkling 
“Scotchlite’’ Reflective Sheeting. 


Roadside signs, place-of-purchase bulletins, 
overhanging signs, wall signs and curb signs 
can now be reflectorized at amazingly low cost 
through a new system of applying transparent 
colors on an overall background of ‘‘Scotchlite”’ 
Flat-Top Sheeting. 

Your local sign plant will be glad to explain 
this simple new process to you, or if you prefer, 
write direct to Dept.AA351, Minnesota Mining 
& Mfg. Co., St. Paul 6, Minnesota. 


tising displays . 
surprisingly low! 


AL “3M 


a 


ADD NIGHT-AND-DAY BRILLIANCE to your adver- 
. . anywhere. You'll find the cost 


Made in US.A. by MINNESOTA MINING & MFG. CO., 

St. Paul 6, Minn., also makers of “Scotch” Brand Preasure- 

sensitive Tapes, “Scotch” Sound Recording Tape, ““Underseal” 

Rubberized Coating, ““Safety-Walk” Non-Slip Surfacing, “3M” 
aM” Adah 
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ABP Reprinting 
Members’ Market 


Two Appoint Gordon-Pilling 
Gordon-Pilling, Paterson, N. J., 
has been named to direct the ad- 
vertising of Speed Parts Inc., Pa- 
terson, manufacturer and distri- 
butor of racing car equipment, 
using trade publications, maga- 


butor of lighted holiday 
ments, has acquired sole distri- 
butorship of all products made 
by On-A-Lite Corp., Portland, 
Ore., which includes the com- 
pany’s Christmas tree light cord. 


orna- 


11 


BEST IN TALENT BEST IN PROGRAM BES 
for REACHING THE TOPEKA MARKET 


T 


= B~ m*@y-TOPEKA'S ONLY FULL- 
—_"s > “Zs 
s zines and direct mail; and Cathy Aubrey Joins JWT ~ qi TIME REGIONAL STATION 
Data Information #22020 a 8. AS omeny wn | EAP : 
using magazines and direct mail. Anderson, Davis & Platte, has gl | 
joined J. Walter Thompson Co., Adam J. Young, Jr., Inc. 


Station Representatives 5000 W 


New York, to do contact work and : 
SYSTEM STATION, TOPEKA, KANSAS 


copywriting in the trade & techni- 
cal department. 


New York, March 20—For the 
first time, Associated Business 
Publications will act as a clearing R. I. 
house for handling member pub- 
lications’ market data material. 
This service will be confined to 
merchandising papers for the pres- 
ent. 

L. S. Kunstler, advertising man- 
ager of Linens & Domestics, aj 
Haire publication, and chairman 
of ABP’s publications committee, 
told AA last week that his com- 
mittee has screened a large amount 
of market data material submitted 
by member publications and has 
selected about 100 separate pieces 
of literature which will be made 
available to retailers, advertisers 
and agencies that request it 
through ABP. 


Miller Acquires On-A-Lite 
Miller Electric Co., Pawtucket, 
manufacturer and distri- 


= 
YOUR LIBERTY BROADCASTING 


e The material was selected, Mr. 
Kunstler said, with three objec- 
tives in mind: (1) Its applicabil- | 
ity to the present emergency de- | 
fense situation; (2) its value to! 
agencies in servicing accounts; (3) | 
its value to advertisers and re- 
tailers in the face of current con- 
ditions. 
The material is broken down 
into five categories: sales training 
| aids; opinion surveys; studies and 
maps on markets; promotion cal- 
’ endars; and manuals covering dis- 
play techniques, administrative 
functions, store modernization and 
visual selling tests. 
’ A meeting of the ABP publica- 
tions committee will be held short- | 
ly, Mr. Kunstler said, to determine | 
how the material can be used most | 
effectively. Present plans, he said, . 
call for member publications to} 
advise the committee on the num- 
ber of mailings each will handle. 
Replies will be channeled through 
ABP, and the material will be 
available through ABP only. 


We Must Do Something 
About The Boy Market. . . 


e Mr. Kunstler emphasized that 

{ this is only the beginning of what 

} he expects to be a continuing ABP 

| service. He expects that this list 7 
of material will be augmented, and / ° ° ° . 

| that it will be reviewed and / Bose Mark Twain said, “Everyone talks about iia but long 
brought up to date annually. / range plans are often sidetracked by the pressure of short- 

The data soon to be made avail- y) term objectives 

able, Mr. Kunstler said, should be ff , bj : 
of inestimable value to advertisers, / Today, the boy market is no longer, long range. To advertisers 
agencies and retailers. With the 4 0 so 
Saceaaheis Gisehina: of wales Gate / faced with oversold products, itis the answer to three most perplex- 
seieiiets cheat teh the eaten ( ing problems: 1 how to maintain brand acceptance 2 establish 


training aids of practical immedi- 
ate value. Agencies also, he said, 
should find in this material many 
ideas and suggestions that they 
can use for the benefit of clients. 

“Advertisers who wish to reach ; 
and influence retailers,” he said, 
“will find the material we have 
collected priceless. And with few 
exceptions, all of the material is 
free. It cannot be obtained any- 
where else. It includes such maie- 
rial as a state by state distribu- 
tion of all major variety chains 
and leading sectional chains oper- 
ating ten stores or more, a study of 
i the vending machine industry, a 
geographic distribution by states 
of the linens and domestics mar- 
ket, and similar data on sporting 
goods, refrigeration and air con- 
ditioning, toilet goods, drugs and 
sundries, electrical appliances, and 
so forth.” 


contact with tomorrow's customers 3 and avoid overstimulating 
current demand. 


The 11,000,000-strong boy market (ages 10-19) is solid insurance 
of a smooth transition to a buyers’ market. 


OO er 


Ana, in America’s man-market-in-the-making, one fact stands out 
above all others: 


1 OUT OF 2 BOYS IN THE U. S. TODAY 
WILL JOIN THE BOY SCOUT MOVEMENT 
during his Scout Age Span. 


The Scout Movement is a huge bottleneck where millions of boys 
congregate in one compact and cohesive group. There you can 

reach them through BOYS’ LIFE at low cost . . . before they filter 
into the male-mass-market . .. where far more advertising dollars 
ore needed to cover but a fraction of this audience. 


Yes, to pre-sell tomorrow's man-market, sell one out of 
two through BOYS’ LIFE—the official magazine of the Boy 
Scouts of America. 


More than ever, 
your best buy in the youth market 


“the national magazine for boys” 
Read by over 
2,000,000 boys each month. 


Leathersmith Appoints 
Needham & Grohmann 
Leathersmith of London Ltd., 
maker of high-quality British per- 
sonal leather goods, has appointed 
Needham & Grohmann, New York, 
as its advertising agency, Media 


will include class magazines with a 
possible television assist for gift! 
season sales. 
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Don't Tarnish Advertising 


There are a great many important uses for advertising during the 
immediate months ahead, even though there are more orders than 
goods. Nevertheless, in one important sense, advertising—and all sell- 
ing—will be “coasting,” as they must coast at a time when conditions 
make it impossible for them to fulfill their primary function of bring- 
ing in orders 

The “coasting” period may be a month, or three months, or three 
years 
of the mobilization economy. But one thing is certain: It will some 
tifme come to an end, and then advertising will be called upon to go 


depending upon the particular business involved, and the state 


t@ work in earnest, and to deliver orders in vaster quantities than ever 
b@fore, so as to keep our enormously expanded productive machine 
Werking at or near full speed 

Thus it becomes apparent that the most important single “don’t” 
fating the advertising business right now is this 

Don't do anything now that might in any way impair the effective- 
né@ss and the efficiency of advertising when it once again will be called 
upon to bring in orders. 

Don't waste advertising. Don’t cheapen it. Don’t lessen public con- 
fidence in its believability or its value. Don't even think of it as a 
way to save taxes. Don't use it for bragging purposes. Don’t offend on 
the score of good taste. And, above all, don't tell how your widgets are 
winning the fight for peace, almost single-handedly. 

Some time—and maybe a good deal sooner than you think—adver- 
tiging will have to go back to hammer-and-tongs selling. When that 
time comes, it is going to have to deliver, in bigger quantities and with 
greater efficiency than ever before. If it doesn’t, our productive capa- 
city will be a liability rather than an asset, a white elephant that 
might very well drag our way of life down just when we think that 
we have succeeded in protecting it. 

With such a job facing it, advertising needs more than skill and in- 
telligence. It needs a “favorable climate”—a belief on the part of the 
public generally, and of governmental and business groups specifical- 
ly, that it knows what it is doing, and that what it is doing is of. benefit 
and value to our total society. 

Any misuse of the advertising mechanism now, anything which has 
any tendency to destroy public belief in the intelligence and integrity 
of advertising and its practitioners, anything which makes the adver- 
tising “climate” less favorable, should be shunned like a plague. 

Otherwise, the task of manufacturing orders when orders are in 
real demand, may be impossible of fulfillment. 


What of the Small Agency? 


The advent of radio as an important advertising medium, a quarter 
of a century or so ago, did a great deal to make life tougher for the 
very small advertising agency. It created a demand for new types 
of skills and new types of specialists which many small agencies were 
unable to satisfy 

Now television seems to be doing the same thing, and again there 
seems to be difficulty for the very small agency which finds it neces- 
sary to know all about more and more different kinds of advertising. 

As one result, there is already a considerable amount of discussion 
about whether the small agency can survive, or whether the constant- 
ly increasing complexity of the advertising business means that only 
an organization big enough to embrace experts and expert facilities 
in all media can hope to stay alive. 

Is the merger agencies the Can 
chains” or associations of smaller agencies meet the challenge? Are 


of small solution? “voluntary 


small agencies really doomed” 
We would be interested in knowing what agency men themselves, 
and other advertising men, think about this important subject. 


| 


—Electrical Merchandising 


What They're Saying 


Pretty, But Will It Sell? 

The test of good point of pur- 
chase display is not how cute or 
pretty it may be, but whether it 
will sell goods. Some years ago we 
installed, in a drug store window, 
a beautiful lithographed display 
of a soap product featuring a 
gorgeous blonde with beautifully 
flowing tresses and_ school-girl 
complexion. A record of sales was 
kept during the life of the display. 
Some time later the same location 


was used for a similar period, but | 


in this installation we used a plain 
ecard, lacking illustration, 
merely setting forth the name of 
the soap and price. The last display 
sold better than twice as much 
merchandise as the first. 

Pre-testing of displays is an ex- 
cellent way to determine the value 
of certain displays over others. 
Select test stores in different lo- 
cations, but with similar potentials, 
to determine which displays sell 
more goods. Testing will take the 
guesswork out of many display 
problems. 

Everyone agrees that mechanical 
displays are superior to those lack- 
ing motion. Nevertheless, a test 
conducted recently for a particular 


| product in independent drug out- 


lets, proved that the motion display 
was a waste of the extra cost in- 
volved because the dealers just 
simply did not keep the displays 
plugged in. 

Some types of retail outlets ap- 
preciate mechanical] displays, al- 


| though they cost the dealer some- 


thing by way of the electric 
current to operate them, while 
other retailers are too penny wise 
to keep the displays plugged in. 
We have tested many displays in 
the windows of H. E. Shaw Co. 
at the Statler Office Bldg. in Bos- 
ton, and have come up with some 
interesting case histories proving 
the value of advertising at the 
point of purchase. A recent win- 
dow display of a 4-in-1 combina- 
tion screw driver sold 739 units 
in one week's time. A window 


| display of the new Scope cigaret 


holder sold 47 holders in one day. 

Richard C. Pinney, president and 
treasurer of H. E. Shaw Co., is a 
staunch believer in point of pur- 
chase advertising. On Nov. 2, 1949, 
he had the Pinkerton Agency clock 
a window display we had installed 
for him featuring a mechanical 
laughing man advertising Ronson 
lighters. 

Two checkers were used to keep 


and | 


a constant watch over this window | 
between 8 a.m. and 10 p.m. Their | 
report shows that 7,270 people 
passed this window during the day 
and that 4,110 stopped or hesitated | 
and registered interest, amusement, | 
and laughter over this mechanical 
man’s movements. 

People look at window displays. | 
Window shopping is one of our | 
national pastimes. The smart ad-| 
vertiser should do his best to capi- 

| talize on this basic urge and make 
it work for him on those brands 
he seeks to push. 

Point of purchase is the only; 
medium of advertising that can be | 
measured in terms of sales. This| 
is a fact because there is no time} 
lapse between the advertising apt 
pression and the act of purchase. | 
Furthermore, impulse buying is 
possible only at point of purchase. 
While the uses of point of purchase 
advertising are many and varied, 
its principal function is to move 
merchandise from retail stores into 
the hands of consumers. 

A recent display test, in several 
large drug stores, of nationally ad- 
vertised brands against unadver- 
tised brands showed that displayed 
products of unadvertised brands 
outsold nationally advertised 
brands which were not displayed— 
proving that display at the point 
of purchase is the answer to mov- | 
ing goods. 


| Julius R. Teich, president of Superi- | 

} or Displays Inc., in a lecture delivered 

j before the Advertising Club of Boston, 
educational course series 


Research Helps, But. . . 

The use of [opinion] research is 
to be welcomed in so far as it} 
| makes business men more aware of 
public opinion and hence of their} 
companies’ public responsibilities. 
Opinion study is a kind of organ- 
ized eavesdropping. It may be a 
| first step in a company’s efforts 
at communication, but it is not 
communication itself. True com- 
munication can take place only be- 
|tween parties in direct contact, 
}when there is a continual ex- 
change of ideas and a simultaneous 
mutual influence. This can happen | 
only when human beings are 
treated as members of groups 
which live and act together, rather 
than as isolates pouring ideas 
through a series of anonymous 
agents into the hopper of a tabu- 
lating machine. 


From an article by Leo Bogart, pub- 
lic relations department, Standard Oil 
Co. (New Jersey), in 
Business Review, March, 


the Harvard 
1951. 


| the 
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| Rough Proofs | 


DuMont’s 30” television receiver 
has been introduced just as the 


trend toward lower TV necklines 


is being seriously discouraged. 
. 

Everyone seemed _ astonished 
when Carl Haverlin turned down 
the job of president-general man- 
ager of the NARTB. He may have 
thought BMI’'s sweet music some- 
what better for his nerves. 

e 

Tatham-Laird, which is cele- 
brating its fifth anniversary with 
$5,000,000 in billings, says it has 


no yes-men. But, even more impor- 


tant, does it have a few good no- 
men? 
- 

Walker A. Williams, of Ford Mo- 
tor Co., says the term “pleasure 
car” is a misnomer. All drivers 
who spend hours vainly trying to 
park are sure he’s right. 

+. 

Fairfax Cone, the new chair- 
man of the Advertising Council, 
is likewise chairman of the Four 
A’s and a director of the AFA. He 
is also said to run an advertising 
agency in his spare time. 

. 

Today's Secretary reports that 
the typical mistress of the key- 
board spends about $35 for what 
it calls “office cosmetics.” No doubt 
that’s an item of expense classified 


}as deductible. 


+. 

Box scores of exhibition games 
of the majors in the Grapefruit 
League make interesting reading 
for the ball players who will spend 
the rest of the season in Utica and 
Dallas. 

° 

Advertisers are now getting to 
the point where they are demand- 
ing the facts about practically 
everything they buy. They even 
want to count the at- 
tendance at the trade shows and 
exhibits. 


noses on 


- 

“If you want to win basketball 
games,” says Stanley Woodward in 
True, “you have to have a team of 
octomorphs.” 

Smile when you say that, podner. 

- 

TV and radio interests have 
started promotion to boost attend- 
ance at baseball games. After all, 
listeners viewers should 
hear cheer when the 
game is won with a homer over the 
left field fence. 

3 


and 


somebody 


“Show horse seeks new stable,” 
says a classified advertiser. “Hot 
writer in cold agency needs harder 
work and more hay.” 

Blue ribbons apparently aren't 
enough. 

e 

A large food advertiser is will- 
ing to pay $5,000 for an ad man- 
ager who can handle national cam- 
paigns, merchandising, supervi- 
sion, market research, new prod- 
uct development, calling on the 
trade and a few other miscel- 
laneous duties. 

Sounds like a good spot for the 
Toni twins. 

e 

Happy Chandler, high commis- 
sioner of baseball for a little while 
longer, is unhappy after discover- 
ing that politics is not the only 
field where they play politics. 

Copy Cus. 
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USUAL GUIDES MISGUIDE WHEN YOU'RE BUYING SPACE 


IN AMERICA’S 3*¢ MARKET! 


Here’s how official figures confuse — 
in Philadelphia! Total sales figures 
for the Borough of Millbourne in 
Delaware County, Pa. .. . estimated 
at $15 million! Population . . . only 
250 families! What the statisties 
don’t show are: a huge department 
store, a super market, and several 
successful businesses ... all down 


the street from these modest homes! 


Most confusing “guide” of all is the 
official boundary line for Philadel- 
phia, itself. 1950 census proves what 


The Inquirer has said for years. The 


vital, growing halfof America’s Third 
Market is outside the city limits. 


New census figures show a sensa- 


tional growth in the 13-county area 


adjacent to the city proper... 


22.7°% more people as compared 
with a 65°) increase for Phila- 


delphia city. 


That’s why you need The Inquirer. 
Intense city coverage —plus—circu- 
lation that penetrates well into the 
surrounding suburbs and towns, of 


this $4,000,000,000 market. 


The Philadelphia Bnguirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representotives: ROBERT R. BECK, Empire Stote Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg. 
Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfleld 1-7946 * 1127 Wilshire Boulevord, los Angeles, Michigon 0578 
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‘THE SARTORIAL NIGHTMARE afflicting the prem- 
ises of Messrs. Harrison and Mudge, Clothiers to the 
Particular, is Henry Perkins, sportsman. 


Casually garbed for a fishing trip, Henry has taken time 
to consummate a final purchase in preparation for his 
sister-in-law’s wedding next Thursday night. Henry knows 
hats; and his joy in the glossy perfection of this well styled 
topper is beautiful to behold. 

In fact, it is a pity that Mr. Mudge is unable to wrest his 
pained gaze from below the Perkins neckline to share the 
enthusiasm. But Mudge is learning the hard way an im- 
portant lesson that many a clothing advertiser may well 
ponder, too... 


You can’t judge a sportsman by the clothes he wears in 
a rowboat. 


Henry Perkins, for example, is a business man with an 
extensive and tasteful wardrobe. Henry can tell a town 
oxford from a country brogue. He can criticize expertly 
the set of a sleeve or the lie of a lapel. He knows a woolen 
from worsted and a Harris from a Donegal. You would not 
catch Henry Perkins dead in a ditch wearing black shoes 
with a brown suit or a striped tie with a ditto shirt. His 
leisure garments and spectator sportswear are fine and soft 
and excellently cut. 

On the other hand, when dressed for outboard motoring 
or pike filleting, Henry Perkins will cheerfully blend a red 
bandanna with a purple-and-green plaid shirt. He selects 
slacks less for their drape than for their capacity to carry 
sinkers, jack-knives and assorted hardware. His hat is an 
aged and shapeless repository for fishing flies. Succinctly, 
Henry is a mess. He knows it, loves it, glories in it. 

Unfortunately, too many people believe that Henry 
Perkins and sportsmen like him dress this way al/ the time— 
a belief not only mistaken, but so downright preposterous 
that it is currently keeping many a muddled manufacturer 
of men’s wear from owning a yacht, living in luxury and 
retiring in riches. 

Perkins & Co., you see, represent a four billion dollar 
market of men who love the out-of-doors and can be sold 
anything that is advertised to them in terms of their prime 
interests and enthusiasms. 


Sportsmen are sociable and gregarious. Sportsmen are 


al wedding...so Henry 


wants everything right 


(A trenchant argument tailored to the interests 
of progressive men’s wear advertisers) 


mature, alert men of action and ability. Sportsmen revere 
comfort and quality and fine workmanship. Any garment 
or accessory made for a man that can capitalize on these 
appeals in its advertising will find Henry Perkins a pushover 
for a prompt sale. 

This specialized approach for reaching Henry and his 
friends is called “looking for the sportsman angle” . . . and 
it can be just as important to advertisers as never under- 
estimating the power of a woman. 


Stop and think for a moment. Whether you make tail 
coats or Tattersall vests, swim trunks or sweaters, suits or 
sport shirts, there may be a “sportsman angle”? which can 
be successfully employed in advertising to this four billion 
dollar market of ready spenders. 

Of course, when you've got your “sportsman angle” 
there’s just one thing more to do. Put it to work in the 
magazine Henry Perkins and sportsmen like him read with 
almost hypnotic attention . . . a magazine that catches men 
in their mellowest, most relaxed mood and makes them 
receptive, as no other medium can, to a sales story that’s 
slanted to the sportsman and makes sense to him. 

It’s “Sports Afield.” 


. 


Don’t overlook 
the Sportsman Angle 


IT PAYS OFF IN 


THE PROGRESSIVE SPORTSMAN'S MAGAZINE 
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1,000,000 
ELKS 
BUYING 
AN IDEA! 


Every month, in over 1580 communities, more than 1,000,000 
men turn to The Elks Magazine in which they take a proud, 
proprietary interest. When your message — institutional or 
product-selling — appears in The Elks, you reach one of 
America’s most selective male mass markets. 51.9% of all 
Elks are business owners ... 11.6% are professional men... 
and many more hold high office in local, state and national 
governments. At surprisingly low cost, The Elks delivers this 
nationwide audience of men 

who think, act and lead. 


fie Vat yee we Oe 
rs 


THE 


MAGAZINE 


New York + Chicago « Los Angeles + Detroit » Seattle 


Keep Your Eyes On Charleston, S. C. 


DEPARTMENT STORE 
SALES UP 7 PER CENT 


Charleston showed an increase in department store 
sales of seven per cent for the combined months of 
January and February, 1951, as compared with the same 
period last year. This was the largest percentage of in- 
crease for the two months of any city in South Carolina. 


NEW HIGH SET 
FOR CUSTOMS 
RECEIPTS HERE 


Customs collections for the 
port of Charleston for February 
were the highest ever collected 
here. W. J. Storen, collector for 
the port, said today. 

A total of $871,276.54 was 
taken in during the month. For 
the same month last year, 
$810,647.79 was collected. 

Totai collections from July 1, 
1950, through yesterday, 
amounted to $2,147,189.09, com- 
pared with $2,522,049.90 for the 
entire fiscal year. 

Principal commodities im- 
ported during the month, Mr. 
Storen said, were structural 
steel, automobiles, rayon fibre, 
sugar, seed potatoes, nitrate 
of soda, bananas, wattle ex- 
tract, fuel oil and champagne 
from France 


NAVY SHIPYARD 
TO HIRE 800 
MORE WORKERS 


The Charleston naval ship- 
yard will employ an addition- 
al 800 persons, it was an- 
nounced this morning. 

The new workers will be 
hired to fill a wide variety of 
positions, mostly in the skilled 
and semi-skilled field. 

Shipyard employment offi- 
cials said that particular diffi- 
culty is being encountered in 
securing qualified machinists, 
electricians, radio and elec- 
tronic mechanics, electroplat- 
ers, sail makers, tool room 
mechanics and tool makers. 

In the white-collar field, there 
is an acute need for engineers. 

All persons who are inter- 
ested in employment in the 
naval shipyards are urged to 
file applications. 


The favorable facts in the above three items, 
which reflect increased money to spend, ap- 
peared in Charleston papers, March 1, 1951. 


REPRESENTED BY 


and Courier — 
STON, SOUTH CAROLINA 
THE JOHN BUDD CO 


N. Y. Legislature 
Gives Warning to 


Comics Publishers 


ALBANY, March 20—A state 
legislative committee has _ put 
comics book publishers on notice 
that unless they themselves start 
eliminating objectionable comics 
the legislature will try regulating 
the field. 

Reporting to the legislature, the 
committee suggested that comics 
book publishers establish a self- 
censoring group along the lines 
of the movie industry’s Hays 
office. 

(In New York, Lev Gleason, | 
president of the Assn. of Comics 
Magazine Publishers, told AA that 
the legislative committee's pro- 
posal that the comics field engage 
in self-regulation “confirmed a 
view that we've held a long time.” 
Mr. Gleason expressed hope that 
the entire industry will join in 
“our attempt to eradicate any 
cause for the contention that some 
comics are objectionable.” He said 
self-regulation is the only practi- | 
cal solution.) 

“The committee can think of no| 
better way to bring about the 
elimination of the publication of 
objectionable comics and to satis- 
fy the justified public clamor that 


\ comics be improved and cleaned | 


}up,” the report said. “They [the | 
publishers] can do it for them- 
selves or the state will be com- 
pelled to do it for them. | 


s “The committee has no wish to 
burden another industry with reg- 
ulation. Government regulation is} 
distasteful to the committee. It 
will take steps to regulate comics | 
only as a last resort.” 

Described as objectionable by 
the committee were: (1) books 
that deal primarily with brutality. 
violence and crime; (2) drawings 
showing bodily injury, plans for 
the commission of crime and un- 
lawful violations, and (3) sexu- 

| ally suggestive cartoons and semi- 

| hidden pornography. 

Another proposal by the com- 

| mittee, which asked the legislature 
to continue its own existence for 
another year, was that its juris- 
diction be extended to include 
radio, TV and motion picture pro- 

| grams. 

As for comics, the committee 

said that, unless the industry takes 
corrective steps, it will present 
legislation giving the state author- 
ity to review such books. It urged 
district attorneys to greater ef- 
| forts against the distribution of 
salacious literature and suggested 
that the establishment of volun- 
tary citizens’ review groups be en- 
couraged. 


| Business Editors to Meet 


The National Conference of Bus- 
|iness Paper Editors will meet in 
| Washington April 11-12. One of 
| the high points of this meeting will 
|be a briefing in the Pentagon | 
| Bldg. with such men as General! 
Marshall, Deputy Secretary of | 
Defense Lovett, and Deputy Chief, | 
| Air Force, General Ginsburgh. | 


John Blair Appoints Moodie 


Ruth P. Moodie has been ap- 
pointed a research assistant in the 
sales development department of 
John Blair & Co., New York. She 
was formerly in the research de- 
partment of Columbia Broadcast- 
ing System in charge of the analy- 
sis and presentation of radio sta- 
tion measurements. 

| 


Miller Joins Henri. Hurst 


Jack Miller, formerly radio and | 
television director of Gebhardt & | 
Brockson, has joined the radio and | 
television staff of Henri, Hurst &! 
McDonald, Chicago. 


Robert Pfleger Named V. P. 


Robert A. Pfleger, account exec- 
jutive of Meldrum & Fewsmith, 
Cleveland, has been named a vice- 
| president of the agency. 


Vic Cevasco, senior vice-president and treasurer of Albert Frank- 
Guenther Law in New York, has just completed a half century in the 
ad business. He started when the company was a classified ad agen- 
cy with a $25,000 gross annual business. Latest AA billings figures 
show the agency in the $5,000,000 to $10,000,000 category. 

Also celebrating an anniversary is Franklyn H. Eichhorn, sales 
promotion and advertising manager of the Eberhard Faber 
Pencil Co., who was honored at a luncheon celebrating his 25th year 
with the company. ..And in Hartford, William F. Malo, commercial 
manager of WDRC, is observing his 21st anniversary with the sta- 
tion... 

Dick Montgomery, head of Richard G. Montgomery & Associates, 
Portland, Ore., was just getting his son Bill broken in to the agency 
business when Bill was called to active duty in the Marine Corps, 
where he held the rank of 2nd lieutenant in the reserve. ..Another 
Portland agency man loses a staff-member son to the service when 
Tom House, production manager of House & Leland, reports to the 
Air Force on April 1. He’s the second son of Arthur E. House, part- 
ner in the company. Art Jr. is serving with the Marines in Korea.. . 

Irving Syrkin of Morris Syrkin & Sons heads the graphic arts in- 
dustry drive on behalf of the Joint Defense Appeal, fund-raising 
organ of the American Jewish Committee and the Anti-Defamation 
League of B’nai B'rith. . 


VACATION TIME—Will C. Grant (Grant Advertising), his wife and youngsters, in 

Nassau for the sixth consecutive year, watch Carole get some pointers on water 

skiing from a teacher on the beach of the British Colonial Hotel. That's Bill at the 
left, and Connie, right. 


The Denver Advertising Club's representative at the International 
Advertising Convention in London is George Baker, a space sales- 
man for Tramway Advertising Inc. The youthful (22) Mr. Baker is 
planning a bicycle tour of Holland, Belgium and France before re- 
turning to the U.S... 

Harry Garo of the art staff at Dan B. Miner Co., Los Angeles, 
and Sara Mocshagian were married last month .. . Albert Berne, v. p 
of Guenther, Brown & Berne, Cincinnati, and Mrs. Berne have 
“adopted” a nine-year-old French girl, Jacqueline Etcherbarne, 
through the Foster Parents Plan for War Children. The Bernes also 
are foster parents of a little Italian boy... 

For the third consecutive year, Lincoln Hackim, PR director of 
Norman Malone & Associates, Akron agency, has been elected pres- 
ident of the Ohio Amateur Baseball Assn., state affiliate of the 
American Baseball Congress. . . 

Ned Connor, general manager of KRKD, Los Angeles, is recuper- 
ating at St. Luke’s Hospital, Pasadena, from a leg operation. He'll 
be off the job for about a month... 

When Duff Baldwin, Crosley regional sales promotion manager, 
was presenting the best sales appeals for dealers’ use in selling 
Crosley TV sets at a Cincinnati meeting, a set of curtains was pulled 
back dramatically to reveal a beautiful Crosley cabinet-style TV 
set. But, when Duff opened the doors to show the screen and stress 
its superior points, he turned on the set just as a Motorola commer- 
cial was being shown. . 

H. Leslie Hoffman, president of Hoffman Radio Corp., heads the 
industry committee for the Heart Assn.’s drive in Los Angeles. . . 
In Bridgeport, Conn., Leigh Danenberg, editor and publisher of the 
Bridgeport Herald, has been made a member of the Heart Assn.’s 
campaign committee. . . 

Frank Burke Jr., manager of KFVD, Los Angeles, started a six- 
week vacation March 21, sailing his own boat to the Gulf of Cali- 
fornia. ..ABC central division’s general manager, James Stirton, is 
on a three-week Florida holiday. ..Just back from Mexico is Hays 
MacFarland, Chicago agency head. 

Arthur S. Barnes, publisher of the Press, Bristol, Conn., celebrated 
his 80th birthday and his 49th year with the newspaper two weeks 
ago. He was graduated from Yale in ‘92 and, after a stint with a 
New Haven publisher, joined the Press, where he’s been since 
1902... 

Presentation of a signet ring bearing a reproduction of the Knight 
of Malta crest highlighted a celebration in Andover, Mass., in honor 
of William F. Lucey, business manager ef Station WLAW and the 
Eagle-Tribune, Lawrence, Mass. Mr. Lucey recently was appointed 
by Pope Pius XII as a member of the Assn. of Master Knights of the 
Sovereign Military Order of Malta, highest honor the Church can 
confer upon a Catholic layman... 
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WHEREVER YOU GO... 
YOU FIND RADIO! 


‘Nn 


98@e . 
OF att HOMES! 


14 million NEW radio sets were 
sold last year... surveys prove more 
people now listen to radio than ever 
before...to sell the MASSES in the 
Far West, you'll reach more people 
for LESS MONEY on NBC Pacific 
Coast Network! 

Cold figures can mean hot sales. That’s 
why smart merchandisers are eagerly 


WESTERN NETWORK — NATIONAL BROADCASTING COMPANY 


A 
in 72% OF = 


eyeing the enormous population jump on 
the West Coast: Washington, Oregon, 
California. 

14,486,527 people now live, work and 
buy in this area up 48.7% since 1940! 

Even more astonishing, effective buy- 
ing income has grown 238%. And by 
telling your story on NBC Pacific Coast 
Network, you reach up to 83.5% of all 
radio homes! No other advertising medium 


HOLLYWOOD * SAN FRANCISCO * CHICAGO * NEW YORK 


A Division of Radio Corporation of America 


Sr 
4h 
+ ut i 
PEST Bet to TeEh ‘EM ANP a = 


yIOMOBILES! 


can claim such saturation of this great 
mass market. 

Choice network time can now be pur- 
chased on the NBC Pacific Coast Network 
to carry your sales story to millions of 
eager listeners. And if you don’t think 
radio is doing a terrific selling job, let our 
sales representatives give you the ‘‘case 
history” facts. Consult your nearest NBC 
Sales Office today. 
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McMurdo Silver to Wilbur 
McMurdo Silver Co., radio and 
electronic manufacturer, has ap- 
pointed William Wilbur Advertis- 
ing, New York, to handle its 
trade and consumer advertising. 


Bingham Agency Moves 

Fred P. Bingham Technical Ad- 
vertising, Detroit, has moved to 
larger quarters in the Francis 
Paims Bldg 


To Price, Robinson & Frank 

Price, Robinson & Frank, Chi- 
cago, has been named to handle 
the industrial marketing adver- 
tising of Reynolds Metals Co., 
Louisville. 


Crowley Joins Henri, Hurst 
Lawrence F. Crowley, former- 
ly with Ruthrauff & Ryan, has 
joined the creative staff of Henri, 
Hurst & McDonald, Chicago. 


an emergency 


5308 Hamilton Ave, 


OFFICIAL GOVERNMENT BOOKLET 
“Survival Under Atomic Attack” 


Per the invitation of the Civil Defense Office at Washington, 
we have reprinted this popular manual of what-to-do in such 
We've put it on Newsprint and have added at- 
tractive color, Order now for distribution to your own com- 
pany's personnel or to your customers 


Size 5'%q by 7'4 inches! Pr 


$00 to 1.999 copies...... 
2,000 to 24.999 copies ... 
25.000 or more copies 


ces include back page imprint per your own copy! 


CLEVELAND SHOPPING NEWS CO. 
Teletype CV 25 


Prompt delivery. Write, wire, teletype! 


Je each ($30 per M) 4 All Prices 
-2/yc each ($25 per M) F 
sanines 1Vye each ($15 per M) | Cleveland 


Cleveland, 14, Ohio 


Adding Glass Jars to Canned Vegetable 


Displays Boosts Sales: 


TOLEDO, March 22—Owens-lIlli- 
nois Glass Co. has finally re- 
leased data on the results of a 


processed vegetable sales test (us- 
ing glass containers) conducted in 
Pittsburgh in April and May last 
year 

According to the company, the 
test indicated that the use of cans 
and glass jars containing the same 
vegetable on the same shelf in- 
creased sales of the vegetable to 
an impressive extent—as much 
as 116% in some cases 

In many respects the 1950 study 
paralleled an eight-week test in 
Philadelphia in 1949 (AA, May 
15, 1950). However, in the Pitts- 
burgh check, conducted in 12 
Thorofare markets, the brand of 
peas and diced carrots selected 
was unknown in the city. More- 
over, carrots have always re- 
ceived limited acceptance in Pitts- 
burgh 


Owens-Illinois 


The 12 selected markets were 
paired so that each pair of stores 
was nearly identical in volume 
and type of trade. During the first 
four weeks, six stores were stocked 
with canned goods only, while the 
other six stores were stocked with 
both glass and tin. In all stores, 
the shelf space used was identical. 

During the second four weeks, 
the stocking arrangement was re- 
versed. Glass jars were withdrawn 
from the stores originally stocking 
them and introduced in the “can- 
ned goods only” stores. 


s No floor, gondola or other spe- 
cial displays were used. In addi- 
tion, diced carrots in glass were 
priced 1¢ higher than canned car- 


rots, and glassed peas were 2¢ 
more than their canned counter- 
parts. 


As a check, sales records were 
kept on all leading brands of peas 


A $50,000 BREAKFAST IS SERIOUS BUSINESS! 


Canadians, young and old, mch and 


poor, men and 


women, spend about fifty thousand dollars a day on 


the cereals they particularly tavour 


This, naturally, puts cereals in the realm of serious 


business! 


serious TOO, 


is the business ot reaching that 


large breaktast-tood market successtully and econom- 


cally 


manutacturers spend 


dollars in the Star Weekly a/one 


over erght 


So it will interest any advertiser to know that cereal 


times more adverusing 


than they spend in six 


leading national MaLvazines combined | 


Why? 


Because Star Weekly readers are economical vo 


reach 


Because the Star Weekly is a family publication, 


and all members ot a tamily are prospects tor cereals. 


Because in urban centres, where sales are heaviest, every 


second English-speaking family reads the Star Weekly. 


Because the Star Weekly ts read trom coast to coast, in 


as large. 


the Star Weekly 


small centres as well 


advertising in 


And finally because 


is seen, and read, as 


numerous readership studies have shown. 


The Star Weekly otters advertisers Canada’s profitable 


mass market with more of any gr 


oOup you want than any 


other Canadian publication can ofter 


Cereal advertisers spend over eight times more dollars in the Star Weekly 


Montreal Othce 


than in six leading Canadian magazines combined 


the STAR 


WEEKLY 


PUBLISHED AT 80 KING STREET, WEST, TORONTO, CANADA 


University Tower 


U.S. Representatives 


Ward-Grithth Co. Inc 


WRITE FOR INFORMATION ON SPECIFIC CLASSIFICATIONS AND Comptete DeTatts OF THE STAR WEEKLY'S VOLUME MARKET. 
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and carrots during the eight-week 
test. 

Sales of test items during the 
first four weeks in stores having 
both tin and glass were 90% 
greater than in tin-only stores, 
and 46% of the test items sold in 
the glass and tin stores were in 
glass. 

In the second half of the test 
period, the original tin-only stores 
sold 46.7% more merchandise 
(after glass jars had been added) 
while other brands and varieties 
of test items registered a 14.9% 
decline. 

Taking glass jars out of the glass 
and tin stores after the first four 
weeks resulted in a sales decline 
of 39.7%, as compared with sales 
during the first four weeks when 
both glass and tin were available 


@ Results were tabulated as fol- 
lows: 
Carrots Peas Total 
Tin-only stores 7 80 152 
Glass and tin stores 117 173 
45 93 138 
up up up 
625°) 116.3°% 90.8", 
Tin-only stores 
(first four weeks) 72 80 152 
Glass jars added 
‘second four weeks) 79 144 223 
7 64 71 
up up up 
9.7% 80° 46.7° 
Thus, Owens-Illinois contends, 


glass containers are a supplement 
to tin, rather than a competitor, 
and the use of both in combination 
will help develop greater sales 
volume. 


Gem Group Starts Promotion 
American Gem _ Society, Los 
Angeles, in the opening phase of 
a campaign to promote the sale 
of jewelry through use of the 
birthstone theme, is distributing 
a series of 12 gem booklets with 
full-color illustrations. The book- 
lets, one for each month of the 
year, describe the history charac- 
teristics of the 20 precious stones 
designated as birthstones. Details 
of a followup campaign will be 
determined following the society's 
annual spring conclave. Copies of 
the brochures are being made 
available free to advertising per- 
sonnel as reference material, from 
the society, at 3142 Wilshire Blvd. 
Banning Co., Advertising, Los 
Angeles, is the agency. 


Hewitt Gets Travel Account 
Hewitt, Ogilvy, Benson & 
Mather, New York, will become 
the agency for the British Travel 
Assn., effective April 1. Advertis- 
ing in this country for the associa- 
tion is currently being handled by 
Cecil & Presbrey, New York. 


Mar 28 


The Martin-Senour 
Design Program 


Morton Goldsholl 


call SU 7-3320 
for reservations 


LAURENCE, INC. 
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“If we're going to keep them ‘on the go’ we need a medium that can sell 


them ‘ow the go’ continuously. Posters give us that opportunity. 


RICHARD BORDEN 
4 e Ma 
Hie ATLANTIC REFINING COMPANY 


One of a series of advertisements promoting a better under- 


\ standing and appreciation of Outdoor Advertising — sponsored by 
OF OUTDOOR ADVERTISING COMPANIES 
; JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
serving one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO. INC. * ROCHESTER POSTER ADVERTISING CO., INC 
of the nation’s RICHMOND POSTER ADVERTISING CO. * E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE 
SLAYTON & COMPANY bd THE HARRY H PACKER COMPANY ° BORK POSTER SERVICE 
consumers . . . SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * C. E. STEVENS CO 


STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22, NEW YORK 
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Pinover Names Hellman 

B. H. Hellman has resigned from 
Fairchild Publications, New York, 
where he was retail television and 


Grand Union’‘s Sales Up 

Grand Union Co., 
reported annual 
$160,000,000—highest in 


sales 


the 


New York, has 


Asks tor TV Tower Permit 


The Milwaukee Journal Co., 


exceeding Milwaukee, has filed an application 
79- 


with the Federal Communications 


radio editor of Retailing Daily, to year history of the company. Commission for a permit to erect 
become editor of Wallpaper and Grand Union has almost doubled a 1,000’ television tower to im- 
National Rug Cleaner, monthly its sales in the past four years prove transmission facilities of 
magazine published by Pinover 1946, annual sales were $83,442,- Station WTMJ-TV The station 
Publications, New York 794 now uses a 300’ tower 
see REPLY-0 tett 
answers his mail eoly-cord eee use e er 
He never morrow, Mme EPLY-O 


e 
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SHIFT IN THE SALES APPROACH—In the early 1930s, automatic oil heating was 
comparatively new. Industry advertising, typified by the Williams Oil-O-Matic dis- 
play (left), was designed to wean home owners away from coal Today, with auto- 
matic oil heating firmly entrenched, industry advertising has shifted to competitive 
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y¥-O LETTER carr = clusive slip 
~ ) reply card in ther for 
filled-" fed .-* ds 
a pocket yatil a 5. The card nee 
week . 
prayer pen of fill-in - REPLY-O 
eater returns: WY on say 
if you want GFE vou, too 
once! 7 


LETTER just 


- ne 0 oO ach” ‘ a one * 
twice forme of direct Ol 10, Corporation a eee Ra White Names Hunt Ad Head 
letters and free coPY 150 WEST 22nd ST., NEW YORK 11 Jay R. Hunt, formerly with the 
ame pean” sample ANTED.” '  guniaoaillane F Schering Corp., has joined White 
of a series of people you send tor s ANSWERS HE W OSTOR ; E Laboratories Inc., Newark, N. J., 
0. have on Your Mailing List. of “I = . phot s 6 Fn zag, pharmaceutical manufacturer, as 
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product features. The Oil-O Matic wall banner (right), designed for dealer sales 
rooms, is a current 


ple. Casler, H 


d & Hanford is the agency. 


We live in a big country and 
it takes a big telephone system 
to give good service to millions 
of people. 

The Bell System is equipped 
to handle today’s more impor- 
tant job because it has never 
stopped growing. It has kept 
right on building to make service 
better and provide more of it. 


Times like these emphasize 
the benefits of such growth and 


Big enough for the job 


the value of a strong, healthy 
telephone company to serve the 
Nation's needs. 

The Bell System aims to be 
big in more than size. It aims to 
be big in the conduct of the busi- 
ness—in its plans for the future 
—in doing its full part in helping 
to keep America secure. 


BELL TELEPHONE SYSTEM A 
Qa F% 


oronet proudly welcomes another new advertiser! 


This advertisement ran in February, 1951—the 15th consecutive issue of CORONET 
to show an advertising gain over the same issue of the year preceding. And remember, 
CORONET'S circulation is now at an all-time high of 2,662,613 A.B.C. 


Old Sunny Brook 
Uses Cowboy Theme 


in 1951 Promotion 


New York, March 20—National 
Distillers Products Corp. has be- 
gun its 1951 promotion for Old 
Sunny Brook Kentucky straight 
and blended whisky, which will 
be paced by full-page, full-color 
ads in Ebony, Life and Our World. 

The magazine ads, built around 
a cowboy theme, have been illus- 
trated by Warren Baumgartner 
Newspaper ads will be in black 
and white and two colors, and for 
the first time in Sunny Brook his- 
tory an 1,800-line color ad will be 
used. 

In addition, there will be 24- 
sheet posters located in key mar- 
kets where Sunny Brook is sold, 
plus car cards on major transit 
lines 


@ Point of sale pieces 
full-color window 
plete with 


include a 
display, com- 
illustrations of the 
Sunny Brook cowboy in action, 
back bar cards, utility banners, 
wall panels for interior use, bottle 
cutouts and blowups, bottle pyra- 
mids, counter displays and cutout 
stringers 

Sunny Brook also will be fea- 
tured in a wall chart picturing the 
actual brand marks of many of 
America’s famous cattle ranches, 
with a short history of each mark- 
ing. Two floor displays have been 
designed: a full-size cowboy, and 
a chuck wagon loaded with bottles 
of Old Sunny Brook 

Lawrence Feriig & Co., here, is 
the agency 


Playtex Infants Division 
to Charles Dallas Reach 
International Latex Corp., 
Dover, Del., has appointed Charles 
Dallas Reach Inc., New York, to 
handle advertising for the Play- 
tex infants’ wear division. Adver- 
tising for the Playtex girdle and 
Playtex pillow divisions will con- 
tinue being serviced by Foote, Cone 
& Belding, New York. 


Gets Rootes Motors Account 
Rootes Motors Ltd. has appointed 
Anderson, Smith & Cairns Ltd. as 
its advertising agency for all of 
Canada. The agency is a subsidi- 
ary of Anderson & Cairns of New 
York. As a resuit of the appoint- 


ment, the Canadian agency will 
open a branch office in Toronto. 
Its Montreal office has been in 


operation since 1946. 


Ruthrauff Promotes Nyren 

Dave Nyren has been named di- 
rector of new program and talent 
development for the radio-TV de- 
partment of Ruthrauff & Ryan, 
New York. Formerly director of 
radio and television in the agency's 
Baltimore office, he was trans- 
ferred to New York last fall as a 
TV producer. 


To Guenther, Brown & Berne 


Guenther, Brown & Berne, Cin- 
cinnati, has been appointed to han- 
dle the advertising of Cincinnati 
Gear Co., Mariemont, O. 


| 


: = Advertising Age, March 26, 1951 
ee v, 
Ua ~ du 
: & é | si ; s i KES | 
a Sie: —=z2 
: oat ia ‘ D> 1 . 
: moe | SC Uuye 
: 4 Pe | died > J © ' ses 
A 4 ¥ — I ——>= === 
4 av" INATING Ee rn wr ‘” ~ & @. °F 
5 pe ERS, thot siready (lchn Yess oy 3 (ite ; — 
| h om oe: 
een 6) OY { See | 
i — sz f one =, 
BE Sail | 
; (a - wie | _ 
‘ 
ee 
| 
" ar 7 ope - — . 
t ee ‘as | 
: i! 
| Fiybog : 
: 
i | } 
. | le hi | 
| | aaa : 
: x 4 
> 
—— eS | 
—_—__ , 
Be | 


Advertising Age, March 26, 1951 


Federal Sees Piemee on a Depestneat Store Sales 


WASHINGTON, March 19—Depart- 
ment store consumer buying 
continuing at a heavy rate. 

For the week ended March 10, 
dollar volume was up 20% over 
sales in the same week last year. 

While fear of shortages still 
plays an important role in the buy- 
ing wave, current sales gains are 
attributed in part to the fact that 
Easter will be early this year. 
Early Easter and promotional sales 
are beginning to play increasingly 


DEPARTMENT STORE 
SALES INDEX 


00 


Week to Mar. 10, '51*p304 


Week to Mar. 11, '50*..253 
Week to Mar. 3, °51*....289 
Week to Mar. 4, ’50*....244 
Month of Jan., ’51...... p362 
Month of Jan., °50........282 
pPreliminary. 

*Not adjusted seasonally. 


important roles in maintaining the 
buying impetus. 

Except for the Boston, Phila- 
delphia, St. Louis, Minneapolis and 
San Francisco districts, the areas 
reporting to the Federal Reserve 
Board recorded better-than-aver- 
age sales gains, compared with the 
same period last year. 


e Largest district increases were 
recorded in the Cleveland area (up 
the Richmond district (up 


29%), 
29%) and in the Atlanta and Chi- 
cago districts (both up 28%). 
Among the cities reporting, Den- 
ular 50% rise. Toledo (up 49%) 
ver topped the list, with a spectac- 


ran a close second. Only two cities 
recorded a decline. Portland was 


off 14% and Seattle was down 
1 %, compared with the same peri- 
od last year. 


Although part of the increase is 


attributable to general price in- 
creases, the accompanying chart 


indicates the importance of heavy 


consumer buying during the first 
quarter of 1951 


% Change from 


) A — Year 


Year Mo. Wk 
Federal Reserve of of Mar 
District and City 19 Jan. 10 


Oakland 7 29 12 
. San Francisco 6 31 10 
Is Portland 5 6 —I4 
Salt Lake City 7 45 20 
Seattle ll 60 —1 


*Data not available 


Promotes Wilkinson 

William R. Wilkinson has been 
appointed vice-president in charge 
of sales of Johns-Manville Corp., 
New York. He was formerly gen- 
eral merchandise manager of the 
building products division. Mr. 
Wilkinson succeeds L. M. Cassidy, 
recently elected chairman of the 
| board and chief executive officer 
| of the company. 


| KTTV Appoints Mashbir 
Forrester Mashbir, formerly pro- 
| duction manager of KPIX, San 
| Francisco, has been named direc- 
tor of remote telecasts of KTTV, 
Los Angeles. He will handle all 
| sportscasts and special events for 
| the station. 


Retail Sales 


Jan.-March: ‘48-51 
Jan ree y —? 


458 


3 # 


1935-39 EQUALS 100 
3 


nN 
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Stedfast Appoints Walsh 
Stedfast Rubber Co., Granby, 

Que., has appointed the Montreal 

office of Walsh Advertising Co. to 


direct a trade publication and mag-| 


azine campaign for friction tape, 
rubber and plastic-coated textiles. 


‘Herald’ Promotes Wyjad 

Dan Wyjad, formerly on the re- 
tail sales staff of the Montreal Her- 
ald, has been appointed national 
advertising manager of the paper. 
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secretary-treasurer, V. A 


Ontario Paper Group Elects Oshawa-Whitby 


T. L. Wilson, Oshawa-Whitby 
Times-Gazette, has been elected 
president of the Ontario Provin- 
cial Dailies Assn. Other officers 
are: Ist vice-president, H. J 
Shore, Welland-Port Colborne 
Tribune; 2nd vice-president, W. J. 
Coyle, Kingston Whig-Standard, 


and 
Henkelman, 
Times-Gazette. 


WDOK Appoints Walker 

Station WDOK, Cleveland, has 
appointed Walker Representation 
Co., New York, as its exclusive 
national representative. 


Fd my, 4 
Your advertising works | 
harder in FA ... . ads 
have average life of 
120 days, in the old- 
est national magazine © 
dealers read and save 
for ideas. 


Write for copy of 29th Annual 
Market Date Report. - . 


Dealer-Readers have 


654% 21 the 


BUYING POWER 
of the Home 
Furnishings Field 


- FURNITURE AGE , 


PUBLISHED MONTHLY BY THE HO. RENO COMPANY 
N. BROADWAY * CHICAGO 40, 


4753 ILLINOIS 
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fn Ann elite Bic pg hig TMA RELI 


Cincinnati 
Cleveland 


UNITED STATES 5 78 
Boston District 2 ” 
Yew Haven 1 9 
Boston 2 7 
Lowell-Lawrence ° 9 
Springfield 2 18 
Providence 2 16 
“‘Suce T B S like California without the 
Sensi $5 ' itornia wi cal ; 

New York 2 18 Don't let the Valley get away from you. 
—— : 4 That's California's active mar 
Philadelphia District ‘ is —with nearly as many people as Los An- 

Philadelphia 5 15 : 
Cleveland District 7 ba + ne lal more buying power than San 
Akron : 31 Francisco and Sar Diego combined.* 
8 
2 
7 
0 
4 
4 
2 
2 
7 
0 


33 
2 
22 
32 
33 
32 
a 
37 
29 
29 
MM 
uM 
BS 
32 
4 
55 
29 20 
38 29 
Een 18 37 
Toledo 42 49 
Erie 1 41 26 
Pittsburgh 46 24 
Richmond District . 28 2 
Washington 28 25 
Baltimore 26 vw 
Atlanta District a 28 
Birmingham 1 29 20 
Miami 10 29 20 
Atlanta 10 35 40 
New Orleans 2 14 26 
Nashville 7 25 25 
Chicago District 7 32 28 
Chicago 4 26 w» 
Indianapolis 7 35 22 
Detroit 9 4) 23 
Milwaukee 7 w 35 e 
St. Leuis District 4 Bal 13 
Little Rock 4 su 3 
Louisville 8 3% 12 — 
St. Louis Area 3 31 14 
Memphis ” 4 “ 13 
Minneapolis District _.. 5 37 13) 
Minneapolis ................... 8 31 12) e 
St. Paul 6 32 11) 
Duluth-Superior » 6 31 27 
Kansas City District ... 7 37 2 
Denver - 5 35 wo 
Wichita 6 53 41 
Kansas City 8 38 24 
St. Joseph 2 46 14 
Oklahoma City 8 23 7 
Tulsa 7 41 “4 
Dallas District 10 28 22 
allas .. ll 33 19 
Fort Worth ll 28 9 
10 31 M 
ll 21 24 
6 38 4 
cme 4 3&8 5 
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THE SACRAMENTO BEE THE MODESTO BEE. THE FRESNO BEE 


National Representatives ... 
New York + Los Angeles * Detroit * Chicago * San Francisco 


ST ee 


© 


See 


But the Valley does escape you if you 
try to = it aly "Valley" peopl coast 
papers. Naturally people—being 
independent inlanders—prefer their own 
leading papers to distant Los 
San Francisco papers. 

Make sure that you schedule the three 
McClatchy papers. Each of them—The 

to Bee, The Modesto Bee and 
The Fresno Bee—is the hands-down fav- 
orite in its own rich part of the Vailey. 
Together io cover the whole Valley as 
does no other newspaper combination. 


*Sales Management's 1950 Copyrighted Survey 


ewspapers 
O'MARA & ORMSBEE, INC. 
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Enthusiastic 
Reader Response 
In two issues the great New HUNTING & FISHING 


has won the overwhelming approval of America’s New 


Sportsmen: 


February-March 
Average Circulation 1.007.000 


Guarantee 850,000 
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Phenomenal 
Advertising Acceptance 


In the period ending March Sth, leading advertisers 


scheduled 322.7 pages for 1951... more than was carried 


im the entire year of 1950 ...and we have only started! 


} | ¢ ADVERTISING PAGES 
a 436 


| SE ANRANRRE RMI 


{ * Ac this early date Hunting & Fishing has already scheduled (for 1951 issues) 322.7 
pages or a total of approximately 80 pages more than was run during the entire 
H year of 1950... and we have seven issues to go! 
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Puerto Rico Finds 
Ads Boost Income 
Tax Payments 


SantTurRCcE, Puerto Rico, March 
22—For the past three years the 


Puerto Rican treasury department) 


has been conducting a unique in- 
stitutional advertising campaign, 
designed to persuade the wage 
earners of this island community 
to pay their income taxes. 

The campaign, handled by Pub- 
licidad Badillo Inc., local agency, 
was started as an experiment in 
1949, and has succeeded in increas- 
ing both the number of returns 
filed and the amount of taxes 
taken in. 

The bulk of the drive consists 
of newspaper advertising, plus car 
cards on some 400 buses and a 
series of two-minute commercial 
films for use in the island’s 140 
theaters. 

Revolving around the theme “In- 
come Tax, the Fairest of All Taxes. 
You Pay in Proportion to What 
You Receive,” the campaign is 
handled in three phases. 


@ First ads in the series tell peo- 
ple what is to be done with the 
money collected through income 
taxes. Then follows a series of ads 
explaining the income tax forms, 
who is required to file them and 
w they are to be filled out. The 
al phase outlines the penalties 
at will be incurred by tax 
yaders. 
} Not only has the campaign in- 
eased the number of individual 
xpayers, but it also has brought 
to the taxpaying fold many 
all retailers and business men, 
> agency said. 
Prior to World War II only 1% 
the Puerto Rican population 
id income taxes. Approximate- 
85% of the island’s families at 
t time existed on incomes of 
0 per year, or less. However, 
recent years the combination of 
ny Armed Forces construction 
Projects, expansion of government 
encies and huge industrial de- 
meat programs has resulted 
if the inclusion of many more 
workers in the tax-paying bracket. 


Robins Elects Hettner V. P. 
A.H. Robins Co., Richmond, Va., 
pharmaceutical specialties, has 


ted E. F. Heffner Jr., general 
es manager of the company, as 
vice-president in charge of sales. 


Frank promoted 


MR. PAUL R. FRANK, formerly su- 
perintendent of General Outdoor’s 
Akron branch, has been promoted 
to manager of the company’s 
Youngstown branch, (located at 
1355 Logan Avenue). Mr. Frank 
has been in Outdoor advertising 
since 1927 and during those years 
he has built an enviable manage- 
ment reputation. He is looking 
forward to meeting the many ad- 
vertisers served by General Out- 
door in Youngstown. 
(Advertisement) 


NBC Signs Uncle Miltie the 
for Next 30 Years N 
National Broadcasting Co., New | 
York, — signed a 30-year con- 
tract with Milton Berle coverin 
his exclusive radio-television ee Ford Promotes Robert Nadal 
ices. The agreement covers Berle, 
the producer; 
Berle, the writer, and Berle, the 
| director. 
The entertainer, who sparks tae 
“Texaco Star Theater” (NBC-TV), 
has held down the No. 1 spot on 
video ratings almost constantly for | 


the actor; Berle, 


st three years. His deal with 
does not affect his contract, | 
which has two years to go with 
the Texaco Co. 


Robert A. Nadal has been named 
by Ford Motor Co., Detroit, as gen- 
eral sales assistant to Walker A. 
Williams, vice-president, sales and 
advertising. Mr. Nadal has been 
director of the dealer development 
office, a position he will continue 
to hold. 


Goebel Signs Colonna Show 


Goebel Brewing Co., Oakland, 
|Cal., has signed to sponsor “The 
Jerry Colonna Show,” on KECA- 
TV, ABC station in Los Angeles, 
10-10:30 p.m., PST, starting May 
2. This marks the entry of Goebel 
into the Los Angeles market. The 
show will be Vitapix recorded for 
release on ABC’s KGO-TV, San 
Francisco, beginning May 14, 10- 
10:30 p.m., PST. The program al- 
so will be available to other ABC- 
TV stations nationally on a sus- 
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| taining basis. The Goebel contract, 
through Russell, Harris & Wood, 
San Francisco, is for 13 weeks. 


Appoints Bernard Zerbe 
Bernard Zerbe, formerly vice- 
president of Murray Breesé As- 
sociates, has been appointed ex- 
ecutive editor of the Practical 
Pharmacy edition of the Journal 
of American Pharmaceutical Assn., 
ashington. He will supervise 
both the editorial and advertising 
departments of the monthly. 


THE Chr 


SAN FRANCISCO BAY 


EPORTS ON— 


BAY 


GROWT 


AREA 9-COUNTY POPULATION 
rr 2,651,374 
% Increase since 1940.......... 52.8 


RETAIL TRADING ZONE 


Note whopping gains 
by “bedroom towns”... 
the total 71.9% population 


increase in 8-County 


suburban Trading Zone 


area surrounding San 


Francisco City and County! 


Trading Zone population 
is now 148.7% GREATER 


than City Zone! 


(8 COUNTIES ...66 TOWNS. ..1,890,993 POPULATION) 


1950 % Increase 1950 % Increase 
Census since 1940 Census since 1940 

ALAMEDA COUNTY 734,740 43.2 SAN MATEO COUNTY 234,030 109.4 
Alameda 62,242 717 Atherton 3,591 88.2 
Albany 17,545 52.6 Belmont 5,548 351.4 
Berkeley 112,125 31.1 Burlingame 19,817 24.3 
Emeryville 2,816 W7 Colma 264 * 
Hayward 14,246 Ls Daly City 15,066 56.5 
Livermore 4,262 47.7 Hillsborough 3,519 28.1 
Oakland 382,463 26.6 Menlo Park 13,537 315.5 
Piedmont ad 10,121 2.46 Millbrae 8,958 * 
Pleasanton 2,245 757 Redwood City 25,342 103.5 
San Leandro 27,485 88.2 Son Bruno 12,409 90.4 

San Carlos 14,339 307.3 

Conmna COSTA COUNTY 297,400 196.8 ics Onin 41,531 114.0 
Antioch 10,973 4.9 So. San Francisco 19,250 190.4 
Brentwood 1,642 * 
Concord 6,965 407.3 SANTA CLARA COUNTY 288,852 65.1 
El Cerrito 18,015 193.5 Gilroy 4,953 37.0 
Hercules 434 * los Gatos 4,880 35.7 
Martinez 8,215 13 Morgan Hill 1,615 59.3 
Pinole 1,141 21.0 Mountain View 6,548 65.9 
Pittsburg 12,662 33.0 Palo Alto 25,290 50.8 
Richmond 99,163 319.4 San Jose 95,020 38.8 
San Pablo 14,501 * Santo Clara 11,668 754 
Walnut Creek 2,418 53.2 Sunnyvale 9,849 125.2 

MARIN COUNTY 84,739 60.2 SOLANO COUNTY 102,174 108.0 
Belvedere "794 * Benicia 7,275 200.7 
Fairfax 4,065 849 Dixon 1,710 54.3 
Corte Madera 1,935 76.2 Fairfield 3,603 1746 
Larkspur 2,905 86.4 Rio Vista 1,819 9.2 
Mill Valley 7,241 49.4 Vacaville 3,159 957 
Ross 2,169 23.9 Vallejo 23,164 15.4 
San Anselmo 9,177 58.5 
Son Rafael 13,830 61.3 SONOMA COUNTY 102,685 = 48.7 
Sausalito 4,812 35.9 Cloverdale 1,278 ba 

Healdsburg 3,184 27.0 

NAPA COUNTY 46,373 62.7 Petoluma 10,390 29.3 
Calistoga 1,408 25.3 Santa Rosa 17,905 42.0 
Napo 13,542 75.0 Sebastopol 2,611 40.7 
St. Helena 2,295 30.5 Sonoma City 2,001 72.8 

#1940 Census figures not availotte 
(44 SQUARE MILE AREA) 
Nofe that percent of 
1950 % Increase total market population in 
SAN FRANCISCO Combined City & County Census since 1940 San Francisco has dropped 
760,381 19.8 from 36.6% to only 28.7% 


in last ten years! 
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H LOCATION OF POPULATION IN 
9-COUNTY MARKET 
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Wood Advances Walter Evans 


Walter J. Evans, assistant gen- 
eral manager of G. H. Wood & Co., 
Toronto, liquid soaps and sanitary 
products, has been named vice- 
president in charge of sales for 
Canada and the U. S. 


Sloane-Blabon Ups Galbraith 

Sloane-Blabon Corp., New York, 
has named Ernest O. Galbraith, 
with the company for 20 years, to 
the position of special accounts 
manager. 


Murray Show to ABC-TV 

The Arthur Murray show, for- 
merly aired on DuMont, will 
switch to ABC-TV, filling the spot 
vacated by the Chico Marx show, 
effective April 2. Ruthrauff & 
Ryan, New York, is the agency. 


Missouri Paper Names BK&M 
Burke, Kuipers & Mahoney, New 
| York, publishers’ representative, 
has been named to represent the 
| Examiner, Independence, Mo., ef- 
fective April 1. 


SAN FRANCI 


Chernow to Reestablish His Old Agency 


New York, March 20—Sam 
Chernow, board chairman of Wil- 
liams Advertising Agency, has an- 
nounced his resignation as a mem- 
ber of the agency in order “to re- 
activate the Chernow Co. as of 
April 2 with an office in the Em- 
pire State Bldg. (WI 7-9430).” 

Mr. Chernow, who operated his 
own agency for seven years before 
merging it with the Williams or- 


Chernow will be Silvia Shields, ac- 
count executive, who will become 
ganization last September, told AA executive vice-president of the 
that he plans to take about 20 of Chernow agency; Norman Water- 
the Williams agency's 50 accounts man, now assistant production 
with him when he leaves, They manager, who will become produc- 
are the same accounts, he said, tion manager; and Pear! Isaacs, ac- 
that he took into the Williams or- count executive. The staff will be 
ganization last fall. He expects, supplemented immediately, Mr. 
also, he said, to add several new Chernow said. 

accounts, He refused, however, to| Before organizing his own agen- 
specify names. | cy in 1943, Mr. Chernow was with 

Leaving Williams to join Mr.| Lester Harrison Inc. 


The Chronicle, with circulation geared to 


According to 
preliminary 1950 


market development, is big in the bigger-population, 
bigger-spending* Trading Zone...as well as a top newspaper 
in preferred residential districts of San Francisco! 


*61.3% of effective buying power centers in 
the Trading Zone rather than City Zone — 
Sales Management's 1951 copyrighted survey 


Only The Chronicle 
sells all these “Best Circles” 
... this market’s most active, 
substantial and 
free-spending families... 
out in the Trading Zone 
and inside the City Zone! 


YOUR #] SALES-MAKER IN THE MARKET 


National Representatives: SAWYER, FERGUSON, WALKER CO. 
New York + Chicago + Philadelphia + Detroit + Atlanta + San Francisco + Los Angeles 


Census announcements 


ANA Council Elects Wiley 

John E. Wiley, vice-president 
of Hill & Knowlton, New York, 
has been elected chairman of the 
distribution council of Assn. of 
National Advertisers, to succeed 
Marshall Adams, of Mullen Mfg. 
Co. Two new board members are 
Harry E. Warren, vice-president 
iof Benton & Bowles, and Howard 
E. Robinson, general sales man- 
ager of Fram Corp. Fred Wahl- 
strom and James D, Weed were 
reelected president and secretary, 
respectively. 


ror SCARED 


HUSBANDS ONLY! 


trip, but the women | met on Ontario's 


French river last summer wasn't. She 
hed the meanest disposition, male or 
female, | ever sow. Why she come 
with her husband, I'll never know. She 
didn't like Canada, the weather, or 
even give a hoot about the old man's 
feelings. But he had motored all the 
way from Clevelond, to fish. So he 
hired a guide and set out with his wife. 
She hooked the first fish, @ mighty 


temper or courage, she fought this big 
mutkie like @ veteran. Finally, she 


her 
The guide revived her, ond she pluck- 
ily reeled in the fish a second time. 


: 
4 
i| 
i 
Hf 


fishing trip. Drop him a line and he'll 
tell you all about the grand ploces up 
here, places where you'll have the time 


|| Lively Pete McGillen, The Telegrom's 
|| Great Outdoors Editor, is ONE MORE 
REASON WHY The Telegram is the 
|| Ne. 1 reading hebit of hundreds of 
|| thousands of Mmtario sports enthusiasts. 
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This department is a reader’s forum. Letters are welcome. 


Meat Institute Gives 
Industry's Side of Story 

To the Editor: Enclosed is a copy 
of a letter to William von Zehle of 
New York, commenting on an arti- 
cle based on some quotations from 
him, as this was published in Ap- 
VERTISING AGE of March 5. 

Dear Mr. von Zehle: We have 
just been reading with lively in- 
terest, on Page 42 of ADVERTISING 
Ace of March 5, some remarks at- 
tributed to you. If we may do so 
without being considered conten- 
tious, we should like to make a 
comment on the quotations appear- 
ing in this article. 


In the first place, there is a 
statement about having “only 
high-priced meat forced on us.” 


The plain fact is that there is a lot 
of meat around—especially pork— 


which is not high-priced any way 
you look at it—especially when you 
look at the price in relation to the 
prices of everything else. In the 
Same paragraph it is stated that 
the American housewife would 
“swoon with joy” if she could get 
her hands on Mexican canned 
meat. We question whether the 
American housewife would prefer 
this product (which is principally 
beef and gravy) as compared with 
the meat she now can buy in any 
food store. It can’t be expected that 
everybody can get all the porter- 
house steak he might want. But 
there’s a lot of good eating meat on 
a steer besides porterhouse steak 
and such cuts. And when you look 
at advertised current pork prices 
we think you will agree that prices 
of such things as half hams, end 
cut pork chops, pork roasts, and 


pork shoulders, are pretty reason- 
able. Certainly they do not come 
in the category of being “only 
high-priced meat.” 

In the next paragraph there is 
a statement that “plenty of high 
grade fresh beef [is] available to 
us at reasonable prices from the 
Argentine.” The statement then 
goes on to suggest that this would 
be available if “we demand that 
the political barriers against ad- 
mission be torn down and torn 
down quickly.” 

The plain fact is that these bar- 
riers are the result of a federal law 
which prohibits the entry into the 
U. S. of meat from countries in 
which foot and mouth disease is| 
prevalent. The disease is preva-| 
lent in the Argentine. Cattle down | 
there have built up more or less of | 
an immunity to foot and mouth 
| 


DAVENPORT, IOWA 


POPULATION 
233,012* 


SALES) 


(METROPOLITAN 
COUNTIES) 


over half (57%) on Illinois side 


TOTAL RETAIL SALES 
$246,605,000** 


over half (51%) on Illinois side 
(RETAIL 


$52,346,000** 
over half (59%) on Illinois side 


(RETAIL 
SALES) 
$7,643,000 
over half (56%) on Illinois side 
*1950 U. S. Census Preliminary Report 


**All sales figures for Quad-City Metropolitan 
counties from 1948 U. S. Census of Business 


MARKET! 


nois cities. 


sectors. 


the Illinois side.) 


Cities. 


secutive years. 


ROCK ISLAND 
MOLINE DisPaTy 


The 


. NAT'L. REP. THE ALLEN KLAPP CO. 


DISPATCH 


newspapers that cover the ILLINOIS side 
where 57% ef Quad-Cities population live. 


UNIFIED 
MARKET 


QUAD-CITIES 


ROCK ISLAND, MOLINE, EAST MOLINE, ILLINOIS 


Single streets serve as political boundaries 
between Rock Island, Moline and East Moline, 
Illinois. The Mississippi River is the boundary 
between Davenport, lowa and the three Illi- | 


| 
| 


| 


This progressive Metropolitan Area of four 
cities is grouped together as closely as the 
boroughs of New York . . . definitely ONE 


| thought was if we had any com- 
| ment to make on your remarks it 
| would be your desire that we make 


disease, but livestock in the U. S. 
has not. The last time there was 
an outbreak of foot and mouth dis- 
ease in the southwestern part of 
the U. S., millions of dollars were 
lost by the cattle people out there. 
Thousands of cattle were led in- 
to trenches and destroyed, to pre- 
vent the spread of the disease in 
other parts of the country... 

Later on, there is a quotation to 
the effect that “millions and mil- 
lions of families are priced out of 
meats—even the lowly hamburg- 
er.” It may interest you to know 
that every pound of meat produced 
in the U. S. is eaten. None of it is 
wasted. If the prices of some fan- 
cier cuts advance it is because more 
people have more money to spend 
than ever before in this country, 
and when they have this kind of 
money they seem to go after the 
fancier cuts. Then the law of sup- 
ply and demand comes into opera- 
tion, and nobody has ever been 
able to repeal that. | 

Frankly, we are unable to rec-| 
oncile some of the statements with | 
quotations in the latter part of the | 
story wherein you mention “some 
magnificent merchandising jobs 
for the American economy, like the 
one done a year ago when a poten- 
tial over-supply of pork threatened 
to glut the market.” The fact is 
the merchandising and advertising 
activity to which you refer was 
devised and sponsored by this or- 
ganization. Arid, of course, we had 
the help of a lot of other people. 

We trust we will not be con- 
sidered intrusive or presumptuous 
in commenting on the article quot- 
ing you. We do not mean to be. 
However, we do feel we have an 
obligation to correct some ap- 
parent misunderstandings that 
seem to be in your mind. Our 


them. 
NoRMAN DRAPER, 
Director, Department of Pub- 
lic Relations, American Meat | 
Institute, Chicago. } 


News Reporting Job Wins 
Du Pont Award for WAVZ 
To the Editor: We think the big 
story of the radio industry may, 
have happened in New Haven this 
week, and would like to fill you 
in on it in the hope that you agree. 
In July, 1949, two ex-newspaper 


| men who believed that radio could 


Three bridges, which carry almost 11 million 
cars each year, connect the Illinois and lowa 
Quad-City families commute from 
city to city where their shopping requirements 
are filled at the 2,626 well-stocked retail out- 
lets. (57% of the retail outlets are located on 


The ARGUS and DISPATCH are the only daily 
newspapers which can assure you of complete 
coverage in the major portion of the Quad- 


WHBF is the influential home-town station . . . 
Hooper-rated far out in front for three con- 


WHBF 


5000 WATTS BASIC ABC 


NAT'L. REP. AVERY KNODEL, INC. 


| restore competitive news report-| 


ing and editorializing to commu-| 
nities that now have monopoly | 
ownership newspapers, started 
what they called a “Newspaper of | 
the Air” in New Haven, Conn. 

They took over a relatively new | 
daytime-only station in New Ha- 
ven, WAVZ, and instituted the 
Newspaper of the Air format. The 
pattern included aggressive edi- 
torializing, and extensive coverage 
of the news by a staff of seven 
local reporters. 

Saturday night, WAVZ received 
a coveted honor of the radio in- 
dustry, the du Pont Award, in 
ceremonies at the St. Regis Hotel 
in New York City. The award 
consisted of an embossed plaque 
and cash award of $1,000 for dis- 
tinguished community service. 

The du Pont awards are pre- 
sented annually under a special, 
irrevocable, and perpetual trust 
fund established in 1942 by the 
widow of Alfred I. du Pont, in his 
memory. The selection committee 
consists of Mrs. Alfred I. du Pont; 
Dr. Francis P. Gaines, president 
of Washington and Lee U.; M. H. 
Aylesworth, radio consultant and 
first president of NBC; Mrs. J. L. 
Blair Buck, president, General 
Federation of Women’s Clubs; and 
Mark Ethridge, publisher of the 
Louisville Courier-Journal and 
Times. 

The award was received by 
Victor W. Knauth, president, and 
Daniel W. Kops, vice-president and 
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general manager, the two former 
newspaper men and co-owners 
who developed this unique form 
of broadcasting. 

The story of what WAVZ has 
done in the community field and 
in its editorializing may be of par- 
ticular interest to you, and ac- 
cordingly, I am enclosing a copy of 
the material which was entered 
in the du Pont contest and re- 
ceived the award. 

DANIEL W. Kops, 
Vice-President and Genera! 
Manager, WAVZ Broadcast- 
ing Corp., New Haven, Conn. 

+ * * 


Has Solution to Agencies’ 
Industrial Account Problem 

To the Editor: In your March 12 
issue, you reported a speech by 
John W. McPherrin in which he 
brought out the point that “some 
advertising agencies have not yet 
learned what business publications 
do, and that some consumer maga- 
zines get ads that really should go 
into trade papers.” He also cited 
the danger of an agency losing an 
account because of improper han- 
dling of the trade paper phase of 
an account. 

This problem is capable of an 
easy solution which I have recom- 
mended to several “consumer” 
agencies. The answer is for such an 
agency to employ or assign one 
man with experience in industrial 
advertising to handle only the in- 


; dustrial phase of all their accounts. 


This results in greater economy to 
the agency and better service to 
the client. 

The account executive who must 
be trained to think consumer-wise 
is not required to spend a lot of 
time on unfamiliar technical angles 
and trade media, and the client’s 
engineers or technical staff are 
reassured when they talk with 
someone who speaks their lan- 
guage. This is one of those rare 
occasions where everybody is bet- 
ter off: the agency, the client and 
the business papers. 

Won. H. Retyea Jr., 
Vice-President and Eastern 
Manager, Industrial Labora- 
tories, New York. 


Korda Is Gratified 

To the Editor: Now that all the 
returns are in, I am sure you will 
be interested to know that as a re- 
sult of the article you published 
in your July 24, 1950, issue, we 
have received inquiries from all 
over the U. S. The inquiries proved 
to be serious requests for addi- 
tional information; one of them re- 
sulted in an order for a couple of 
our units from the Boston Varnish 
Co. 
We feel that the article you pub- 
lished has had a great deal to do 
with the highly favorable response 
we have received, and we want to 
assure you of our appreciation. 

E. L. JAMISON, 

Korda Industries, New York. 

The story referred to described 
installation of 19 Kordaroom units 
in the office of Forbes magazine. 
Kordaroom is an integrated, self- 
contained desk and partition de- 
velopment designed to save office 
floor space. 


7 + + 
Calls Criticism Real Service 

To the Editor: Well, the March 
12 issue brings still more evidence 
that you weren't kidding, or re- 
sorting to a “flash in the pan,” 
when you had your recent say on 
the Ruthrauff & Ryan television 
monstrosities. 

Your editorial on the Grey 
pitch, and Creative Man’s Corner 
on the Spencer Chemical Co. ad, 
are excellent—and are real serv- 
ice to the profession. I see that 
kind of service being rendered 
nowhere else. 

Congratulations 
again. 


again...and 


Mark Gross, 
President, Mark Gross & 
Associates, Indianapolis. 
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BAB Appoints Two 

Broadcast Advertising Bureau, 
New York, has appointed two net- 
work representatives to serve on 


_ committees of BAB. Niles Tram- 


mell, chairman of the board of 
National. Broadcasting Co., has 
been named to serve on the execu- 
tive committee; Frank White, pres- 
ident of Mutual Broadcasting Sys- 
tem, has been named to serve on 


Network participation on commit- 
tees will be established on a rota- 
tion basis, the BAB announced, al- 
lowing for representation of CBS 
and ABC at the end of the first 
year. 


Appoints George Monteith 
George M. A. Monteith has been 

named sales manager and secre- 

tary-treasurer of Standard Paint 


the research-promotion committee. & Varnish Co., Windsor, Ont. 


Three-Dimension 
Statuettes Help 
at Point of Sale 


Cuicaco, March 22—Plasto Mfg. 
Co. here has developed a mass 
production process in the manu- 
facture of three-dimensional statu- 
ettes which utilizes a new plaster 
compound, Palestic, made by the 
Palestic Corp. The resulting prod- 
uct is said to be highly resistant 
to chipping, abrasion and break- 
age, and is capable of being repro- 
duced in fine detail. 

By the use of a plastic-type 
coating, Plasto’s figurines can be 
given a_porcelain-like surface 
with little or no loss of detail. 
The displays, which are washable, 
are hand sprayed in as many as 
eight colors, with the over-all de- 
sign calculated to resemble the 
original trademark. 


|@ One of Plasto’s first displays 


NOW IS THE TIME } 
TO VACCINATE 


= — oe 
CutTER Laboratories 


EYE APPEAL—Plasto Mfg. Co. desig 
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d these two point of scle 
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I Distillers Products Corp. 


pieces for Cutter Lob 


was a figurine of John Falstaff 
holding a miniature bottle of Fal- 
staff beer. A piece designed for 
Pfeiffer Brewing Co., Detroit, con- 
sisting of an engaging little man 
in revolutionary dress playing the 
fife, was so enthusiastically re- 
ceived by consumers, the company 
said, that they asked for the statu- 
ettes as souvenirs. Sales of Pfeif- 
fer beer have increased consider- 
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Good printing depends on good paper. Theat 
is why printers have been specifying “Paper 
by Serg” with confidence for nearly a century. 
They know that Jorg Printing pepers have met 
the fest of fime on the greetest of oll prov- 
ing grounds—the printing press. You'll find 
it a wise policy te specify Sarg papers for all 
your better printing. 


THE SORG PAPER COMPANY + Middletown; Ohio 


Manufacturers of Printing and Specialty Papers 
SALES OFFICES AND REPRESENTATIVES IN 


BOSTON - 


PHILADELPHIA 
ST. LOUIS >. LOS ANGELES ~ 


+ CHICAGO 


ably since the introduction of the 
displays. 

Some advertisers currently 
using Plasto reproductions in point 
of sale displays are Peter Fox 
Brewing Co. Drewry’s Ltd. 
U.S.A., Falstaff Brewing Corp., 
Pfeiffer Brewing Co. Goebel 
Brewing Co., Hiram Walker Inc., 
National Distillers Products Corp., 
Pepsi-Cola Co., Florsheim Shoe 
Co. and Cutter Laboratories. 


NYU Sets Ad Exec Seminar 
New York University’s division 
of general education will hold a 
seminar, limited to agency execu- 
tives, on “Successful Advertising 
Agency Management,” beginning 
Tuesday evening, April 3. To be 
held in six weekly dinner sessions, 
| the seminar will provide discussion 
of “essentially business topics for 
the many agency executives who 
are primarily creative people 
| rather than management-trained.” 


Gibson Starts Whisky Drive 

| Gibson Distilling Co., New York, 
| is using newspapers and outdoor 
|in its drive to open new markets 
| for Gibson’s Diamond 8 whisky. 
Ads, ranging up to 1,000 lines in 
two colors, are being used, and 
| feature the theme, “The whisky 
| that outshines them all.” Trade 
publications also are being used, 
| plus point of sale material. William 
| H. Weintraub & Co., New York, is 
| the agency. 


‘Joins Central Airlines 

Robert England has resigned as 
| general traffic and sales manager 
| of West Coast Airlines, Seattle, to 
| become general traffic and sales 
| manager of Central Airlines, Fort 
Worth. 


Names Shephard & Edwards 
Surgical Cutlery Corp., Newark, 
N. J., has named Shephard & Ed- 
wards, New York, as its first agen- 
cy. Media plans have not been an- 
nounced. 


Cc 


- lots of Admen 
TAKE THE SHORT CUT 


... to getting stock photos with real 
illustrative quality . . . that fit the 
need as well as costly posed shots 
... and at a saving of time, cost and 
temper! Put yourself “in the know” 
get our current stock photo catalog. 


Send $1.00 or a company order 


*-e 


MORE THAN 
$00,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 


DEPT. AAS, 425 S. WABASH AVE., CHICAGO 5 
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FRUIT—The Inland Empire 
produces approximately 1/4th 
of the nation’s apples and 
vast amounts of other high in- 
come fruits. Yakima county, 
Washington, is top apple 
producing county in U 


LUMBER—The world’s largest 
stand of white pine and 
world’s largest white pine 
sawmill are located in north- 
ern idaho. With over 630 
sawmills the inland Empire 
produces l¥s-billion board 
feet of lumber annually 


MINING—Three of the only seven 
mining districts in the world that 
ever produced over a billion dol- 
lars are located in the Inland Empire 
where mining is @ quarter of « bil- 
lion dollars @ year industry. 


Inland € 
wort witions. Live Now Over 
stock sales account 
for an important 
Siem 160,000 
Empire's annual 7 
be py ae 
billion dollars 81.84% UN-duplicated 4 
Advertising Representatives Cresmer & Woodward, Inc, New York, Chicago, Detroit, — 
Los Angeles, Son Francisco, Atlonta. Color Representatives, SUNDAY s . e: 
SPOKESMAN-REVIEW Comic Sections: Metropolitan Group. ete meeecenede 
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The Billion Dollar’ 
SPOKANE 
_ MARKET 


+ 


ONE OF THE MUST MARKETS 
IN THE PACIFIC NORTHWEST 


The Spokane Market is one of the nation’s great markets—and definitely one of the must markets 
in the Pacific Northwest. It produces and buys more than any strictly city market of one-half million 
population. Net effective buying income tops a billion dollars and retail sales exceed $914,000,000. 


Business in the Spokane Market is at a high level. Throughout its orbit, from the Rockies to the 
Cascades and from the Canadian Selkirks to the Blue Mountains of Oregon, its diversified basic 
industries are in high gear—producing material and commodities vital to the civilian economy and 
indispensable to the national preparedness program. Population is growing, employment is ex- 
panding, payrolls are up. In a word, more people with more buying power are more than ever in 
the market for more consumer goods. 


The billion dollar Spokane Market, while the very heart of the Pacific Northwest, is an inde- 
pendent trade area virtually unaffected by sales influences beyond its mountain borders. Centrally 


: “or % Tee tae located Spokane, metropolitan hub of the region, is by highway 288 miles from Seattle and 376 
; Ag AE Aes AP miles from Portland. It is natural and logical that the two Spokane daily newspapers to which 
'y ms Pe the prosperous residents of the area look for news of their own Inland Empire provide advertisers 


the most effective means of stimulating sales in this important section of the Pacific Northwest. 


WHEAT—Approximately 1/12th of the 
nation’s cereal crop comes from the 
productive wheat lends of the In 
land Empire where average income 


Se See eS Business Indices Reflect Market Prosperity 


NET BUYING INCOME . . UP 201% BANK TRANSACTIONS*. . UP 311% 


1939 $ 407,979,000 1940 $ 951,221,624 
1949 . 1,229,998,000 1950 3,907,7 49,560 
POPULATION... . . UP 28% POSTAL RECEIPTS* . . . UP 109% 
1940 753,853 1940 $1,121,989 
1950 , 964,768 1950 2,342,667 
RETAIL SALES. . . . . UP 235% REAL ESTATE TRANSFERS* . UP 80% 
1939 $275,443,000 1942 7,808 
1949 914,752,000 1950 14,056 
FOOD SALES ... . . UP 227% BUILDING PERMITS*. . . UP 69% 
1939 $ 61,768,000 1940 3,907 ° 
1949 201,993,000 1950 6,595 
DRUG SALES ... . . UP 152% note Oe ae na 
1939 $ 9,259,000 wm sochens Chenbes 46 Commer 
1949 23,319,000 Sales Management, Mey 10, 1950 


ae Se @ ete ge 
Combined Daily 
CIRCULATION 


i - ne 
via aos — 
te ae Tene ; . 5 eee 
} ak a a a ca: : ae ~: 
eo ao). a a a age tag 
| AK SS = 
ae ee 
. ae ait 
m* ith 
Den 
| ores 
3s a, 
hs 
ce 
BN: 
" 
Se Bos 
| \ aS 
/ er a 
> ene 
| — BZ ne ae 
- ‘ ee ' a “Liss 
, = ahs aa . oi. 
—_——- a ~~ ee : aoe 
; . “a Be 2 
: an sa a 
' nO ca 
a Sz as 
e. ae “i is) ~~ Py & 
eo 6am ; Sh 
ODS as 
Ly E pac é a. 
¢ Pd ey ae f 
sano ont ee 
re ae i Bp ‘eS 
ae 
, ZR on a 
PP ts t Fee 
> a te 
; aoa 
a. - :. g 
fe ¥ eee 
j w—- }. ~ et eee 
. ; ; gi : aaa 
| : . a , ) . | us ee | : 
; . LF i aga P omnitil F Boge 
' ! re a vs + % fs aa 
ii eee MY NS, aft : | ie 
~ + * ~ e Ta Sy 
| - Gia i 
i en © eg 4 .. 
ie ad & yg E.. te ba 
: - nd ss i “a. , | A 
i ; a A | Sas 
4 * Sead 
iW . y af |. Ae 
| r + a Re 
H , ~ © ae 
_ ’ on - eR 
I of » er | aa a = 
‘4 ie 4 1 eet : a 4 . Ry 
. >} me ke eis 
ta 4 ea oe}: : eo 
” ‘t plies :. oe ‘tas ae 
al ths eo = ~~ Jae ’ aa 
‘ J a : : . ~ a ; abe: 
> a BR 
a ~ pee & 
Fi 7 en 7 7 ie ° is ts “haat ag 
if a a poe 
ae | il ign 
im: tf °F aS 
| |) fae Or ee me 
* Taaa “eS od Cpe ee oe ; 
7 Saha : pe 
| alee i Ee we . » (oS es ~~ Rep e 
} 7 a > P a : ; ; a aie iv : an. ie ° s “ : tee 
| as e. |: CATTLE—Livestock ae ad - aaa ce 
FY ee " > > on the ranges of the } ae ml +53 Pe + ci ? as s 
: ee -s pre 
i ‘ Lame 
| a 
* So 
ee 
J at 
Bios 
° a 
ee «a CC eee 


30 


Much Point of Purchase Material 
Supplied Advertisers hy Magazines 


New York, March 23—Most 
magazines believe in following 
through to help their advertisers 
move their products at the retail 
level. To assist the companies 
whose wares are featured in their 
pages, periodicals offer a variety 
of point of sale materials and 
services 

This story will merely touch on 
magazine activity in this field and 
does not purport to give the full 
picture. It simply presents the 
highlights of the point of purchase 
programs of a few magazines as 
they described them to ADVERTIS- 
ING AGE. 


Crowell-Collier Publishing Co. 

American Magazine, Collier's 
and Woman's Home Companion 
report that they offer standard re- 
mounted reprints, mailing 
folders, ete., at standard costs. The 
:dvertiser’s sales force—up to 200 

is covered with letters and the 
issue containing the advertisement 
it no cost 


Its gravure process afford: 


prints 


great tiexibility in tne prepara- 
tion of mounted reprints which 
carry a special headline, particu- 


larly adapted to the advertisement 
Crowell - Collier Publishing Co 
suggested. The same layout is use- 
fal unmounted 

Posters on which some of the 
bl@ck and white copy is eliminated 
and two related products sub- 
stituted can be procured at “very 
faworable cost.” 

The magazines urge that they} 
b@ called in to discuss such treat- 
m@ént before the advertisement is 
d@igned. “The maximum in dis- 
pl@y value and the maximum in 
us@fulness to the retailer is pos- | 
site when advertisements are so! 
de@@igned, while nothing is lost in 


as. to the reader,’ it was 
stated 


> Holiday 

Holiday reports that in five 
years of publishing the magazine 
hag effected 13,193 major store 
mefchandising tie-ins. These 
stofe-wide displays have included 
the following categories: depart- 
ment, drug, shoe, jewelry, book, 
sporting goods, men’s and women’s 
spegialty stores 


Diamond Alkali V. P. 


A. L. Geisinger has been named vice 


president of Diamond Alkali Com- 
pany, Cleveland, manufacturers of 
basic chemicals. Mr. Geisinger is a 
regular reader of The Wall Street 
Journal. Like most men everywhere 
who are getting ahead in business he 
finds The Journal provides necessary 
background for important decisions. 


(ADVERTISEMENT) ! 


Displays are designed with the 
individual store in mind; the aim 
is to make each display as differ- 
ent as possible. Holiday works 
with several retailers in major 
cities, but permits only one store 
in a city to use its material in any 
particular promotion. 

“Advance Merchandising News” 
is published monthly to keep the 
retail outlets informed as to what 
is coming up in the magazine. This 
gives them ample time to check 
their stock and to plan promotions 
for advertised merchandise. Five 
editions, including a department 
store and men's store edition, are 
sent out several weeks before the 
magazine reaches the newsstands. 
On the mailing list are top execu- 
tives in 600 department stores, 
577 men’s stores and 1,100 sporting 


goods shops. 

Point of sale materials—counter 
cards, gummed stickers and repro- 
ductions of Holiday covers, etce.— 
are made available to advertisers 
at cost. 

Currently the magazine is at 
work on two major merchandising 
drives. One will be built around 
Father’s Day; the other, around 
vacation resorts. 


Good Housekeeping 

A wide variety of point of pur- 
chase and merchandising material 
is produced by Good Housekeep- 
ing, all of it being sold to the ad- 
vertiser at cost. Last year, the 
publication reports, it printed and 
sold more than 14,000,000 display 
aids for advertisers. 

Available on a regular basis are 
electros, including the Gocd 
Housekeeping Guaranty Seal; 
postcards showing a miniature GH 
cover and trade message or ad; ad 
reprints, either plain or gummed; 
three types of miniature folders, 
either four-page, six-page or 


COMBINATION—Ohio 
Cleveland, is packing its fudge bor in 
a combined shipper and basket display 
designed and made for them by Cleve- 
land Cartons division of the Robert Gair 
Co., New York, maker of folding cartons, 


Confection Co., 


paperboard and shipping containers 
Fudge display is printed purple, yellow 
and white on gold Gair-Reynolds Foiline. 


French fold; full-size merchandis- 
ing folders with current GH cov- 
er, ad and trade message and a 
double-purpose variation which 
converts to a point of sale display; 
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letterheads for multigraphed trade 
messages. 

Also available at cost are pam- 
phlet and promotion booklet stick- 
ers; magazine cover wrap-arounds; 
ad-marking tab sheets: magazine 
cover tip-ons; display card stick- 
ers; easel-backed display cards as 
well as a lucite base mount; coun- 
ter cards; adhesive displays; hang- 
tags; merchandise stickers; news- 
paper mats; and a wide variety of 
guaranty seals, available either in 
gummed or Scotch tape style. 

Good Housekeeping also will 
help prepare and design special 
point of purchase display pieces 
for advertisers, upon request. 


Ladies’ Home Journal 

In the past five years the vol- 
ume of point of sale materials or- 
dered and paid for by Ladies’ 
Home Journal advertisers has 
more than tripled. More compa- 
nies are developing and ordering 
complete merchandising packages 
rather than concentrating on one 
or two point of sale items. More 


50 4000 HOLSEKERPIN 


Tops all other magazines with 


HOW RETAILERS SUPPORTED MAGAZINE ADVERTISING 
WITH NEWSPAPER LINAGE IN 1950 


GOOD HOUSEKEEPING. . 


BETTER HOMES & GARDENS... 
LADIES’ HOME JOURNAL. . 


WOMAN'S HOME COMPANION..... 2.0... -....... 


Compiled by the Advertising Checking Bureau, Inc., by checking EVERY daily and Sunday News- 
paper in the country — 1,748 of them in 1,393 principal shopping areas. 


eee ©9810 404666866-46 


- 42,891,061 


. 20,247,520 
1,851,468 


- 1,548,314 


. 1,080,364 
644,001 


ee eee 


This report shows the number of lines of news- 
paper advertising placed by retailers, tying in 
with products as advertised in certain magazines. 


No national advertising is included; only adver- 


tising appearing over a dealer's name is counted. 


This is strictly a record of the Dealer's Choice, 
for advertisers are interested only in how re- 


tailers support their magazine advertising, Re- 


tailers evidence this support by mentioning as 
a sales feature in their own advertising the 
words, “As advertised in _.._...._________ . 
or by using a magazine’s media symbol. 


When a dealer spends his own money you can 


help him sell. 


be sure he is going to support only those maga- 
zine names and symbols which he knows will 
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advertisers are requesting special- 
ly designed, custom-made pieces 
created to help solve individual 
problems of merchandising. 

Last year more than 1,500,000 
merchandising aids were bought 
by the Journal's advertisers. About 
1,000,000 were full-size product 
ad reprints and border display 
cards; some 500,000 were French- 
fold folders, cover folders, shelf 
labels and magazine markers. In 
addition, advertisers purchased 
100,000 editorial reprints of the 
completely planned kitchen series. 

The Journal has been asked to 
design display cards on advertiser 


specification, window banners, 
shelf strips, booklet-type string 
tags and single leaf string tags, 


magazine markers, streamers and 
hangers. 

Regular point of sale reminders 
are mailed to executives in 800 
department stores keeping them 
informed of editorial themes and 
advertised products. The grocery 
mailings list numbers 2,500 oper- 
ators, who are supplied with a 


monthly advertising and merchan- 
dising program. Kitchen reprints 
are mailed upon request to 200 
utility companies 


Life 

More than 200,000 retailers have 
staged store-wide promotions using 
Life advertisements in windows, 
on counters, floor by 
throughout the stores. 

Through its retail representative 
program, Life has made over 150,- 
000 information spreading calls in 
the retail and wholesale fields 
during the past few years. Retail 
specialists are assigned to the fol- 
lowing major fields: food, drug, 
department stores, men’s wear 
stores, automobile dealers, appli- 
ance, home furnishings, jewelry 
and liquor. 

These specialists serve a two- 
fold function of making joint calls 
with the Life sales force to set up 
complete follow-through programs 
for advertisers and calling on the 
retail trade itself to keep up to 
date on all point of sale selling 


floor, { 


SOUND AND MOTION ARE ADDED—The salad dressing display 
on the left, with life-size easel-bocked posters. and cards con 
taining giant Miracle Whip illustrations, wos used by Kroft 
Foods Co. (then Kraft-Phenix Cheese Corp.) in 1935. The mam- 
moth display on the right typifies those currently being used by 
Kroft. in addition to Kraft products, the display also features 


Premium crackers. The carousel actually operates, plays music, 
and flashes lights. The company uses the circus-like trappings 
to tie in the displays with its annual fall cheese fiesta. During 
the eight-day promotion conducted last fall this display helped 
move more than 2,700 pounds of cheese for the Economy Morket 
in New Brighton, Po 


methods. 


of their contacts to the advertiser, department 


who plans his own promotion. The | preparation 
They bring the news and results magazine's service - to - advertiser | materials he chooses. These ma- 
assists 


and distributes the 


this | terials are sold to him at cost 
| In 1950 some 444 Life advertis- 


him in 


rates first with retailers! 


42,891,061 lines of retail tie-in advertising! 


Teas year, retailers placed 42,891,061 lines of newspaper advertis- 
ing tying in with products as advertised in GOOD HOUSEKEEPING. 


Retailers thus identify themselves with merchandise advertised in 
GOOD HOUSEKEEPING because they know it’s a proved method of 
increasing sales. And they thereby multiply the selling power of every 
line of advertising placed in GOOD HOUSEKEEPING. 


If your magazine advertising isn’t being multiplied many times over at 


the retail level, let us tell you more about GOOD HOUSEKEEPING. 


proof again 


GOOD HOUSEKEEPING «seis goods 


306 =, 


ceuent 0 
< 


Ry REFUND oy 
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Good Housekeeping 
Yor 


A) 
AS apvernisto EE 


THE HOMEMAKERS’ BUREAU OF STANDARDS 
57th Street at 8th Avenue, New York 19, N. Y. 


x 


Women know —the product 
that has it, earns it 


9,971,000 
readershio 


| ers bought 
and display pieces through Life 
| Other totals for last year: 399 or- 
| ders (from advertisers) for 9,925,- 
| 075 stickers; 36 orders for 21,245 
jnewspaper mats; 30 orders for 
305,000 arrows; 79 orders for Ll - 
560,900 string tags; 466 orders for 
2,437,435 display cards 
Also 172 orders for 2,260,895 
cover folders; 127 orders for 8,664 
sales brochures; 80 orders for 33@- 
110 enlargements; 26 orders 
209,290 logos; 208 orders for 
| 428,198 reprints 


aa “7 18,500,000 direct mail 


Look : 

Look provides its advertis 
with a variety of point of ss 
je, all available at cost. Amor 
them: counter cards, shelf barke 
stickers, window streamers, e 
largement of ads, hang tags, w 
display materials, reprints of a 
with special message from adve 
tiser 
As examples of the use to whi 
this merchandising service is p 
Look reports that one advertis 
in 1950 bought 130,000 count 
cards, and another 125,000 count 
cards. In each case the order w 
for a single campaign 


McCall's 

McCall's carries out a regul 
point of sale promotion progra 
on a continuing basis in the foc 
household appliance, fashion, ho 
(Continued on Page 34) 


Every Smell Homes Guide reader is o 
quolified buyer of al! the moterials 
and equipment for his New Home 


Small Homes Guide readers do build 
homes. Over 60% actually own their 
new homes within three issves — 
eighteen months. Over a third of 
SMALL HOMES GUIDE Readers are 
new readers—each issue. 


Pin point economical coverage — to 
over 400,000 (A.B.C.) readers each 
issve——A budget must for advertising 
in @ morket thot must buy. 


The First Publication in the New 
| Home Market. 
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Agency Execs and Broadcasters Are 
Wary of Hooper's Rating Panacea 


New York, March 22—Most of 
the advertising, agency and net- 
work executives, to whom C. E. 
Hooper forwarded his “informal 
proposal” (AA, March 12) for a 
solution to the rating confusion in 
the broadcasting industry, are 


withholding judgment pending a, 


further study of the lengthy memo. 

Mr. Hooper suggested the for- 
mation of an industry-wide, non- 
profit association 
single standard of broadcast rat- 


SALES LETTERS 


Letters with “instantaneous appeal,” 
that beckon to be read, that impel 


and sell. One series 24 years old. 


“That Fellow Bott” 


Leo P. Bott, Jr, 64 E. Jackson, Chicage 


to provide a! 


ings for radio and TV. 

This “new cooperative advertis- 
ing bureau,” he said, should assign 
the contract for such measurement 
to a company offering present coin- 
cidental service and automatic co- 
incidental measurement facilities. 

C. E. Hooper Inc., which has an 
electronic device known as 
the Hooperecorder—demonstrated 
last fall, though not actually 
tested in practice—is interested in 
such an assignment, the researcher 
indicated. 


@ One of the recipients of the 
Hooper letter was Mark Woods, 
vice-chairman, American Broad- 
casting Co. When asked to com- 
ment by AA, he had this to say: 

“Our industry has been re- 
searched to death, It’s time adver- 


tisers, agencies and the medium 
got together to determine the type | 
of research they can agree upon. 
Whether this is Hooper, Nielsen, 
or something else, remains to be 
seen.” 


As things now stand, Mr. Woods 


continued, there are so many peo-| 
ple providing ratings now for ra-| 
dio—and especially for television— | 


that “they stumble over each oth- 
er.”’ He expressed a preference for 
an electronic type of service, which 
provides “better evaluating data, 
more accurately.” 


ws Louis N. Brockway, Young & 
Rubicam executive vice-president, 
feels that the whole problem of 
what to do about the broadcast 
rating dilemma is one for careful 
study by the Assn. of National Ad- 
vertisers and American Assn. of 
Advertising Agencies. 

“It’s an ingenious approach to 
the problem, but I’m not sure 
where it fits into the present pic- 
ture,” Hugh Beville, research di- 
rector, National Broadcasting Co., 


Which reaches more families 


ov 


Chicago? 


| Here are the coverage facts 


(Corporate Limits) 


E.........0% 


POST .........8% 
LOOK.........7% 


COLLIER’S.........4% 
PAKAM E22 41% ucsrinioun 


of 20% coverage in 151) 


with the Chicago 
Sun-Times 


and the picture is similar in 
all 33 Parade cities of origin 


The Sunday Picture Magazine 
Providing a Minimum of 20% Coverage in... 


1993 Markets 


adjacent markets of 1,000 


or more population 
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Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The fourth annual Market Data Section of ApverRTISING AGE 
will appear in the May 14 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive in- 
dex of all available market data in all fields. 

Last year, approximately 1,000 separate pieces of market data 
were listed in the section, and readers of ApveRTISING AGE sent 
in requests for more than 25,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1950, 
will be accepted. 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 
stated. 

4. It must be received before April 20, 1951. 

Market data material scheduled for publication before Sept. 
1, 1951, will be listed in a “not yet published” tabulation, pro- 
vided that a 100-word description of each such item reaches 
ADVERTISING AGE before April 20. The description must include 
probable date of publication and any conditions attached to dis- 


tribution. 


Illinois St., Chicago 11, with any 


Actual copies of all other material to be listed should be ad- 
dressed to the Market Data Editor, Apvertisinc Ace, 200 E. 


necessary explanatory notes. 


said, apropos of the Hooper letter. 

He called attention to the diffi- 
culties—“legal, business and other- 
wise’”’—which might beset such an 
industry-wide endeavor. 

Implementation of the projects 
proposed by the industry research 
committee, which recently finished 
a lengthy study of the broadcast 
rating field, would help a great 
deal toward clearing up the situa- | 
tion, Mr. Beville believes. 


es (That committee proposed the | 
appointment of a fulltime project | 
director and a volunteer committee | 
to: (1) analyze methods of all| 
rating services; (2) tabulate data] 
of various services in key cities, | 
and (3) compare reports of various | 
services for selected cities with| 
house-to-house studies. Proposing | 
National Assn. of Radio & Televi- 
sion Broadcasters as the most like- 
ly group to carry out such a test, 
the committee then disbanded.) 

Researchers could help the in- 
dustry help itself out of the rating 
maze with more efficiency if some 
sort of agreement could be reached | 
as to the type of information (cu-| 
mulative ratings, weekly ratings, 
average ratings, projectable rat- 
ings, ete.) that is desired, it was 
suggested | 

Another name on Hooper's ad- 
dress list for the letter was radio- 
TV representative Lewis Avery, | 
who commented: | 

“I don’t think the Hooperecorder | 
is the final answer. The industry | 
would be, I feel, wiser to go ahead | 
with the project outlined in the) 
report of the special test survey | 
committee.” | 

| 

e Presumably this will be one of | 
the items to be considered by the 
NARTB at its board meeting dur-| 
ing the group’s annual convention 
in Chicago next month 

One board member's attitude 
toward the committee’s proposal | 
that the NARTB carry out the 
committee’s blueprint for rating 
the broadcast rating services was 
made clear this week. 

While presiding as chairman of 
a discussion group meeting of the 
American Marketing Assn., 
NARTB board member Edgar Ko- 
bak, business consultant and 
chairman of the Broadcast Adver- 
tising Bureau, characterized him- 
self as a “little cool” to the com- 
mittee’s suggestion. The study, he 
said, would be a “waste of money.” 

After wondering who was going 
to foot the bill, Mr. Kobak con- 


| 


tinued: “I’m always a little nerv- 
ous when associations get involved 
in things like this.” 


Appoints Wittner Agency 

Fred Wittner Advertising, New 
York, has been appointed to han- 
dle the advertising of the con- 
tinuous mixer division of Ameri- 
can Machine & Foundry Co., New 


York. A new campaign is being 
planned for insertion in bakery 
journals. 


— 
CE 
WE'LL BET 


DOLLARS TO 
DOUGHNUTS 


Pit 


. . that the rich Quad- 
City market (Davenport, 
lowa, Rock Island, Moline 
and East Moline, Ii!inois) 
will be a big profit-getter 
for you. It has for hun- 


dreds of others! After all, 
1950 Sales Management 
Survey of Buying Power 
figures show total effec- 
tive buying 


income of 
$418,578,000 in the 
Quad-Cities! 
PUNCTUATE YOUR SALES 
In This 
RICH QUAD-CITY MARKET 
By Using The 
DAVENPORT NEWSPAPERS 


The Only Newspapers with 
Home -Delivered Circulation 
on both the lowa and Iilinois 
sides of the important Quad- 
City market. 


THE DAILY TIMES | 
THE DEMOCRAT & LEADER 


represented nationally by 
Jorn & Kelley, Inc. 
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ore 1s sold 
across a desk 


... than over a picket fence 


Women who work sell themselves and each other on new clothes ...new cosmetics ...new things for the home. 
When they clock in wearing shoes they bought on a lunch hour, they remind four who are clocking out to shop for new shoes. 


When they “‘put on a new face,” they sell a dozen others on new lipsticks, new powder and foundation base. 
When they walk in with slipcover swatches, lampshades or carpet cuttings, they make six who are walking out 
feel their homes need a lift. Women who work have a personal paycheck to invest in the things they want 
and are working for. They're not dress-for-occasion, buy-on-occasion customers shopping on egg-money savings. 


Any way you look at it, women who work 


and mean more business for advertisers in [7 


the magazine for women who work...a Street & Smith Publication 
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DETAILING PROCEDURE—Point of sale advertising material is a wonderful medium—when it's used. To make 
sre it is, advertisers sometimes have their own salesmen or outside specialists make the rounds of stores 
im one or more cities, to try to get displays accepted by the retailers. These pictures show how Standard 


Brands used the services of Reuben H. D 


TT Sodiial 


put over a 20¢ coupon deal in Detroit, Akron, Canton, Cleveland and surr 
Market, Donnelley detail salesman Leslie H. MacDonald finds store partner Sal Marino at the checkout 


y Corp.'s me 


m7 


g division last December to help 
g towns. At the Farmer's 
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The Detailer at Work: He Makes Sure Display Material Is Used 


counter, explains Chase & Sanborn’s special promotion, and has the grocer smell the aroma of new “pressure 
pack.’ Working quickly, as he must, MacDonald puts up over-the-wire banners, selecting shape and size 
to fit available space. Farmer's being a big supermarket, space permitted erecting a huge island display 
of the coffee. While building display, W. A. Mortensen, grocery sales supervisor for Standard Brands, hap 
pened to drop in, consulted with MacDonald. Donnelley’s man has shed topcoat to work up more favorable 
shelf position for the brand. Leaving store, he mounts bright-colored posters on glass doors. 


Much Point of Purchase Material 
Supplied Advertisers by Magazines 


(Continued from Page 31) 
fashions and drugs and cosmetics 
fields, with display material sup- 
plied on a monthly basis to super- 
markets, utilities and department 
stores 

These reguiar merchandising 
services are supplemented with 
special monthly promotions, pro- 
viding direct tie-ins to more than 
15,000 point of purchase locations 
in the U.S. and Canada 

Special merchandising cam- 
paigns, such as the “Ginger- 
bread Cover House,” “Pageant of 
National Brands.” etc., are also 
promoted. In the case of the latter, 
for example, the 4,000 cooperating 
supermarkets were supplied with 
a kit of display pieces which in- 
cluded a giant poster, tuck-in dis- 
play cards, product pennants, talk- 
ing shelf-markers, and reprints of 
the February McCall's full-color 
food spread 


Saturday Evening Post 


The Saturday Evening Post 
keeps merchandising specialists 
and field groups constantly at 


work in the channels of distribu- 
tion—principally at the retail level 

to demonstrate how the maga- 
zine’s advertising can be made 
more productive for all concerned. 

In the main the activities in- 
clude: research, store-wide pro- 


motions, item promotion in the de- 
partment store and men’s wear 
fields; monthly profit-maker in 
the grocery field; “Key-Line Club 
News”—a merchandise and trade 
newsletter—to leading distribut- 
ors of electrical and home appli- 
ances; business paper and direct 
mail advertising campaigns urging 
point of sale tie-in with Post ad- 
vertised products; participation in 
sales conventions; seasonal indus- 
try promotions and special promo- 
tion aids; counseling and recom- 
mendations—on request—for ad- 
vertisers with a merchandising 
problem. 

A wide variety of point of sale 
display and tie-in advertising ma- 
terials is furnished to advertisers 
at cost. 

As an example of the more 
direct support of advertisers at 
point of purchase, the Post cites 
its continuing program of chain- 
wide, store-wide promotions in 
the drug and grocery fields. The 
magazine provides all interior and 
window display material and con- 
ducts meetings with the stores’ 
executive and promotion staffs. 
Help is provided in working out 
newspaper, spot radio and direct 
mail tie-in advertising. Such pro- 
motions last approximately 
weeks. All Post-advertised drug 
and grocery products are included 


two, 


in these promotions. 


Today's Woman 
Today’s Woman's on-the-spot 
merchandising program is sparked 
by a field force of 25 merchandis- 
ing representatives, who work at 

the local level in 32 cities. 
This staff is comprised of people 
who live in the towns they are 
assigned to and assist the local 


stores whenever possible. They 
help with store-wide promotions, 
windgw displays, TV and radio 


scripts and point of sale materials. 
They also consult with retail ex- 
ecutives in the arrangement of 
fashion shows. Some 150 stores are 
covered in this program. 

The magazine’s§ advertising - 
merchandising memo, which in- 
cludes editorial features and ads 
of all advertisers of one column or 


more, is mailed a month in ad- 
vance to approximately 4,000 
stores. From this retailers may 


place their orders for display mat- 
ter. 

Counter cards, hang tags, blow- 
ups, reprints, window displays, 
etc. are made available to manu- 
facturers at cost by Today's 
Woman. 

In addition to mailings to the 
magazine's regular list of stores, 
Today’s Woman will mail bro- 
chures, booklets and copies of ads 
to a list furnished by the adver- 
tiser. This service is provided at 
cost. 

Vogue 


Vogue’s merchandising service 
department, upon request, will aid 


advertisers in preparing special 
campaigns. Mailing lists of store 
buyers will be compiled for in- 
terested manufacturers. 
Merchandising aids are supplied 


to stores and advertisers without | 


cost for tie-in promotion with out- 
standing issues of the magazine 
such as college, fabrics, shoe, etc. 

The “Advance Notice” is mailed 
four weeks in advance of each is- 
sue of Vogue to executives, mer- 


chandise managers, stylists and 
buyers of leading department and 
specialty stores throughout the 
country. It offers fashion news 


and suggestions for store tie-ins 
on products featured editorially 
and in ads. The “Notice” lists all 
full page advertisers in the issue, 
offers stores free display cards on 
request. 

Vogue, as a _ regular 
of the magazine, telling readers 
where they can buy merchandise 
shown in full-page ads. Apprexi- 
mately 700 stores are listed. Full- 
page advertisements are repro- 
duced in miniature in the buying 
guide, with retailers in each case 
indexed by store, city and state. 
No charge is made for this serv- 
ice. 

About ten days before Vogue 
goes on sale, retailers receive an 
advance retail trade edition with 
an insert on “how to use the 
issue,” “Vogue Says,” selling quo- 
tations and fashion data. 

Among the merchandising serv- 
ices the magazine offers at cost: 

For use in store windows, on 
counters, in showrooms, “As Seen 


feature, | 
prints a buying guide in the back | 


In Vogue” display cards are avail- 
able as mounted easel cards or 
unmounted face sheets. These are 
| offered to advertisers who buy at 
| least a quarter-page ad. 

| Blow-ups of full-page ads in 
color and blow-ups of covers are 
| available. 

Preprints of ads to merchandise 
_ the ad prior to publication in sales- 
j}men’s portfolios and showroom 
displays. 

Four-page folders with Vogue's 
cover in full color, the ad as it 
appears in the magazine and two 
pages for the advertiser’s message 
to dealers or consumers. 

Identification tags and stickers 
and newspaper mats 


Pushes Cutex Spillprut Bottle 

Northam Warren Corp., Stam- 
ford, Conn., will use television, 
newspapers and magazines to pro- 
mote its new Cutex Spillpruf 
bottle, which will hit the market 
the end of this month. Television 
participation sponsorships will run 
in 12 cities. Newspaper space rang- 
ing in size from 100 to 1,200 lines 
will run in 70 newspapers in 40 
cities beginning March 30. Begin- 
ning in June, space will be taken 
in the Dell Group, Macfadden Wo- 
men’s Group, Cosmopolitan, Sev- 
enteen, True Story, This Week 
Magazine and the New York Sun- 
day News rotogravure section. J. 
M. Mathes Inc., New York, is the 
agency. 


Ohio Newspaper Men to Meet 

Ohio Hometown Newspapers- 
Ohio Weeklies Inc. will meet in 
Cincinnati May 4-5 and in Cleve- 
land Oct. 5-6 
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% + + We Can Hele You Too, in Your Needs of 
Potut-of- Purchate Printed Merchandising roids 


MAGILL-WEINSHEIMER COMPANY 
1320-1334 SOUTH WABASH AVENUE 
CHICAGO 5, ILLINOIS 
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HOW IT WORKS—An actual demonstration of the Packard Ultramatic drive is 
display, built by Carter and Galantin. The dials on the left set the device in operation. Almost every 
square inch of the press sheet was used in producing the 13 die-cut pieces shown in the Evinrude window 


rr 


a | by this « pli d 


display, produced by E. F. Schmidt Co. The Pepsi-Cola display, produced in one plane by Einson-Freeman 
Co., gives an unusual three-dimensional effect. At right is a counter unit for Silex designed to hold the 
product and also show a premium. It was produced by Oberly & Newell Lithograph Corp. 
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Will Sponsor ‘Jackson & Jill’ 

Sunnyvale Packing Co., Sunny- 
vale, Cal., has signed to sponsor a named editorial director of Burns 
new program, “Jackson & Jill,” on 


KECA-TV, 


Los 


Angeles, for its 


Rancho soups. The program is tele- 
cast Thursdays from 6:30 to 7 p.m, 
Russell, Harris & Wood, San Fran- 


cisco, is the Sunnyvale agency. 


aes Ys bi ews & 


~~ ens 


pion Clydesdaie Horses are featured in 
this colorjul, three-dimensional display. 
Wing pieces (not shown), one of which 
tells date and place of team’s next pub- 
lic appearance. flank center unit when 


ad. 


it's used in windows. Center 
‘ b ~ 


Lee Appoints Brownell 


Robert C. Brownell has been 
Lee Associates, Los Angeles 
public relations concern. For the 
past two years, Mr. Brownell has 
done free-lance work for the Cali- 
fornia state legislature and the 
Mayor's office in Los Angeles. 


| Publishes Buyers Guide 


The Chicago Assn. of Commerce 
and Industry has announced the 
publication of the 16th annual edi- 
tion of its “Chicago Buyers Guide 
& Industry Directory.” The new 
edition contains 30,000 listings of 
Chicago companies producing 9,000 
different types of products. 


Hoffman Radio Signs TV Show 


On March 28, Hoffman Radio 
Corp., Los Angeles, will begin 
sponsorship of a half-hour pro- 
gram on WDSU-TV, New Orleans. 
The program will have a charade 
format, with the Patterson Co., 
Louisiana distributor, and local 
dealers participating. 


y Cc 


PURCHASE 


ADVERTISING 
SYMPOSIUM 


| 
| 
| 
| 
| 
April 3rd & 4th : 
WALDORF ASTORIA . | 
| 

| 

| 

| 


HOTEL 
NEW YORK 


Visit us at Booth 9 


Exhibit admission tickets 


free on request 


panel, as 


d, wins wide 
atter-use as a decorative wall piece. 


: 


There's no profit in it. The same goes for displays, 
labels and packagings that generate no impulse purchases. 
It takes the best view of the best you've got to slow folks 
down ... stop ‘em... make ‘em buy. Here’s where we can 


help you . . . stopping ‘em at the point of purchase... 


stimulating extra sales with stand-out displays, labels and 


packagings. First, our Marketing Division finds out what 

it takes. Then our experienced creative specialists 
translate the facts into sales-compelling point-of-purchase 
aids—the kind that give your product a definite competitive 
advantage. This way, you really get your money's worth. 


Let's talk it over . . . without obligation, of course. 


MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Main Office and Plant: 1013 Grand Street, Brooklyn 6, N. Y. 
Sales Offices in Philadelphia, Chicago, Louisville and Tampa. 


Popai Meeting Will 
Stress Retention 
of Brand Position 


(Continued from Page 1) 
public recognition and brand name 
acceptance is proved by the diver- 
sity of companies that spent more 
than $500,000,000 in 1950 for point 
of sale displays.” 

Mr. Whitmore said that a re- 
cent check with several hundred 
leading national advertisers 
showed the following percentages 
spent on point of purchase adver- 
tising: 

Soft drinks, 40% to 55%; cos- 
metics, 30% to 50%; food special- 
ties, 26% to 45%; liquor, 20% to 
40%; beer, 25% to 30%; drugs, 
15% to 25%; food staples, 10% to 
| 20%, and meat, 10% to 16%. 


| 


|@ The national average in all 
| fields, he said, is about 16%. The 
Hershey Chocolate Co., which Mr. 
Whitmore described as the largest 
}eandy company in the world, 
| spends 100% of its advertising on 
|point of purchase displays, he 
| added. 

| New types of displays that are 
virtually “mechanicai salesmen in 
their use of motion, lights and 
sound, as well as new types of dis- 
| play materials, will be demon- 
| strated for the first time at this 
year’s exhibit,”” Mr. Whitmore said. 
| In addition to the two-day ex- 
| hibit, a special educational panel 
| will be held on point of purchase 
advertising. Ralph Head, of Batten, 
Barton, Durstine & Osborn, will be 
moderator. 

| The panel will include a discus- 
| sion by six retailers on “How I use 
store displays to increase sales.” 
There also will be a showing of 
Popai’s new sound-slide film, “Eye 
Catchers and Sales Catchers.” * 


ABC Separates TV, Radio 
Spot Sales Departments 

American Broadcasting Co., 
continuing its policy of interde- 
partmental division of radio and 
television activities, has separated 
the functions of its central division 
radio and television national spot 
sales department in Chicago. 

Effective April 1, Roy W. Mc- 
Laughlin will head the television 
national spot sales department and 
Station WENR-TV’s local sales de- 
partment. Edward Lynch has been 
| named as manager of the division's 
‘radio national spot sales depart- 
ment and of WENR-AM'’s local 
| sales department. 


Ried] & Freede Adds Two 

Riedl & Freede, Paterson, N. J., 
has been appointed to handle the 
advertising of New Era Mfg. Co., 
Paterson manufacturer of specialty 
printing presses, and Sec-O-Matic 
Corp., Bloomfield, N. J., manufac- 
turer of dry cleaning equipment. 
New Era formerly was handled by 
O. S. Tyson & Co., New York,.and 
Sec-O-Matic by Franklin Fader 
Co., Newark 


KSMO Appoints Barnett 

Ray Barnett has been named 
sales manager of KSMO, San 
Mateo, Cal. He was formerly on 
the sales staff of KGO, San Fran- 
cisco. 
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Reproduced by permission of the Pabst Brewing Co., by 


777 CAI NNSLEY LITHOGRAPHING COMPANY 


AFFILIATE OF THE AMERICAN OFFSET CORPORATION, 817 W. WASHINGTON STREET, CHICAGO 9, 14h. 
Trademarks Reg. U.S. Pot. OF 


| 
4 Pabst Brewing Co., Milwaukee, Wis. Litho in U.S. A. No. 2201 Eastern Soles Office, Pittsburgh, Po. 
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... these two names, combined, bring to advertisers 
and agencies through one selling organization, the finest 
creative ability, and lithographic skill 
= available anywhere! 


AMERICAN/AINSLEY 
for Point-of-Purchase 


Beginning with the crea- 
tive design of point-of- 
purchase displays, A/A 
produce simple and com- 
plex displays on high- 
speed, single, dual and 
four-color presses. Point- 
of-purchase problems are 
handled from idea to de- 
livery with speed and 
accuracy. 


AMERICAN OFFSET CORPORATION 
1239 WEST MADISON ST., 


AMERICAN/AINSLEY 
for Direct Mail 


With facilities to handle 
runs of a few thousand to 
many millions, Ainsley 
and American combine to 
add to your direct mail 
pieces that extra touch of 
creative ability that makes 
A/A produced pieces 
truly outstanding in ap- 
pearance. 


CHICAGO 4, 


ILL. 


“ie 


AMERICAN/AINSLEY 
for Books 


From one-page instruc- 
tion booklets to catalogs 
of thousands of pages—in 
one color or seven colors, 
Ainsley and American 
bring you a combination 
of experience and skill 
to produce noteworthy 
books and catalogs for all 
products. 


AMERICAN/AINSLEY 
for Calendars 


American/Ainsley high- 
speed, four-color presses, 
manned by skilled press- 
men, make the noticeable 
difference in calendar pro- 
duction. An A/A litho- 
graphed calendar adds 
impact to any calendar— 
an impact which adds to 
your sales messages. 


EASTERN SALES OFFICE: PITTSBURGH, PENNSYLVANIA 


CHICAGO 4, ILL. 


AMERICAN/AINSLEY 
for Maps 


The most delicate color 
variations—which mean 
so much in map produc- 
tions—are produced with 
care and skill on the most 
modern lithographing 
equipment available— 
thanks to the combined 
facilities and skills of 
American and Ainsley. 


AINSLEY LITHOGRAPHING CORPORATION 
817 WEST WASHINGTON ST., 
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HOLDS PACKAGE—Counter disploy card — 


produced by Eureka Specialty Printing 
Co. for its stationery division. It is de- 
signed so it con be packed in the some 
box as the roll labels are shipped in, 


and it is die-cut to hold an actual box | 


of the product. 


Circulation Men 
Told Need tor Good 
Feature Promotion 


Cuicaco, March 20—Improve- 
ment in the basic product, two-, 
three- and four-color printing, bet- 
ter and increased service, and co- 
operation are four important de- 
velopments taking place in the 
newspaper business today, accord- 


ing to Otto Silha, promotion direc- | 


tor of the Minneapolis Star and 
Tribune, and president of the mid- 
western region of National News- 
paper Promotion Assn. 

Speaking at a luncheon meeting 
of the Central States Circulation 
Managers’ Assn. here yesterday at 
the Edgewater Beach Hotel, Mr. 
Silha emphasized, among other 
factors, the need for proper promo- 
tion of newspaper features. 

Once the feature is in hand, he 
said, and the circulation depart- 
ment has set the starting date, “it 
is up to the promotion man or unit 
to plan the barrage of publicity and 
advertising that will make it 
easier for the sales force to sign 
the new reader. 


s “For all of our major circulation 
features, we try to put the promo- 
tion plan down on paper,” he con- 
tinued. “That way, if the circula- 
tion department approves of the 
plan, we can circulate it among the 
supervisors to let them know in 
advance exactly what sort of ef- 


fort is being put behind the fea- | 


ture.” 

Last year the Minneapolis Star 
and Tribune used $190,000 worth 
of space for circulation promotion 
in its own papers, Mr. Silha said. 
“We think it pays to cross-promote, 
from one paper to another, and 
also to keep present readers sold 
by impressing them with the fact 
that there’s always something en- 
lightening, new and worth while 
coming up in your newspapers.” 


He listed other sales helps in) 
the formulation of a good feature 


promotion: advance editorial sup- 


port, radio spots and programs, TV | 


mentions, ads in special interest 
publications such as teachers’ mag- 
azines and veterans’ newspapers, 
plus such operational tools as truck 
signs, order blanks and fliers for 
carriers. 


a Monday morning, the circulation 
managers elected M. E. Fisher, of 
the Minneapolis Star and Tribune, 
as president of the association, 
succeeding Ray McLellan, of the 
Argus, Rock Island, Ill., who was 
elected chairman of the board. Ed- 
ward Keefe, Tribune and Leader 
Press, LaCrosse, Wis., was elected 
vice-president, and C. K. Jefferson, 
Des Moines Register and Tribune, 


was reelected secretary-treasurer. | 


RCA Pushes New TV Line 


Radio Corp. of America, Cam- 
den, N. J., has launched an inten- 
sive month-long newspaper cam- 
paign in 108 cities in 137 leading 
newspapers to promote its new 
television line. The campaign, con- 
sisting of full- and half-page ads, 
will feature a total of nine instru- 
ments in the current line. J. Wal- 
ter Thompson Co. is the agency. 


Names Emms, Rhodes, McCain 


Langley, Harris & Co., Toronto 
importer and manufacturers’ rep- 
resentative, has appointed Trevor 
Emms, Arthur B. Rhodes and K. 
E. McCain as an executive and 
management group for the purpose 
of formulating policies and direct- 
ing all phases of the company’s 
sales, merchandising and adver- 
tising program. 


READY-TO-STICK 


TAPES 
MARK’ ANDY, INC. 


153 W. Argonne Dr. St. Lowis 22, Mo. 


message up 
easily—heeps it up. Cloth, 
cellophane or paper tapes 
available in rolls or strips 
Assorted colors and sizes. 
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Display Advertisers... 
- Since THE EARLY Days of the modern 
lithographed display, whether for window, counter, floor or 
wall, we have delivered top-quality Point-of-Purchase 
material. By having on our staff the best creative talent and 
construction specialists, by engaging the talents of 
outstanding “name” artists for finished paintings, and 
faithfully reproducing their work, “ZIPPRODT” has become 
synonomous with intelligently conceived displays. 
Due to our complete staff and central location perhaps we 
can help you achieve better display results ... 


* By cooperating closely with you and your agency for 

the extra-quick crystallization of ideas, 
* By procuring top-quality art work and photography, 
® By combining construction ingenuity with fine reproduction, 
® By offering centrally-located facilities for combination packaging, 
® By use of a geographically perfect shipping point, 

But, most important... 

® By the intelligent planning of your display program! 


Visit Our Booth B-5, Basildon Room, Waldorf- 
Astoria * P-O0-P-A-I Symposium, April 3-4 


LITHOGRAPHED DISPLAYS 
6 N. MICHIGAN AVE.» CHICAGO 2 


POINT OF PURCHASE ADVERTISING SYMPOSIUM 


ADVERTISERS AND AGENCIES 


WRITE US FOR INFORMATION AND TICKETS 
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M-G-M Names MacCrystall 


appointed West Coast sales rep- 
resentative 


Mayer Radio 
William F. MacCrystall has been 
tinue as 


for Metro-Goldwyn- 


Attractions and 


WMGM, New York. He will con- 
general 
KMGM (FM) in Los Angeles. 


manager 


PROFESSIONALLY INSTALLED 
E 


DISPLAYS in M 


satisfaction to hundreds of national advertisers. 


Write today for full information on our service. 
DIS-PLAY-WELL, Inc. 
New York 3,N. Y. « 60€. 10th St. * 


It's DIS-PLAY-WELL service that counts! 


Our service reputation is backed by 3! years of guaranteed 


We con increase your share of this rich buying morket 
through our professional window display installation service. 


Gramercy 5-6610 


Advertising Assn. of the West Schedules 


San FRAncisco, March 21—The 
Advertising Assn. of the West will 
celebrate its second “Advertising 
Recognition Week” from March 
25 through 31, and has made plans 
to blanket the 11 western states 
with advertising and _ publicity 
material designed to promote ad- 
ver ising. 

The purpose of the week, which 
was instituted in January 1950 
(AA, Jan. 16, 50), is: 

1. To reach the business that 
adveriises and make it more aware 
of the force and value of adver- 
tising. 

2. To reach the consumer ahd 
instill in him a higher regard for 
advertising as it touches the lives 
of all of us. 

The association has prepared an 
advertising and publicity kit to 
assist its 46 member clubs in 
carrying out their individual 
phases of the promotion. 


°* Another ‘Advertising Recognition Week’ 


Some of the materials and tips 
contained in the kit are: 

Newspapers: Mats for suggested 
newspaper ads, which can be 
sponsored by advertisers, media 
or both. 

Radio and television: Outlines 
of 20-second and one-mirute spots, 
as well as the format for a five- 
minute show on each medium. 

Outdoor: The brochure suggests 
that “a simple outdoor design can 
be easily produced by woodblock 
or silk screen. Most practical use 
of outdoor may be in city bulletin 
paint. Foster & Kleiser, in many 
western markets, is already using 
unsold paint to promote advertis- 
ing. Independent plants in major 
centers also will cooperate.” 

Transit: Make-overs of outdoor 
designs can be used for car and 
bus cards and banners, the bro- 
chure points out. 

Magazines: Because of early 
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‘This Marking Guarantees Top 


And This Guarantees 
Top Quality 
in Papers.. 


cLAURIN-JONE 


a 


packaging and specialty 


papers offer a 


generations of painstaking 


skill that makes them 


~ 
Y; 
oe with 


All McLaurin-Jones printing, 


preferred the world over. 
That is why the name, 
MeL aurin-Jones is synonymous 


“top-quality” in papers. 


Quality in Leathers 


UNITED AiR LINES “MAINLINER” AT LA GUARDIA FIELD, N.Y 


P : label, box 
rare ingredient — 


Among the wide range of McLaurin- 
Jones papers, famed for their ex- 
cellence, are: Waretone, mirror- 
finish coated paper for printing, 


covering, cover and 


postcard work. Guaranteed Flat 
Gummed Papers for labels, seals 
and stickers. Old Tavern Gold and 
Silver Metallics for 
work and printed pieces. Relyon 
Reproduction Paper for the print- 
ing trade. A full line of Sealing 
Tapes, Stays, and Gummed Cam- 


labels, box 


brics for boxes, cartons, and 


containers. 


LET US HELP YOU WITH YOUR PROBLEMS ON SPECIAL COATINGS AND GUMMINGS — 
TECHNICAL, INDUSTRIAL, SPECIFICATION AND CHART PAPERS 


Advertising Age, March 26, 1.71 , q a 


| APPEAL—The consumer plays the lead in 


this display for Gerber’s rice cereal, de- 
signed and produced by Ainsley Litho- 
graphing Corp. 


closing dates, and because publi- 
cations are not local, all magazine 
advertising has been handled di- 
rectly by the association’s maga- 
zine committee. 

Here is a sample 20-second ra- 
dio spot: 

“Advertising has helped raise our 
standards of living. It lessens housework, 
saves housewives many hours a week 
It assures her of the finest products the 
market has to offer. And, advertising 
serves America in every emergency—sells 
bonds, recruits nurses, fights inflation, 
guarantees free radio.” 


@ Publicity materials in the kit 
include a complete schedule of 
stories for newspapers, a fact 
sheet from which additional mate- 
rial can be prepared, and suggested 
editorial material. 

Speech material in the kit is 
designed to furnish outlines for 
tive-minute talks that can be 
scheduled before social and serv- 
ice clubs, parent-teacher groups, 
over radio stations, on forum-type 
meetings, etc. 

An idea sheet “to stimulate 
thinking on the part of local 
chairmen and their committees” 
also has been enclosed with each 
kit. 

Governors of the 11 western 
states are proclaiming “Advertis- 
ing Recognition Week,” according 
to the association, and the U. S. 
Chamber of Commerce has done 
the same thing for the area. 


s Last year’s promotion generated 
an estimated $500,000 worth of 
advertising promoting advertising, 
according to Charles W. Collier, 
executive vice-president of the 
association. Service clubs through- 
out the area will schedule talks 
during the week this year, he said, 
as will schools, women’s clubs, 
etc. 

Ted Stromberger, vice-president 
of West-Marquis Inc., Los Angeles, 
is general chairman of this year’s 
“Advertising Recognition Week.” 


Starts Sealtest Spot Drive 

Matthews-Frechtling Co., Cin- 
cinnati, has launched a spot cam- 
paign on WKRC-AM, TV and FM 
Transit Radio, Cincinnati. The 
campaign, signed for 13 weeks, 
will promote Sealtest’s cottage 
cheese, in the green Libby-Owens 
glass container, and the half-gal- 
lon ice cream pack. Robert Acomb 
Inc. is the agency. 


WBEN-FM to Build New Tower 

WBEN-FM, Buffalo, on April 1 
will begin construction of a new 
radio tower. The tip of the steel 
tower will be 2,699’ above sea 
level. The station also will increase 
its power to 106 kilowatts. A new 
transmitter building will be 


erected adjacent to the tower, 
— will be located in Colden, 
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Above: Here's the way the Seagram's job was run on the lithographic sheet. 


| YOU, TOO, CAN 
| BENEFIT FROM 
| 


| PALMER’S “KNOW-HOW!” 


What we are doing for Seagram's we can do for you 
f provided you do not compete with our present clients. 

i We will work together with you or your advertising 
ye. agency. Preliminary ideas will be submitted without 
| obligation after we have thoroughly discussed the mer- 
chandising problems involved. Write or phone us now 
...0r visit Booths 13 and 14 at the POPAI two-day Exhibit. 


COME...SEE...LEARN ALL THAT'S NEW IN 


/E POINT OF PURCHASE ADVERTISING 
SS SYMPOSIUM Apri ach- TWO-DAY EXHIBIT, Apa ard « ach 


(NG 


ALMER ASSOCIATES 


PALMER DISPLAYS 


1920 - Thirty-one years of Creative Leadership-195] 


Below: Here's how the final Seagram's display was assembled. / 


51 East 42nd St., New York 17, N.Y.} 
Lithographic Advertising since 1920 
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DISPLAY 
PROBLEMS 
ARE 
NO PUZZLE 


TO PALMER! 


On this 50” x 68” sheet layout. 
Palmer makes every square i 

of space work for Seagram's. 
even to the extent of producing 
four easels direct from the b 
spaces. Beside the final 7- 
display pictured below. this 
sheet yields four extra drink 
cards and an additional lif 
head card. (Note that the | 
Bartender card has a secon 
interior use due to the large Sea- 


gram’s name plate at its ) 
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Blees Tells Crosley 
Dealers Not to Buy 
TooManyTVSets_ | 


CrncINNATI, March 20—Tele-| 
vision set manufacturers wound 
up 1950 with 2,500,000 sets in their | 
inventories, W. A. Blees, general | 
sales manager of Crosley division 
of Avco Mfg. Corp., told dealers COLORAMA—This is the first i ‘ ; H i ; i isi il’s “Reliaion i ; ; ; 
here last woek, and’ warned them| moting some breed poblic series cbietin, ummens cr Thongies Ge. © ety is oak Welton bee eee ee enh pen Ur oben 
not to buy over a 30-day supply. to decorate an entire wall in its new reception room in the agency’s New York office. Church in New Canaan Conn., as — sian — 

The Avco vice-president said ; ss 


there may be a shortage of sets Ryan & Christie to Watt 
next fall if there is a major war, 


of Ryan & Christie, Bryn Mawr,| K&E Promotes Montgomery 


Aad radio-television director. Werner 
W. H. Watt Advertising Agency, Pa., storage and warehouse. News- Garth Montgomery, of Kenyon Michel, who recently joined the ‘ 
| 


but even so there should be TV| Upper Darby, Pa., has been ap- papers, car cards, direct mail and & Eckhardt’s New York office, has 


goods to sell. At present, he said,| pointed to handle the advertising outdoor posters will be used. 


consumers have plenty of money | 
but have held back from buying | 
ever since the splurge at the start | 
of the Korean War. Only now, he} 
said, are they beginning to come! 
into the market again for TV sets. 


e Mr. Blees announced to the 
dealers that Crosley is starting the 
first of a series of strong regional 
campaigns for its TV sets. From 
March 15 to April 30 the Cincin- 
nati area campaign will include 
300 ads in newspapers in Cincin- 
nati, Kentucky, Hamilton and Mid- 
dletown, O., and suburban and 
county weeklies. One hundred ra- 
dio and 60 TV spot announcements | 
will be used in addition to other | 
broadcast fare, including Crosley’s | 
partion of “Show of Shows” on) 
NBC-TV Saturday nights. 


- 
ARE WINNING ON 
VERNMENT CRAP GAME’ 
Derrorr, March 20—William A. 
Bites, sales manager of the Crosley 
Dg Avco Mfg. Corp., told the 


roit Adcraft Club that his com- | 
pafy outdistances many competi- 
t by shrewd betting on the gov- 
erfment’s “economic crap game” 
ang by shock advertising. | 

r. Blees said that in 1948 most 
m@nufacturers were anticipating 
a and widespread un- 


employment, but “we couldn't see a 
depression. In fact, you can’t have 
a depression as long as the govern- 
m@nt continues its socialistic prac- 
tie@s and keeps the money in the 
hafids of government instead of the 
banks. 

“The government is running the 
biggest crap game in the world. If 
the Kefauver committee really} 
warts to see a crap game, let them 
go to Washington. If farmers are | 
losing money, the government sub- | 
sidizes. It says here’s some more 
money; now you can stay in the 
game. The same with labor. 


e “In 1948, our competitors were 
cutting prices and laying off men. 
We didn't cut prices. Instead, we 
started a big expansion program. 
We improved our product and gave 
away $2,000,000 just to get peo- 
ple to see our machine.” | 
These tactics, plus a tremendous 
“shock” advertising campaign, 
pushed Crosley sales from the 
bottom of the list to second place 
in 18 months, Mr. Blees asserted. 


‘Tello-Test’ Adds Four 

Walter Schwimmer Productions 
Inc., Chicago, has announced that 
four more Canadian radio sta- 
tions have signed for “Tello-Test,” 
syndicated quiz giveaway produced 
by Schwimmer. The four stations 
are: CKCK, Quebec City, Que.; 
CHLO, St. Thomas, Ont.; CKSO, 


agency, has been appointed asso- 


been appointed vice-president and | ciate radio-television director. e! | 


Sudbury, Ont., and CJRW, Sum- 
merside, P. E. I. | 


Coulthurst Joins Anson 

H. William Coulthurst, formerly | 
assistant advertising manager of | 
Speidel Corp., Providence, R. I., 
has joined Anson Inc., Providence, 
manufacturer of men’s jewelry, as 
administrative assistant to coordi- | 
nate advertising, sales and sales 
promotion. 


Clementon Appoints Goodwin 
Clementon Hosiery Mills, 
Clementon, N. J., has appointed 
Helen P. Goodwin Agency, Phila- 
delphia, to handle its advertising. 


| 


iol. 
“ EVEOMATIC Packaging: 
sparks Buying Action | 


a > 
np 


eg 


A: hundreds 
of thousands 

of buying spots 
EYE-O-MATIC sales 
appeal is climaxing the 
selling build-up with ACTION! 
From the perimeter of awakening 


—— 


product interest it stimulates and . : 
develops the NEEDS and WANTS | rT 
and BUYING SELECTION that open 
millions of purses daily — at countless Points 
of Purchase. 


BOOKLETS, FOLDERS, BROADSIDES, 
to arouse interest and create acceptance 
CALENDARS in home, office and store=— 
daily reminders 


COUNTER DISPLAYS — silent salesmen - 

LABELS, WRAPPERS, CARTONS? 
to identify, inform and invite the consumer to buy! 

The complete cycle! —and at every step a stimulant to 

BUYING ACTION, provided by advertising-packaging with 

EYE-O-MATIC Sales Appeal; produced by the nationwide 

U-S organization. Write for samples of EYE-O-MATIC 


advertising and packaging applicable to your business. 


THE UNITED STATES PRINTING 


OFFICES: CINCINNATI 12, ‘ —_ = : 
yon 2 ORR + Seles OMoas jp Piteipal Cite 


High-impact OUTDOOR POSTERS — 

CAR CARDS in cars and buses— 
en route to buying centers 

Traffic-stopping WINDOW DISPLAYS 
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Philco Sets Canadian Drive 

Philco Corp. of Canada Ltd., 
Toronto, this spring will promote 
Philco refrigerators in a list of 27 
dailies and a few weekly news- 
papers across Canada. The opening 
ad, featuring five models, is headed 
“Now You Can Own a Philco— 
most wanted of all refrigerators.” 
Hutchins Advertising Co. of Can- 
ada, Toronto, is the agency. 


Jones Names Gray & Rogers 

C. Walker Jones Co., Philadel- 
phia, has named Gray & Rogers, 
Philadelphia, to promote the sale 
of graphic arts rollers in New York 
and New England. The rollers 
are manufactured by the More- 
land Corp., Willow Grove, Pa., and 
distributed by the Jones company. 


Study of Ad Expenditures in British Media 
Shows Increasing Amount Put in Magazines 


Lonpon, March 19—Advertising 
expenditure figures in British 
media over the past 15 years in- 
dicate that an increasing propor- 
tion of money spent in the adver- 
tising of branded goods is going 
into magazines, according to an 
article published in the March 9 
World Press News. 

The report, based on expendi- 
tures covering the period from 
1935 to 1950, is founded on figures 
published annually by Statistical 
Review, which records expendi- 
tures in some 180 categories of 


products or advertisers. 

The article points out that the 
period covered embraces the war 
years, when the size of all classes 
of newspapers and magazines was 
closely controlled and limited. 


s “On the whole,” reports World 
Press. News, “newspapers have 
been more hardly hit by restric- 
tions in size than have the gener- 
al run of periodicals.” But the re- 
port feels that the figures “reveal 
a tendency on the part of adver- 
tisers to allocate, by choice, a 


greater proportion of their budgets 
to space in magazines.” 

Here are some of the figures: 
In 1935, magazines’ share of the 
total expenditure was 17.18%, 
some £3,328,000 out of a total of 
£19,345,000. (The English pound 
is currently worth about $2.80.) 
The share taken by all newspa- 
pers in 1935 was 78.02%. 

By 1938, magazines showed 
19.66% as against newspapers’ 
75.78%. In the ensuing years, mag- 
azines registered a steady growth, 
until by 1949 they claimed 34.59% 
of the total recorded expenditure, 
against 57.38% for newspapers, 
the article states. 

In 1935, with a total recorded 
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SIX MODERN PLANTS, sales 
offices in 24 principal cities; 
@ nationwide sales, service 
and production organization, 
serving the leaders in every 
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ties—to meet your require- 
ments for packaging and ad- 
vertising materials with 
EYE-O-MATIC Sales Appeal. 
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expenditure of £19,345,000, news- 
papers took £15,092,000 and mag- 
azines took £3,328,000. In 1949, 
aggregate expenditure had _ in- 
creased about 10% to £21,270,000. 
But the total for newspapers was 
smaller by 19%, at £12,203,000, 
and magazines’ total had risen by 
121% to £7,359,000. 


es The report avers that “the con- 
clusion cannot be avoided that 
magazines have increased in favor 
| with advertisers, even making al- 
| lowance for the fact that to budget 
adequately they are compelled to 
| allocate a large part of their ap- 
propriations to this media group. 

“To adduce any one reason for 
this increasing predilection,” it 
continues, “would be difficult... 
One factor which has a bearing is 
the growing use of color adver- 
tisements for products which lend 
themselves to more effective pres- 
entation by this means—and there 
have certainly been great advances 
in color reproduction in the past 
15 years. 

“Color advertisements at con- 
siderably higher rates than mono- 
chrome considerably increase the 
total revenue of magazines. Here 
we must perhaps acknowledge 
American influences. 

“Again, there are products for 
which magazines are a particular- 
ly appropriate medium, and on 
which vastly more is spent for 
advertising than was the cas@ in 
prewar days.” : 


Heyn Quits Maciadden Posh 


Ernest V. Heyn has resign as 
vice-president and editor in ef 
of Macfadden Publications, w 
York, effective April 24. He jo 
the company in 1934. 


Waldron Appoints Faulkne: 


Waldron Outdoor Advertiding 
Co., San Jose, Cal., has appoi 
Jack G. Faulkner as general es 
manager. 


WHY do they 


way down 


@ Sure knowledge of whot SELLS 

@ 19 yeors’ experience 

@ Modern plont—equipment 
for any job 

@ Economical short runs with silk screen 

© 24-sheet posters silk-screened, 
short or long runs 

© Silk-screening on any material 

@ Wide experience with advertising 
agencies 


@ Own ort deportment 
© Creation of P-O-P specicities 
@ All jobs priced right 
For more intormation call evr offices* in 
| DAlLAS—Pot Murphy, 2455 Nicholson Drive, 
Westbrook 3-550! 


ST. JOE, MICH. —Bob Kosischke, Box 285, 3.1745 
DETROIT —Fran Schever, 605 Porter, 

Woodwerd |-2967 
LANSING—Herlon Breen, 815 Downer, 92263 
CLEVELAND— Clyde Geraoty, Box 103, 

Evergreen |-28862 


ss SWIDERS’ 
| POSTER PROCESS COMPANY 


(9 Le Set © Mew Orleans 19, le. 


| *Representotion open ino few select morkets 
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Materials Tight, But Makers Sure 


They Can Fill Orders for Displays 


New York, March 20—Point of 
purchase people, by and large, 
tend to be optimistic about the 
adequacy of the current supply of 
materials needed for displays. 

A number anticipate future 
shortages, notably in plastics and 
metals, but this is offset by cheer- 
fulness over the availability of less 
strategic materials. 

Modification of Amendment I of 


National Production Authority 
Regulation 12 permits the use of 
copper in electrical mechanisms 


that move displays. As a result, 
some display spokesmen feel that 
heavy point of sale advertising 
will be done by brand name man- 
ufacturers who are anxious to 
preserve their marketing position 
and at the same time “prove” 
their use of such displays. 


@ Recent news reports out of 
Washington indicated the NPA 
saw less need for the regulation of 
copper, steel and aluminum than 
had previously been anticipated. It 
was believed that plans for regu- 


lating all supplies of the three 
metals would be eased so that 
enly 40% to 50% of the metals 


w@uld come under strict govern- 


mé@ni allocation. The Controlled 
terials Plan goes into effect 
July | 


Some point of purchase sources 

using non-metallic displays for 
t most part told AA they have 
iictenesa no shortages so far. 
They conceded that prices were 
tightening, but said the only pro- 
nownced change to date was that) 
oe of display materials are} 
t ding upward. 
@ Bristol-Myers, a heavy user of | 
cafdiboard displays, feels “the out- 
logk is pretty good” so far as the 
supply of board is concerned 
Hawever, said Frederick Bristol, 
2 promotion manager, “prices 
a up, and envelopes and liners 
aré somewhat harder to get than} 
pr@viously.” 

Mr. Bristol felt there would be 
some shortages in plastics, which 
would cut down the number of | 
displays used by advertisers. He 
als@ believed that the semi-per- 
ma@Ment type display would be 
harder to produce in the future. 

One big food company said that | 
while the materials situation was 
getting tight, there have been no 
actual shortages. “The situation,” a 
spokesman said, “has caused us 
only to allow more time to procure | 
the materials we need. We ar 
planning further ahead than usu- 
al—about four to six months fur- 
ther ahead. Our only problem, 
then, is the matter of timing.” 


e The head of one point of sale 
advertising company said _ that 
“there are no particular shortages 
at all,” excluding plastics and met- 
als. 

He added that “the outlook is 
much brighter than we had fig- 
ured it would be. Some supplies 
may be harder to get, here and 
there, but generally the picture 
looks good. I would say that the in- 
dustry is wide open to any kind of 
order and it’s largely business-as- 
usual for all of us.” 

An executive of Consolidated 
Lithographing Corp., Brooklyn, 
gave AA the following estimate of 
the situation: 


@ Mount board—Deliveries lag- 
ging, but not seriously enough to 
interfere with reasonable customer 
delivery requirements. If govern- 
ment requirements increase, there 
will be a drastic curtailment of the 
quantity of mount board available 
for advertising purposes. 

“If our tonnage of mount board 
is stringently curtailed, displays 


| more 


may be made using, say, a 55 pt. 
stock, instead of 75 pt., with ad- 
ditional back bracing to compen- 
sate for the lighter stock. This was 
done before, with reasonably good 
results.” 

Plastic film—A major shortage 
here right now. 

Molded plastic—No serious 
shortage. Should one develop, the 
gap might temporarily be filled by 
remolding plastics previously used 
in some other form. 

Aluminum foil and foil papers— 
Apparently out as far ahead as can 
be seen. Chemists are at work to 


‘== Amant plastic tape 


FOR RETAILERS—Here are three of Hunter Douglas’ selling aids 


center, and ao demonstration kit, with dyes and brushes. Doyle 


create a substitute which will get for retailers, an animated window display, a three-piece selling Dane Bernbach is the agency. 


Venetian Blind Parts Maker Finds 
Displays Have Vital Selling Role 


the effect of foil. 


se “After a premature announce- 
ment that the use of flashers and 
motion units on point of sale dis- 
plays would have to be drastically 
curtailed,” said the 
executive, “this statement was re- 
versed. For the time being, flash- 
ers and component parts, motors 
and so on, are obtainable, since a 
very, very limited quantity of pos- 
sibly strategic materials goes into 
these parts.” 

Lawson & Lawson 
advertising, said display, “like all 
other industries, is going to under- 
go alteration under the impact of 
the national emergency—but there 
is not going to be any turnabout 
or disintegration.” 

This company expects losses in 
display volume resulting from cur- 
tailments ordered by advertisers 
who find themselves with little or 
no goods to sell. These, it believes, 


will rely on other media to keep | 


their names before the public. 


es On the other hand, retailers 
faced with shortages of experi- 
enced sales people, “will demand 
displays capable of taking over 
more and more of the selling job.” 
Manufacturers in the same boat 
“must offer more and more at- 
tractive dealer aids to compensate 


| for their loss of selling power.” 


Lawson & Lawson also expects 
shortages and rising costs to have 
the following influences: 

1. Designs will be scrutinized 
more carefully in all materials to 
eliminate waste. 

2. Some advertisers will want 
expensive and permanent 
units since these will increase in 
value even while they are being 
used as costs continue up. The dif- 


| ficulty of obtaining future replace- 


ments will also help make sturdier 
units more desirable. 

3. The main feature in the dis- 
play manufacturing program will 


Consolidated 


int of sale | 


| be the search for substitutes. 


| e The company presented the fol- 


lowing estimate of the materials 
| situation: 

Lucite and  Plexiglass—A\llo- 
cated and scarce. Practically no 
' substitutes. 

Vinylite and acetate—Slightly 
| available in sheet form; poor de- 
| livery. Substitutes: Royalite or 
|low-pressure lamination when 
transparency is not required. 

Polystyrene—In great demand; 
| prices higher than list, if available 
|}at all. No substitute in normal 
| price range. 

Royalite—Available in 30 days 
to recognized molders. Light colors 
harder to get than darker ones. 

Copper and aluminum—Out of 
| question now. 

Stainless and sheet steel—Form- 
er is difficult and high in price; 
some sheet still available. Substi- 
tutes: Royalite and low-pressure 
| laminations or heavy cardboard. 

Lumber—Heavy stock almost 
unobtainable in large quantities; 
veneers generally not obtainable. 
Plywood slow in delivery and may 
be unsatisfactorily dried. Masonite, 
beaver board and Tekwood dif- 
ficult. 

Most promising substitutes: 
Royalite and low-pressure lamina- 
tions. Former is lightweight, dur- 
able, and can replace many wood 
and metal constructions. Lamina- 
tions consist in impregnating bur- 
lap canvas, fiber glass and other 
materials with a resin. 

“Most large producers have laid 
in adequate stock for present con- 
sumption,” the company said. “De- 
liveries, though slow, plus alloca- 
tions of raw materials should pro- 
vide for continued display pro- 
duction for a long while, although 
ingenuity in providing alternate 
materials will be required in many 
cases.” 


{hy Ses on id 


ANOTHER MOBILE—The use of mobile displays, begun recently by Norge division 


of Borg-Warner Corp. and Menge! Co., 


seems to be increasing. This moving dis- 


play for Sealtest, produced by Berger-Amour Studios, Chicago, for Hydrox Corp., is 
now in production for use in the Chicago area. 


New York, March 21—Hunter 
Douglas Corp. is a producer of 
aluminum venetian blind stock. It 
does not make the blinds them- 
selves, just the slats and tapes. 
Various blind manufacturers turn 
out Flexalum (HD's trademarked 
name) blinds to be sold to con- 
sumers. 

Yet Hunter Douglas is a big user 
of point of purchase. Here’s how it 
works: 

Last year HD used a wide vari- 
ety of promotion and point of sale 


materials, charging its manufac- | 


turer customers for them. In most 
cases, HD’s prices are somewhat 
below cost; the manufacturers of 
venetian blinds, in turn, sell the 


displays to the dealers. In some, 


cases, the manufacturers prefer 
to bear the display cost them- 
selves, and supply the dealers at 
no cost to the dealer. 


e Last year the Flexalum blind 
had an added attraction: Hunter 
Douglas introduced Flexalum 
plastic tape—which has the ad- 
vantages of being washable, 
shrinkproof, impervious to rot, 
mildew and sunlight. 

National advertising appeared 
in seven magazines, three home 
furnishing business pavers; direct 
mail went to dealers emphasizing 
separate business paper campaigns 
aimed at schools, hospitals, hotels, 
architects and decorators. 

Hunter Douglas also offered TV 
commercials on film, newspaper 
mats, radio spots, slat and tape 
sample folders, and the following 
point of purchase material: 


e National ad displays—a plastic- 
covered advertisement hanging 
like a scroll from a silver-colored 
tube on a stand, for windows or 
counters. 

Window and wall banners—pro- 
viding dressing for interiors and 
windows, in vertical or horizontal 
form. 


Lettered slats—which show the| 


colors the blinds come in, along 


with a brief selling message. The} 


display cost $3.50 a set, but re- 
tailers were warned that the price 
covered only slats and tape, that 
the manufacturer would have to 
make them up in a display blind 
29” long. 

Window display—Hunter Doug- 
las offered an animated window 


display, showing a little girl wip-| 


ing a venetian blind, priced at 
$4.50, exclusive of the blind. 

Selling center—this was a 
three-piece display, for interiors, 
using a free form table, a card 
stand, a blind and a pallette-like 
sign. 


e In addition, the company pro-| 


vided a large itinerant display, 
100 of which were on loan 
throughout the year. The unit 
combined two side displays of 


blinds and tapes, with a large 
wood-and-lucite center display, 
which made use of colored trans- 
parencies to show the application 
of venetian blinds. 

Last year, 1,000 units of the 
small motion display were sold. 
Some 2,000 selling centers were 
sold last fall. And the company 
provided a “proof-by-demonstra- 
tion kit,” a small kit of stains 
(iodine, etc.) which the retailer 
daubed on the tapes and blinds, 
and wiped off. Some 20,000 of 
these were sold, at $1.50 each. 

This program was the joint 
work of T. B. Kalbfus, advertising 
and sales promotion manager of 
Hunter Douglas, and his agency, 
Doyle Dane Bernbach. Officially, 
the company could say only that 
“sales rose markedly.” But in the 
preceding year, Flexalum was able 
to increase production seven-fold 
and still report that demand was 
unfulfilled. 


s And the program itself got top- 
notch retail support. 

Checking newspaper clippings 
showed that Flexalum received 
more than 20,000 retail advertise- 
ments, at no cost to the company. 
The TV spots were used in 15 
cities, and the promotion tools re- 
“eived wide dealer acceptance. 

A. J. Gilmore, manager of the 
wholesale drapery division of 
Barker Bros., Los Angeles, said: 
“Our sales of venetian blinds have 
increased greatly since the origin- 
al promotion we conducted on 
Flexalum slats and tape...We 
never attempt a sale of venetian 
blinds without using the selling 
tools with which you have equip- 
ved us.” After mentioning the con- 
sumer selling book, the selling 
center and the demonstration kit, 
he concluded. “The highly sale- 
able features of Flexalum slats 
and tape have given us an oppor- 
tunity to actually sell venetian 
blinds and not just hope we were 
the lowest bidder.” 


Traffic Service Buys Academy 


The Academy of Advance Traf- 
fic, New York, has been acquired 
by Traffic Service Corp... pub- 
lisher of Traffic World. Traffic 
Bulletin and other publications. 
E. F. Hamm, president of the pub- 
lishing company, has been elected 
president of the academy and will 
integrate the operation of the 
traffic schools operated bv the 
publishing house in New York, 
Philadelphia, Detroit and Chicago 


Two Appoint Goldberger 
Gem-O-Graph Corp. of Ameri- 
ca and the Rodana Watch Co., 
New York and Switzerland. have 
appointed Maurice M. Goldberger 
of Gramercy Advertising, New 
York, as advertising and sales pro- 
motion counsel. Mr. Goldberger 
opened his own office four months 
ago after 17 years with the Bulova 
Watch Co. 
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at the Waldorf 


5th ANNUAL 


POINT OF PURCHASE 


ADVERTISING SYMPOSIUM 


TWO-.- ‘DAY EXHIBIT, April 3rd & 4th 
WALDORF-ASTORIA H HOTEL, NEW YORK CITY 


iT WaT | Hill 


SYMPOSIUM:LUNCHEON, GRAND BALLROOM, April 4th 


Here’s your 1951 2 ame to save valuable time and see in one great ‘ 
“al exhibit the best and newest the nation has to offer in all types of Window 
a f Displays, Store Displays, Counter and Floor Dispensers, and Illuminated, 
HH _ Motion and Sound Displays. 


| Annual Symposium-Luncheon in the Waldorf-Astoria’s Grand Ballroom 
TEM will feature one of the nation’s finest speakers. Luncheon at noon. Valuable 
door prizes at close of program. All finished at 2:30 P.M. mn 


Peuaniae Exhibit is open from 10 A.M. to7 P.M. April 3rd...10 A.M. to 8 P.M. April | 
Te 4th. Come ...see... learn all that’s new. Write for free Exhibit tickets to 
| a ' Point-of-Purchase Advertising Institute, Inc., 16 East 43rd St., New York. 
; SURE 


j 
TRPLELTE : " 
hr i 


You will see America’s best Displays...all mounted and finished by 


ARVEY CORPORATION CONSOLIDATED M&F CO. THE DYMENT COMPANY NATIONAL ADHESIVES ROYAL MOUNTERS, INC. 


3462 N. Kimball Ave., Chicago, Ill. 516 West 34th Street 1163 East 40th Street 270 Madison Avenue 505 St. Marks Avenue 


100 E. 42nd St., N. Y., N. Y. New York, N. Y. Cleveland, Ohio New York, N. Y. Brooklyn, N. Y. 
ATLANTIC CONTAINER CORP. JOHN W. CRAWFORD CO. I. FENSTER & SONS, INC. NATIONAL CARD MTG. CO. SCHAEFER-ROSS CO., INC. 
40-08 30th Place 160 Varick Street 75 Front Street 76 Ninth Avenue Webster, New York 
Long Island City, N.Y. New York, N. Y. Brooklyn, N. Y. New York, N. Y. UNITED MTG. & DIE CUTTING 
BADGER CARTON COMPANY CROWN PAPER BOARD CO.,inc. THE WILLIAM A. HOWE CO. PERFECT FINISHING COMPANY 429 East 75th S 
225 West Capitol Drive | Delaware Ave. & Tasker St. 1615 East 31st Street 200 Varick Street Stew tt “ N Y 
Milwaukee, Wisconsin Philadelphia, Pa. Cleveland, Ohio New York, N. Y. _ a 
BADGER CUTOUTS, INC.  DAVING PAPER PRODS. CO. MANDELL MFG. CO. PIONEER MFG. & FINISHING CO. WESTCOTT PAPER PRODUCTS 
52-65 74th Street 540 Osborne Street 352 West Ohio Street 233 Spring Street 450 Amsterdam Street 
Maspeth, N. Y. Brooklyn, N. Y. Chicago, Illinois New York, N. Y. Detroit, Michigan 
CHICAGO CARDBOARD CO. DISPLAY FINISHING CO. MOUNTING & FINISHING CO. RAPID MFG. & FINISHING CO. YORK DISPLAY FINISHING CO. 
656 West Washington Blvd. 21-26 44th Road 86 34th Street 310 West Polk Street 240 Kent Avenue 
Chicago, III. Long Island City, N.Y. Brooklyn, N. Y. Chicago, Illinois Brooklyn, N. Y. 


Members of Point-of-Purchase Advertising Institute, Inc. 
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Chapin, Collins Named 
Ad Council Directors 


Howard M. Chapin, marketing 
manager of the Birds-Eye divi- 
sion of General Foods, and Ken- 
neth Collins, vice-president and 
merchandising coordinator of sev- 
eral Burlington Mills sales divi- 
sions, have been elected directors 
of the Advertising Council. Both 
represent advertisers on the coun- 


Reet LIGHT 


sale cA RDS... 


cil board. 

Two other directors, formerly in 
the advertisers group, have been 
elected directors-at-large. They 
are Samuel C. Gale, vice-president 
and director of advertising, Gen- 
eral Mills; and Lee H. Bristol, 
president of Bristol-Myers Co. 


Weeklies Schedule Meeting 
The fourth national annual 
spring conference of Greater 
Weeklies Associates will be held in 
New York, April 19-21, at the Ho- 
tel Commodore. Among the guest 
speakers who will talk to the 
group, which includes more than 
250 weekly newspaper publishers, 
are J. S. Ellis, president, Kudner 
Agency; Carl Byoir, chairman of 
the board, Car! Byoir & Associates; 


print it Fast with Photo Gelatin 
. NO-SCREEN PRINTING FOR A “HUNDRED” PURPOSES 


41C AG S. DEARBORN ST 
OS ANGELES 6769 LEXINGTON AVE 


‘THE STORE THAT NEVER CLOSES’—That’s what Hotpoint Inc. 
calls its home freezer in the giant display on the left. The 
igloo motif and the moving penguins, each carrying a sign to 
point up the variety of foods that can be kept in a freezer, do 
@ good job of highlighting a difficult-to-dramatize item, Hot- 


“freedom” 


Felix Bruner, department of pub- 


during a recent 


point feels. The point of sale pieces on the a wete used 
“Freedom Fair” pr The 
referred to was release from re Ae tasks, made 
possible by new appliances. Balloons, candy, and bags of pop- 


1, 


corn also were used to help the p 


lic relations, General Motors Corp, 40tpoint Plugs Electric Kitchens, Automatic 


and Neele Stearns, president, In- 
land Steel Products Corp. 


CM ee ee 


IF Your 


OINT-OF-PURCHASE Advertising 
nstallation Problem is the 


Tail that Wags the Dog, 


It Needn’t Be a Headache! 


Installation—in the right outlets, advantageously placed 
nd at the right time—has long been the tail that wags 
the dog in making Point-Of-Purchase advertising effective. 
With labor shortages becoming more acute, the problem 
of installation may develop headaches even in organiza- 
tions where the epecution is running smoothly. But this 
need not happen! 

DONNELLEY'S MERCHANDISING DIVISION will supply 
you with specialized manpower—a regularly maintained 
staff of supervisors as well as trained personnel—all of 
it or any part, any place or any time for: 


] INSTALLATIONS OF POINT-OF-PURCHASE DIS- 
PLAYS of every type, advantageously placed in out- 
lets as specified by you. No job is too small, nor is 
any too large. We install displays from coast-to-coast 
which may be timed to be in location with the break- 
ing of an announcement. 


2 SALES DETAILING. Donnelley specialty salesmen are 
well experienced in selling food, drug, hardware, and 
specialty products to the independent retail trade from 
car stock for cash or jobber billing and delivery. They 
thoroughly merchandise your advertising program 
with the dealer and put up Point-Of-Purchase display 
material at time of contact. This sometimes is the 
means of obtaining distribution when orthodox methods 
have failed. This service is available on a campaign 
basis or as a supplemental selling organization. 


3 OTHER DONNELLEY MERCHANDISING SERVICES: 
Establish consumer and dealer acceptance of your 
product through MANUAL house-to-house SAMPLING 
or COUPONING. This method coordinates the distri- 
bution with preselling so dealers are adequately 
stocked. RESEARCH AND SURVEYS to gather facts 
in homes, offices, factories, or streets. Dealer contacts 
to determine distribution and product acceptance. 
MANUAL DELIVERY OF ADDRESSED MATERIAL. 

The advertiser who handles some of these operations 

with his own organization may engage any part of our 

service, in any territory, and coordinate it with his own. 

Or, he may turn over the entire job . 

to us. Each job is tailored to your 

requirements and your costs stop 

when job is finished. 

We will be glad to 

consult with you on 

your problems. Call 


Specialized 


or write your nearest Manpower 

Donnelley office for 

listed below. Every 
Merchandising 


Need 


" ‘Werchandising Division 


“305 E. ‘eam ST. 


te) ARLINGTON ST. 
BOSTON 16, MASS. 


PHILADELPHIA 8, PA. | 


Laundries in All Point of Sale Material 


Cuicaco, March 22—Point of 
sale materials will play an impor- 
tant part in the over-all merchan- 
dising program that Hotpoint Inc. 
is scheduling for 1951, William E. 
Macke, merchandising manager, 
told ApvertTisinc Ace. Basic ma- 
terials are available for all prod- 
ucts, as well as for special cam- 
paigns and promotions. 

Fundamentally, these materials 
are designed to add impact to na- 
tional advertising where customers 
have an opportunity to see the ap- 
pliances they have read about in 
national magazines, Mr. Macke 
said. 

Basic materials that are avail- 
able on all products for the deal- 
ers’ day to day selling include 
specification sheets, full-line fold- 
ers, displays, and demonstration 
devices. All point of sale materials 
emphasize _ all-electric kitchens 
and automatic home laundries. 


s Hotpoint believes that a well- 
rounded point of sale program 
should be supplemented by good 
store identification through use of 
such items as: (1) exterior signs; 
(2) telephone book listings; (3) 
local advertising in newspapers 
and with radio and TV commer- 
cials; (4) direct mail; (5) bill- 
boards and (6) movie trailers. 

In addition, Hotpoint feels that 
a dealer should display reprints 
and blowups of national and local 
advertising. Action displays and 
demonstrations also should be kept 
in good working condition, and 
should be featured prominently at 
all times, Hotpoint stresses. 

This year the company has de- 
veloped a complete package of 
promotion materials designed to 
give the retailer everything he 
needs at the point of sale to mer- 
chandise all-electric kitchens and 
automatic home laundries. 


e For example, the refrigerator 
package contains 100 each of two 
combination envelope stuffers and 
self-mailers, 25 each of seven spe- 
cification sheets, and 100 full-line 
folders that can be mailed or used 
as handouts in the store. Basic ma- 
terials are easier to order in pack- 
age form and they cost the dealer 
less, Hotpoint points out. 

The materials are sold to dealers 
through distributors on a non-prof- 
it basis, at about one-half the cost 
of production. Distributors some- 
times absorb the entire cost of the 
materials when the dealer places 
an order for appliances. 

It is difficult to measure ef- 
fectively the use to which dealers 
put these materials, but the com- 
pany runs regular checks through 
distributors and district sales of- 
ficials. Records of materials sold 
by distributors are tallied with the 
number of dealers in the dis- 
tributorship, and also with sales 
performance in the area. 
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Biggest Value You Can Buy | 


in a Folding Carto 


Bey 


© Yes, the biggest value you can buy in a folding carton is 
there before the carton is made. It’s the basic thought . . . the 
Selling idea . . . the one raw material that has value beyond 
price. For the idea is the thing that makes the whole carton 
come alive . .. stand out on the shelf or counter . . . reach for 
the customer's eye . . . fix the name of your product in her 


memory and buying habit. 


Selling ideas don't come easily, They're the product of 
knew-how, experience, talent, hard work. For more tha: 
heh a century, United Board & Carton has demonstrated its 
ability to create sound Selling ideas for many nationally- 


and the job to be done! tt will cost you nothing to find out. 
Let's talk over your problem. 
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The service, comprising a group 
of 53 trained merchandising men 
who personally cover markets all 
over the country, makes sure that 
a client’s point of purchase ma- 
terial is not lost in the shuffle at 
the retail outlet. 


Field Service 
Gets Display 
Material Used 


New Organization 
Helps Avoid Waste 
on Tie-Up Material 


Mounting 


in the 


Modern Manner 


30 years of mounting 
experience backed up 
by modern creative 
sf ability. WE HAVE IT! 


= | . Jr reedman Cul- Outs 


es “There is no question but that 
methodical, organized selling at 
the point of purchase will boost 
sales volumes to appreciable 
heights,” said Mr. Maxwell. 

He cited a New York department 
store which ran a test showing 

New York, March 21—One rea- that sales in various departments 
son for the formation in January slumped from 13% to 80% when 
of National Merchandising Service displays were removed—even 
(AA, Jan. 8) was to supply manu- though consumer advertising was 
facturers and others with a tool continued. A St. Louis department 
whereby they could boom sales via store increased its sales of men’s 
closer control over point of pur- shirts 57% by means of planned 
chase materials window displays. In San Francisco, 

“The point of sale aspect of ad- a store which presented its mer- 


at ie 
} RES vertising is all too often neglected,” chandise poorly was able to jump 
an Sy 1 17 WwW. 17th St., N. v. 11 said Bernard W. Maxwell, director sales from 27% to 73% with the 
5) R of the service, a division of the introduction of attractive, properly 
Telephone WAtkins 9-0177 : : Franklin & Gladney Advertising placed display material. 
. : Agency “Our service,” Mr. Maxwell said, 


A POP display that speaks for itself 


Pere ee2eeeeee22 


= 


— I 
og i IT BECKONS, COMPELS, MAKES SALES! 
i This attractive display, a model of flexible design, was created 
= ° P . 
I and produced by Ketterlinus. Look for it among the Ketterlinus 
‘ ; exhibits at POPAI’s Annual Symposium on April 3 and 4 at 
7 . . . . 
5 1 the Waldorf-Astoria, New York. It is typical of the quality work 
1 done by Ketterlinus for such honored clients as these: 
1 Allis Chaimers Mfg. Co Industrial Tape Corp Purolator Products, inc. 
American Airlines, Inc Inhiston RCA 
1 American Tobacco Co TLE. Circuit Breaker Co. Rohm & Hoos 
Armour & Co imra Depilatory Reynolds Metal Co 
1 Baltimore & Ohio RR. Co Insurance Company C. F. Rumpp & Sons Co. 
1 Berkshire Hosiery Co of North America Salado Tec 
7 Black & Decker Mfg. Co Julius Kayser Co Adam Scheidt Brewing Co. 
‘4 i] Breyers Ice Cream Co Johnson & Johnson Jacob Ruppert, Brewers 
q Bromo Seltzer W. K. Kellogg Co. Schmidt Brewing Co 
€ ] Campbell's Sox Lehigh Portland Cement Co Schrafft's— Confectioners 
Ciba Pharmaceutical Lever Bros Scott Paper Co 
3 1 Products, Inc Thos. J. Lipton, Inc. Sharp & Dohme, inc 
- 1 Clicquot Club Co Montco Coffee Sherwin-Williams Co 
Colgate Co John Morrell & Co Smith, Kline & French 
: I Corby's Whiskey Mutual Benefit Life Ins. Co. Soilax 
z E. |. DuPont DeNemours & Co National Lead Co. Southern Biscuit Co. 
3 ! Esso-Standard Oi! Co Neidick's Beverages Standard Brands 
f Eastman Kodak Co Nehi Corp State Mutua 
! Esterbrook Pens New York Life Ins. Co Life Assurance Co. 
1 Exide Batteries Pan American Airways Sun Oil Co 
Franks Beverages Or. Peppe Sutra Sun Tan Lotion 
I General Electric Co Philip Morris Talon— Zipper 
Gillette Procter & Gamble Texcel Tape Mfg. Co 
| Gooderham & Worts itd Provident Mut. Life Ins. Co. Tung-Sol Lamp Works Inc 
1 General Motors Corp. Pennsylvania Railroad U. S. Rubber Co 
5 BF. Goodrich Co Prudential ins. Co. of America West Va. Pulp & Paper Co, 
£ ! John Hancock Life Ins. Co Publicker Industries Hiram Walker, Inc 
Richard Hudnut Pure Oil Co Yardley of London, inc 
y . 
~ * 
; Leaders in Lithography 
‘ for more than a century 
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“enables a manufacturer to get the 
last possible ounce of work out of 
point of sale displays. We guaran- 
tee that every dollar spent on these 
promotions is well spent 


e “A recent study,” he continued, 
“indicated that 70% of the mer- 
chandising aids mailed to food, ap- 
pliance, hardware, furniture, drug 
and department stores goes into 
the trash can. As for the remaining 
30% —who knows whether these 
materials are properly exploited? 

“Our service sees to it that a 
manufacturer's material is used and 
used well. Our men _ personally 
place the displays, and do not leave 
this chore entirely to the discretion 
of the department manager. Any- 
thing that a retailer won't accept is 
sent back to New York where we 
arrange for its use somewhere 
else.” 

Here's an outline of a promotion 
in which National Merchandising 
Service is acting on behalf of a 
national magazine: 


e Service representatives are vis- 
iting department stores in various 
cities. offering a coordinated fash- 
ion promotion during a_ desig- 
nated week on an exclusive basis 
in that particular city. 

The stores are told they'll have 
the support of 14 merchandise 
manufacturers, who turn out ev- 
erything from slips to shoes. They 
are also informed that they will 
get free listing in the magazine's 
promotion issue 

Service field men also offer free 
display material, including props 
for windows and streamers. In ad- 
dition, the field men pledge to un- 
dertake all away-from-the-store 
work necessary for publicity tie-ins 
and similar promotions 

The point of sale promotion also 
sees each department in a store 
promised eight to ten sales aids 
like counter cards, dress rack cards, 
and hang tags for each piece of 
merchandise 

Also promised are elevator car 
cards, devices Which Mr. Maxwell 
said “are frequently responsible 
for as much as 10% of additional 


sales.” 


@ Backbone of the Maxwell organ- 
ization, of course, is the group of 
53 field men it employs. In addi- 
tion to merchandising, the service 
also offers promotion and public 
relations work. The service is 
available to manufacturers, dis- 
tributors, publications, trade or- 
ganizations and others on a per- 
market basis. A client may hire 
National Merchandising Service on 
an exclusive basis, or he may—if 
he prefers a package deal—also 
hire Franklin & Gladney as his ad- 
vertising agency 


Dailies Get New Standard 
Advertising Invoice Form 

A standard invoice form recom- 
mended for use by daily news- 
papers in billing national adver- 
tisers has been approved by the 
Institute of Newspaper Control- 
lers & Finance Officers, New York 
The form is designed to end in- 
convenience and confusion caused 
by the multiplicity of invoice 
forms now in use 

The form (8's x 11") was crea- 
ted by a special committee headed 
by Charles J. O'Mara Jr. of the 
Chicago Sun-Times. It resulted 
from an analysis of invoices and 
other information supplied by 218 
papers belonging to the institute, 
and on data furnished by 26 lead- 
ing agencies. Cooperating with the 
institute in the project were the 
American Newspaper Publishers 
Assn. and the American Assn. of 
Advertising Agencies 


KMBC-KFRM Appoint Two 
John S. McDermott, promo- 
tion director for the past three 
years of KMBC and KFRM, Kan- 
sas City, Mo. has been named 
local sales representative for the 
stations. Mr. McDermott has been 
succeeded by Harold Storm, for- 
merly director of publicity for 
KFAB, Omaha. ‘ 
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PLAIN AND FANCY—In 1941, Miles Laboratories used the relo- 
tively simple window display at the left in drug store windows. 
The basic material consisted of five cords, each of which boosted 
an Alka-Seltzer radio show. In contrast, the company this month 
is introducing the somewhat more elaborate window at the 


. 


right. 


| material 


Miles has found thot its human interest illustrations show- 
ing children at play have more eye appeal. Moreover, the 


by +; 


vitamins—reflects 


the greater 
tailers of displays which feature more than one product. 


g Tabcin, Bactine and One-A-Doy 
acceptability among drug re- 


Rheem Turns Steel 
Drums Into Valued 
Display Mechanism 


New York, March 20—A new 
packaging and point of purchase 
development is color lithography 
of 55-gallon steel drums—10- 
month-old innovation pioneered 
by the Rheem Mfg. Co. of New 
York and San Francisco. 

Drums produced by the Rheem- 
cote process, as it’s known, can 
carry out faithfully the package 
design of entire product lines. 

The process makes it possible, 
for example, for filling stations to 
eliminate unlabeled “oil drums” 
which contain grease, gasoline, 
oil, anti-freeze or other bulk 
products. 


s Besides identifying the products 
they contain, Rheemcote drums 
can help service stations “sell up” 
bulk products by giving them fam- 
ily identity and the advantages of 
good - looking packaging which 
one-quart, one-gallon and other 
small containers now enioy. 

Dressing up the big 55-gallon 
drums, Rheem insists, gets these 
containers out of the ugly-duck- 
ling class and thus enables them 
to come out from behind the lubri- 
cation department and meet the 
customer. 

For a new anti-freeze producer, 
Rheem produced a  55-gallon 
drum with lithographed sides 
showing radiator capacity charts, 
a step which the company said 
makes it possible to reduce the 
number of “undecorative” wall 
charts found in service stations. 

Other drums in gas stations are 
lithographed so they show brand 
and trademark regardless of the 
drum’s position—whether upright 
for pumping, horizontal for grav- 
ity draining, facing end-out, or 
with a side facing the viewer. 

Other ways of capitalizing on 
the point of purchase values of 
Rheemcote drums are still being 
reported, since the development is 
less than a year old. 

The Rheem agency is 
Cone & Belding. 


Brown Co. Boosts Nourse 

Newton L. Nourse, formerly 
manager of the pulp sales division 
of Brown & Co., New York, has 
been appointed to the newly cre- 
ated position of general sales man- 
ager. He will be succeeded in his 
former position by John J. McDon- 
ald. Downing P. Brown remains 
vice-president in charge of sales. 
In his new position, Mr. Nourse 
will supervise the pulp, paper, 
towels, shoe innersoles, fiber pipe, 
conduit and chemical sales divi- 
sions. He joined the company in 
1920. 


Foote, 


Johansen Elected President 
At a special meeting of the 
board of directors of Advertis- 
ing Distributors of America Inc., 
George P. Johansen was elected 
president; William Greenfield was 
named serretary-treasurer, and 
Col. C. R. Baines was reelected 
chairman of the board. All have 
been associated with the New 
York headquarters office since 
1933. 


6th Army Signs Sports Show 


The Sixth Army is sponsoring 
“Dink Templeton’s Sports Page” 
on the full Don Lee network of 
45 stations, Sundays, 10: 15-10:30 
a.m. West-Marquis Inc., Los An- 
geles, is the agency. 


Mendex Appoints Harris 

Ralph Harris Advertising Agen- 
cy, New York, has been appointed 
by Mendex Corp., Cleveland, to 
handle advertising for its suede- 
finished plastic iron-on mono- 
grams. 


Nixon to Park & Tilford 

Leonard Tyson Nixon, former- 
ly with Personnel Institute, has 
been appointed to the newly cre- 
ated position of director of sales 
personnel for Park & Tilford Dis- 
tillers Corp., New York. 


Named Hilton & Riggio V. P. 

A. Harris Horton, formerly with 
Lennen & Mitchell and Abbott 
Kimball Co., has been appointed 
vice-president of Hilton & Riggio, 
New York. 


Admiral to Air Bouts 

Admiral Corp., Chicago, through 
Erwin, Wasey & Co., will sponsor 
the International Golden Gloves 
boxing bouts over radio (Mutual) 
and video (DuMont) on March 29. 
The event originates from Chi- 
cago. 


Louis Sosnow Joins Levine 
Louis Sosnow, formerly with 
Sterling Advertising, has joined 
Mervin & Jesse Levine Inc., New 
York, as an account executive. 


When your point-of-purchase display is 
Designed by Paul Ressinger 


emphasis is on your product—not on the 


display. PAUL RESSINGER, DESIGNER, INC., 
8 SOUTH MICHIGAN AVE., CHICAGO 3, ILL, 


After using DAY-GLO daylight fluorescent colors for two 

years, John G. Clifford, Ice Cream Sales Manager of 

General Ice Cream Corporation, Schenectady, New 
York, states (in an unsolicited letter): 


® 


“We have found DAY-GLO exceptionally worthwhile 
from the following standpoints: 


3. 
4. 


“We now use DAY-GLO for the major part of our 
monthly sales promotional material, for our Festival cam- 
paigns, for our featured promotions, and for truck bumper 
cards both on milk and ice cream. We are enthusiastic about the 
results obtained from DAY-GLO and will continue to use it on a 
much greater basis.” 


Increased attention and 


material wasted. 


Ys off 4 Ways Says 


prominent sales manager 


Enthusiastic reception by our sales group 


Greatly increased reception and much longer dis- 
play of point-of-sale material by our retail outlets ' 


ia! ee ee Se ee 


increased sales on the 
part of the consuming public 


Marked decrease in the amount of advertising 


Mail the coupon below to Switzer or Lawter for full information 
about DAY-GLO: “The Brightest Colors In The World.” 


SWITZER BROTHERS, INC. 
4732 ST. CLAIR AVE 
CLEVELAND 3, 


LAWTER 


; ~ 


CHEMICALS, INC. 


3554 TOUHY AVENUE 
CHICAGO 45, ILLINOIS 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with a color card. 


YOUR NAME 
COMPANY NAME 
STREET ADDRESS 


CITY & STATE 
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SIX DISPLAYS—The larger-than-life blonde for F. & M. Schaefer Brewing Co. was produced by Einson-Free- 
man Co. and lithographed in eight colors. Next to it is a Wilcox-Gay Recordett Sr. display which 
holds the instrument and albums of records, which was produced by River Raisin Paper Co. The North 
west Airlines display, 42” high, features real bamboo and was produced by Kling displays division 


OWING THE PRODUCT—At left is a full color three-dimensional display picture utilizing motion, pro- 
ced by Bond Displays Inc. Next to it are units of a complete International Harvester merchandising kit 
luding a 10° outdoor drill cloth banner, two sets of Mystik Plaks for application on the front of the re- 
gerator, and a complete die-cut flasher for mounting on the refrigerator. It was produced by Chicago 
iow Printing Co. and mounted by Chicago Cardboard Co. The Photoplating Co. produced 3,000 of the 
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SELL GOODS—The variety of items that lend themselves to point of sale dispenser-displays is indicated 
by: (left to right) counter unit produced by the Rode & Brand division of Stecher-Traung Lithograph Corp. 
for McKesson & Robbins; color coated corrugated board floor stand produced by River Raisin Paper Co 
for Jax beer; metal and wire counter «display designed and manufactured by Davidson-Hansen for Ansco 


jumble basket for Nestle’s chocolate, 
lidoted Litho- 


DISPENSERS— Point of sale help-yourself display units (left to right) 
designed and produced by Forbes Lithograph Co.; counter dispenser designed by C 


a Re POOR 
at, ‘ be ‘SB 


of Kling Studios. The plastic leg and background in the next item were designed to show the new 
Becton-Dickinson surgical sheer stockings. Consolidated Lithograph Corp. did the display. Second from 
right is a Mystik Plak bottle holder for Melrose Gin produced by Chicago Show Printing Co. At the 
far right is a stock merchandiser for wall or cabinet use produced by Middle West Sales Co. 


Petri ,CANADA j 
<4 Wine” WATER 


ad +a 


Youngstown Kitchen identification units shown, which gives the lettering on the glass faced electric sign 
a three-dimension effect. At right is an 8x10” counter display produced for Petri Wine Co. by H. S. Crocker 
Co., which is notable because it includes a tie-up with Canada Dry sparkling water. As a result of the tie- 
up of the two beverages, the original order was increased from 6,000 to 36,000 displays, and both adver- 
tisers got wider coverage. 


ae 


Nt ma 


~ Sunny Brook 


film; barber stand holding seven Rubberset shaving brushes, created and produced by Consolidated Litho- 
graphing Corp.; and stand for 12 bottles of National Distillers’ Sunny Brook, which holds two more cases 
under the tray, produced by Einson-Freeman. This display won an award of merit for floor stands, liquor 
division, in @ Lithographers National Assn. competition last month 
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graphing Corp. for McCormick garlic powder; two-color counter merchandiser by Kling displays division of 
Kling Studios for Sports Inc.; and floor display for Kroger Co., manufactured by River Raisin Paper Co. 
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WINDOW DISPLAYS CHRISTMAS WINDOW PROMOTION 
cmtedbantinuaaiien tiie antiadiite STRUCTURAL WINDOW DISPLAY 
Pure Oil Compeny 


creoted and produced for 
North west Airlines 


FLOOR AND WINDOW DISPLAY 
creoted and produced for 
Crosley Div., AVCO Mfg. Corp. 


WINDOW DISPLAY 
created and produced for J 
Jes. B Beam Distilling Compeny 


ae 


WINDOW DISPLAY 14° STRUCTURAL CONVENTION EXHIBIT 
creoted ond produced for 


creoted ond produced for “ 
4 Bell and Howell Co. U. S. Printing ond Lithograph Compeny . 
' 
YOUNGSTOWN DISHWASHER DISPLAY 


creoted and produced for 
Mullins Mtg. Compeny 


| 

| KLING'S display designers are not only specialists in creating powerful, sales 
building, traffic-stoppers; they are thoroughly experienced merchandising men, too. 
| They can analyze your sales problems . . . suggest the proper materials and 
i] processes to produce the displays within your budget. 


i A significant advantage—at KLING'S, the entire display job can be handled 


ae ia under this one great roof. KLING’S large staff of nationally-known artists and 
(, i photographers will complete the finished art which will then be produced by 
1, KLING'S production experts. Even the final distribution of the finished displays 
a MEMBER can be safely left up to KLING. Next time you need displays, call in 
th oF Pu, r FLOOR DISPLAY 
q 4 a the specialists—men who know. Call KLING! escatad end gradened bar 


Kroehier Monutacturing Compeny 


@ 


Kling displays 


OivistOnw OF KLING STUDIOS, tne 
DISPLAYS + ADVERTISING ART + PHOTOGRAPHY + MOTION PICTURES «TV AND SLIDE FILMS 
601 NORTH FAIRBANKS COURT + CHICAGO . DELAWARE 7-0400 


A MODERN BUILGING LOADED WITH TaALEMT 


FOR SERVING AMERICAS ADVERT: 
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Bristol-Myers Sends Displays 
to Retailers Only on Request 


Business Paper Ads, 
Direct Mail Help Sell 
Them to Druggists 


New York, March 20—Bristol- 
Myers Co., growing more and more 
conscious of point of purchase ad- 
vertising as a sales booster, this 
year is allocating an amount equal 
to 10% of its over-all ad budget to 
this purpose 

Translated, these display dollars 
add up to 1,500,000 dummy cartons, 
100,000 counter cards, 50,000 win- 
dow spots and banners, and 250,- 
000 price tickets 


While the company is, year by 
year, gradually increasing the 
money spent on point of sale, it 


insists that these materials not be 
wasted nor distributed on any hit- 
or-miss basis 
@ For this reason, no 
purchase material goes to a re- 
tailer unless he has specifically 
requested it. To draw the atten- 
tion of retailers to new displays 
and aids, Bristol-Myers sends let- 
ters to thousands of outlets all 
over the country. These describe 
the offering and include a photo- 
Sfaph. In the envelope is a return 
p@stcard which the retailer fills 
o@t and mails—if he wants the 
c@mpany’s offering 

‘Ads in business publications de- 
s@ibing the display material carry 
e@upons for the use of interested 
r@tailers. Other sales outlets make 
th®ir decisions known to the com- 
p@my's own representatives, who 
A on them personally. (Of the 


point of 


5§,000 chain and independent drug 


stéres 


use 
y 


material.) 


in this country, about 30,- 


some Bristol-Myers dis- 


af We like this system because we 
ha@ve an assurance that our point 
ofsale material will be used and 

i properly by drug stores,” said 
Frank R. Hale, B-M merchandis- 
ing manager. “We have so many 
reQuests for point of purchase 
mé@terial that we can't possibly fill 
thém all.” 

Prior to 1950, the company used 
quarterly promotions in drug 
stares, utilizing elaborate window 
displays, counter cards and price 
tags. This approach has been al- 
tered to the extent that B-M now 
goes in for monthly 
with its heavy guns concentrated 
on two seasons of the year: the 
winter cough and cold season, 
when it plugs Minit Rub, Resistab, 
Bufferin and Sal Hepatica; and 
Ipana dental heaith month (in 
April and again in September) 


promotions, 


@ These drives point up the “al- 
truistic” approach to point of pur- 
chase advertising used by Bristol- 
Myers. This means, for example, 
that a counter display devised for 
3-M's four cough and cold season 
products also has space for per- 
haps eight other products, none 
of them made by Bristol-Myers. A 
B-M window display may make 
allowance for showing 12 to 15 
products which are made by other 
companies 

For Ipana dental health month, 
B-M supplies druggists with jumbo 
floor stands into which the latter 
may place a lot of Ipana tooth- 
paste and such non-B-M products 
as mouth wash, dental floss and 
other oral hygiene products. 

“Our associated merchandise 
displays,” explained Mr. Hale, 
“lead druggists to keep them up for 
longer periods. If druggists keep 
the merchandise of Bristol-Myers 
and other companies out where the 
customer will see it, we are confi- 
dent that B-M sales will increase 
proportionately.” 

This year’s cough and cold pro- 
motion, ending this month, “is an 


eye-catching, traffic-stopping dis- 
play which enables druggists to 
feature some of our products and 
other related items as well,” Mr. 
Hale said. 


es A complete kit containing five 
display pieces was offered. It in- 
cluded a “Stop, Look and Listen” 


railroad-style window banner, 
four three-dimensional shadow 
boxes, easily attached directly to 


window glass, dummy cartons for 
the boxes, and a “Stop, Look and 


Listen” counter display. 
For in-store use in its “Mid- 
Winter Drug Sale” there were 


eight banners, 24 double-face pen- 
nants, featuring individual prod- 
ucts, as well as a set of price tick- 
ets and a stencil for filling in the not 


featured only 


boost impulse and reminder sales. 
The banners and display pieces 
Bristol-Myers 


BIG SALE—This is a display setup at a test store for the Bristol-Myers’ sponsored 
“Mid-Winter Drug Sale.’ The company has monthly promotions and heavily ex- 
ploits two seasonal drives each year. 


vitamins, cod liver oil, cleansing 
tissues, vaporizers, hot water bot- 
tles, cough and cold remedies and 


Advertising Age, March 26, 1951 


“Trushay-Buy Two” promotion. 
“There have been a lot of so- 
called promotion deals in which 
the retailer has been asked to of- 
fer two products for the price of 
one,” said J. P. Hardie, vice-presi- 
dent in charge of sales of the B-M 
products division. “It seems to us 
that this type of promotion is not 
particularly well liked. 


s “In the first place, it takes the 
customer off the market for a 
longer period and at the same time 
cuts down the retailer’s over-all 
profit. In the second place, many 
retailers have complained that the 
average combination deal deprives 
them of an added sale which they 
would ordinarily get. Again, some 
of these combinations are so 
packed that they cannot be sepa- 
rated after the promotion is over. 
Yet promotions are as necessary for 
the drug retailer as they are for any 
retailer. We do not feel, however, 
that they always have to be based 


druggist’s prices. There were seasonal products, but such other rubbing alcohol. on price. 
10x19” counter display cards to demand items as heating pads, In February, B-M sponsored a “In our ‘Trushay-Buy Two’ 
ee 
ine ‘7 GIFT HEADQUARTERS 
Award—Art Prints classification OLD GRAND-DAD OW TAYLOR OU) CROW 
March—North Atlantic” 4. ea 
by Frederick J. Waugh 
> 
Award—National Distillers display 
for UTTER HEATING WITH LESS FUEL 
oonford . OnvEenence comomy 
Award— Minneapolis 
Honeywell display 
but Id rother toke o little 
. 
Award—Miscellaneous classification 
General Electric Circus premium 
eg ret eg : 
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COUNTER ATTRACTION—February sow 
Bristol-Myers busy on a “Trushay-Buy 
Two” promotion which gove retailers full 
profit and offered consumers an advan- 
tage. Eleven magazines were used to 
pave the way for the buy-two drive, 
which used counter disploys like this. 


promotion we gave the retailer a 
promotion which rendered him 
full profit and at the same time of- 
fered an advantage to the con- 


sumer. It consisted of furnishing 
counter cards urging the consumer 
to buy two bottles of Trushay in- 
stead of one. Along with the coun- 
ter cards, retailers got sleeves in 
which two bottles of Trushay could 
be inserted.” 

Mr. Hardie also explained that 
his company's national advertis- 
ing has long been urging the con- 
sumer to keep one bottle of Tru- 
shay in the kitchen as “a before- 
hand lotion” and another on the 
dressing table. So, 11 magazines 
were used in February to bear 
down on the buy-two theme. 

“The average druggist makes a 
liberal gross profit on Trushay,” 
added Mr. Hardie. “If he can sell 
two bottles instead of one, he will 
double that profit with very little 
extra sales effort.” 


@ Bristol-Myers has four basic 
requirements for any new display 
material. It must: 

1. Create attention. 

2. Be a vehicle to help sell B-M 
products. 

3. Be attractive, and different 


Honts the, 00fd prpmotin to make 
“gin 


hot! ei * 


ATTENTION RETAILERS— Business poper 

ad informs retailers of cough ond cold 

season promotion sponsored by Bristol- 

Myers. To get display materials, retailers 

must request them. B-M sends no material 
otherwise. 


in design. 
4. If an interior design, it must 


| hold “live” merchandise. 

The company uses a number of 
“test” stores in New York, Ohio 
and elsewhere to try out new dis- 
plays. In July, 1950, when it ex- 
perimented with a jumbo floor 
stand for the first time, the com- 
pany found this device kiting sales 
by 187%. Pleased with the re- 
sult, B-M ordered the stands and 
has found since that they “mate- 
rially increase” Ipana sales where- 
ever used. 


s Bristol-Myers has more than 50 
field men who visit retail stores 
all over the U. S. These men check 
on the use to which the company's 
display materials are being put. 
If a store is not getting the mileage 
it might out of a display, these men 
advise the owner on necessary 
changes. 

By means of this personal check, 
recently introduced, the company 
expects to maintain an accurate 
statistical control which will make 
it possible for its future display 
material to do a better job than 
ever before possible. 


OF TOPMOST CHOICE 


Grand Award—Bronz Plaque— 
Old Taylor display 


Sorry, fellas... 


Believe us, nobody was more surprised than we 
... when Einson-Freeman got the only Grand Prize, 
seven Awards, and three Honorable Mentions 
in the Point of Purchase classification in the 
L.N.A. First Annual Offset-Lithographic 
Competition held in New York last January. 

Plus an Award for the General Electric Circus 
(which we considered something very special as a 
premium; and we make a lot of premiums). 

Plus an Award for the Frederick J. Waugh 
seascape reproduction, Art Prints classification, 
where we never aspired to he Something Big. 

We just craved a normal amount of credit, and 


never intended to hog the whole show. Our 


competitors are good craftsmen, smart salesmen, 
nice people; the better we know them, the more 
we like and respect them. 


But since these Awards were given by a jury of 
distinguished art directors, advertising executives, 
and assorted experts ...what could we do? 


We hope this explanation will remove the red 
from the ears of our self-conscious salesmen, and 
permit them to resume business as usual instead 


of peddling apologies. 


However, if you are interested in better-than- 
average displays, the profusion of Awards might 
just possibly suggest that an EF salesman may be 
worth listening to. ..as long as he talks business! 


EINSON-FREEMAN CO., Ine. 


Lithographers 


Starr & Borden Avenues, Long Island City, New York 


Honorable Mention— 


Universal to List 
Theaters in ‘Point 
of Sale’ Approach 


New York, March 22—Universal 
International Pictures for the first 
time will incorporate in its nation- 
al magazine advertising in April 
lists of theaters in key cities that 
play a particular picture. This is 
the first use by Universal of mo- 
tion picture advertising to help 
at the point of sale, the box office, 
according to David A. Lipton, vice- 
president in charge of advertising 
and publicity 

Life and The Saturday Evening 
Post have been chosen for the test 
of tying in local theaters with na- 
tional advertising. Both magazines 
will carry page and a half or two- 
page ads early in April. Ads will 


| identify by name and city all thea- 


ters from coast-to-coast playing 
“Up Front,” to be placed in general 
release in April. Supplemental! ads 
of conventional format will appear 
simultaneously in Look and Amer- 
ican Legion 


e “Advertising of the dealer-list- 
ing type has proven tremendously 
successful for many years in other 
competitive merchandising fields,” 
Mr. Lipton says. “Its application 
to motion pictures marks the first 
time that the power of national 
advertising has been brought te 


| bear at point-of-ticket-sale. 


“With the cooperation of the 
theaters in followup merchaiidis- 


ling of the advertisements af the 


local level, we feel that th@ater 
identification in national s@ling 
can prove to be one of the imgfus- 
try’s most powerful new wave. 
ing stimulants.” : 
First advertising by a vie 
maker in which theaters ere 
listed was run last Janua by 
Paramount Pictures Corp. im the 
Weekly Kansas City Star ye 


Feb. 5) 


Taylor Expands Ad Budget 
Taylor Wine Co., Hammaiids- 
port, N. Y., has expanded it@ ad- 
vertising appropriation for it@ na- 
tionally branded N. Y. state Wines 
in order to secure its consi@mer 
franchise on a long range Basis 
and to maintain consumer *de- 
mand. Ads are aimed at <a 
brand identification. Inserfons 
have been scheduled on an efery 
month basis in American M@ga- 
zine, Collier's, Cosmopolitan (nd 
Holiday, with half-page chim- 
pagne ads in Bride's Mazazine and 
Modern Bride. Moser & Cotins, 
Utica, N. Y., is Taylor's agency. 


Dignam Joins BAB 


William B. Dignam has joined 
Broadcast Advertising Bureau as 
assistant to the president. This 
will be his title pending the com- 
pletion of the bureau's staff 
Eventually he is expected to be 
assigned to the promotion depart- 
ment. Mr. Dignam formerly was 
associated with Alfred Politz Re- 
search as account executive and 
administrative assistant to Mr 
Politz. 


SHOWS YOUR MOVIES 
ever end over, with ne rewinding 
IN UNDARKENED ROOMS 


YY "The One 
That 


See Works” 


BELL & HOWELL 
PROJECTOR UNIT 


[ANGLE 


DAYLIGHT MOTION PICTURE PROJECTOR 
5307 W. Ravenswood Ave., Chicege 40, illineis 
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Propper BareoG CoMPany | 


3 Dimensional 
DISPLAYS wy 


Llasto 


The permanent display. Beautiful life-like sculptured replicas 

of your trademark. Porcelain-like finish. They call favorable 

attention to your product when and where it counts most—at 
POINT-OF-PURCHASE 


Plasto Trademark Reproductions are so attractive and colorful 
your outlets will display them prominently and permanently. 
Plasto Trademark Replicas are moulded of PALESTIC and 
cast with more attention to detail than the finest ceramics. 
Complete consultation service without obligation. 


Advertising Agency Inquiries Invited 
PLASTO MANUFACTURING CO. 


312-316 N. LAFLIN ST, CHICAGO 7, ILL. 
VISIT OUR COMPLETE DISPLAY-——BOOTH (J-18) AT 


COME... SEE...LEARN ALL THATS NEW IN 


POINT OF PURCHASE ADVERTISING 


symposium Apnl eh * TWO-DAY EXHIBIT, Apri sed» an 


| network 


id 


Landers, Frary & Clark Makes Major Use 
of Point of Sale in Appliance Marketing 


New York, March 21 
Frary & Clark, 


point of purchase promo‘ion as an 
integral part of its over-all ad- 
vertising program. 


Because of materials shortages, 


production cutbacks, and present 
allocation policies, the company 
this year has reduced the extent of 
its point of purchase promotion 
But its over-all advertising pro- 
gram for 1951 is on a comparable 
basis with 1950. Goold & Tierney 
handles Landers’ advertising. 
Currently, Landers is featuring 
its Universal vacuum cleaners in a 


three-way promotion. This in- 
cludes introduction of new sales 
stimulators, national advertising, 


and an impressive amount of sales 
aids for dealers, a substantial part 
of which is point of purchase 
terial. 

Universal vacuum cleaners are 
being offered at a unit price with 
either a rubber-tired wheeled car- 
ri r and storage unit, or a hassock 
chest which stores the cleaner and 
attachments and serves also as an 
exira television seat. 


ma- 


e The promotion is backed by na- 
tional advertising in House Beauti- 
ful, House & Garden, Look and 
The Saturday Evening Post, plus 
television broadcasts on ABC-TV, 
DuMont, and NBC-TV, and radio 
broadcasts over ABC, 
CBS, and MBS during the height 
of the spring selling season. 

In addition, the company offers 
dealers a newspaper ad service to 
1elp them sell the dual deal lo- 
vally; it will furnish programs and 
‘ommercials, designed with local 
requirements in mind, for radio 
ind television; and it will supply 


NEW STORE SALES CENTER—This home 
cleaning center featuring vacuum cleaners 
is being used currently by dealers in 


| their spring cleaning season promotions. 


dealers with the following point of 
purchase material: 

1. A three-dimensional cleaning 
center display merchandiser which 
accommodates and displays the 
entire Universal home cleaning 
line. It is lithographed in five 
with side panels showing 
cleaning attachments in use. 2. 
Three types of counter folders. 3 
Banners in three colors. 4. Window 
valances. 5. Demonstration kits 
for use in homes, stores and store 
windows. 6. Pocket demonstration 
cards which give a short summary 
of how to demonstrate. 7. Sales 
training films. 8. A complete sales 
manual 


colors 


@ Since 1946, Landers, Frary & 
Clark has done intensive point of 
purchase advertising. At Christ- 
mas in 1949 it offered dealers a 
cardboard Christmas tree with a 
32” diameter, self-supporting 
base. In the spring of 1950 it 
offered a 5° cupboard merchan- 
diser designed by Peter Hunt, 
furniture designer. This was of- 


fered to dealers who bought a 


—Landers, 
manufacturer of 
Universal electric housewares, uses 


minimum merchandise assortment 
costing them $123.30. The display 
unit cost dealers $12.50 for a 
total cost of $135.80. Dealers sold 
the merchandise at $193.05, and 
received free with the assortment 
an extra coffeematic, saleable at 
$24.95. This made their over-all 
selling price $218 and gave them a 


profit of $82.20. 
es Last Christmas LF&C offered 
dealers a triple deal. The mer- 


chandising units consisted of a 
Santa Claus, 64” tall, printed front 
and back to face either right or 
left, and a sleigh 41” long, 42” 
high and 38” deep which held 
merchandise in the body of the 


ms 


COULDN'T GET ENOUGH—This point of 

purchase soles unit used last Christmas 

by LF&C wos made up on the expecta 

tion that about 7,530 units wou'd be 

sold. Dealers flooded the manufacturer 
with 23,000 orders. 


sleigh and along the sides. The 
triple deal consisted of Package A 
which offered the big Santa to 
dealers ordering a minimum of 
$95 worth of merchandise; Pack- 


age B which offered the sleigh 
with stock orders totaling $145; 
and Package C which offered 


both display pieces for stock or- 
ders totaling $200. 
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CUPEOARD MERCHANDISER—This 5’ cup- 

board merchandiser designed for Landers, 

Frary & Clark by Peter Hunt, furniture 

designer, was used successfully last spring 
as a point of purchase display. 


“We anticipated a demand for 
about 7,500 units,’ Robert M. 
Oliver, general merchandise man- 
ager, said. “Less than 2% of the 
dealers bought the packages of- 


fering the single display units. 
We were flooded with orders 
and finally shipped 13,500 com- 


bination units.” 


@ The preceding Christmas, be- 
tween 5,000 and 6,000 of the large 
Christmas trees were used. The 
Peter Hunt cupboard was dis- 
tributed last spring to nearly 
8,000 dealers. 

If it weren't for the present na- 
tional emergency, the company 
probably would be promoting new 
point of purchase advertising ma- 
terial more vigorously. The com- 
pany’s experience has demon- 
strated the popularity and ef- 
fectiveness of this type of mer- 
chandising, and the vital import- 
ance of clinching sales in the 
retail store at the ultimate point 
of purchase. But the company is 
equally convinced that this must 
be supported by national adver- 
tising and by specialized sales 
helps for retailers. 
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We proudly share with our customer-clients no less than 24 different awards 
in the First Annual Offset Lithographic Awards Competition conducted — by 


the Lithographers National Association, including the 


for the best-of-all examples of lithography produced in’ the year 1950, 

Selected from over L100 entries, representing the work of 219 lithographers 
from 37 states, the District of Columbia, Hawaii and several foreign countries, 
the awards wou by Western and its clients covered a wide variety of classifications 
embracing almost every type of lithographed production. 

With three modern production plants at strategic locations, each with creative 
art, typography, engraving, platemaking, press, bindery and finishing facilities 
under the same roof, Western offers to all of its clients this same type of “gold 
award” quality and service in the planning and production of printed and 
lithographed material. 

An imposing list of distinguished national advertisers, several of them among 
the 1950 award winners, testify to Western's creative ability and production 
“know-how” in assuring effective and resultful advertising literature, point of 


purchase display and merchandising material. 


WESTERN PRINTING AND LITHOGRAPH ING 
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Wheeler wheels in Journal- 
American''Fat-Boy" reporter 
Sid Livingston and part of 
expected reader response 
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YORK SWAMPS THE 


3 
, 


||AL-AMERICAN WITH 


N conjunction with the 18-day serializa- 
i tion of Elmer Wheeler's “Fat Boy's 
! Book” last month, the Journal-American 
offered a free calorie chart to readers 

who would send a self-addressed stamped 

! envelope. Result: 102,373 requests were 
received within two weeks of the last ence. If the responsiveness of Journal- 


published installment . . . and they‘re 
stili coming in! 

The New York Journal-American cites this 
enthusiastic response as typical of the 
nation’s largest evening newspaper audi- 


American families can be so clearly 
demonstrated by this one feature, just 
think what the Journal-American can 
mean to you in terms of sales to more 


than 700,000 New York families. 
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VARIED APPEALS—At left is a seven-piece full-color display for Dr. West's toothbrushes, lithographed by 
Magill-Weinsheimer Co. and mounted by Chicago Cardboard Co. Next are units from a U.S. Rubber 
Kiddie Keds display produced by Sweeney Lithograph Co., and then a Max Factor Christmas window, 


with the smal! unit also available for counter use. It was created and produced by Advance Lithographing 
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Co. and Sales Builders Inc., and mounted and finished by Chicago Cardboard Co. At far right is a dig- 
nified but appealing display for Lederle Laboratories division of American Cyanamid Co., which was pro- 
duced by the Forbes Lithograph Co. The life-size reproduction of the boy con be hung, after the disploy 
has been used. 


LIGHT ont 


OTION HELPS—At left is a Curity counter display featuring a shadow box in which first aid pictures 
pken from national ads are reproduced. The 17x26” display was made by Zipprodt Inc. Next is « full size 
production of an Admiral refrigerator which starts out with the refrigerator empty and the explano- 
pry panels on the left blank, and then, step by step, fills the refrigerator and explains its features. Pro- 


GIMMICKS PROVE USEFUL—The Rath window and floor display at left was produced by United States 
Printing & Lithograph Co. Next to it is a display for Wesco Waterpaints built around a Shopper Stopper 
projector, product of the Harwald Co. Next are a silk banner for Ballantine, produced by Sweeney Litho- 


ducer was Carter and Galantin. Next is a full color cardboard counter display 28” tall, including oan 
acetate film strip, produced by Kling displays division of Kling Studios for Bell & Howell. At right is a 
diamond ring display for J. R. Wood Co., produced by Structural Display Co. Each set of figures is on a 
turntable, which enables a variety of rings to be shown. 


OG aie 


Suaseiul Rot ssdudsat 
groph Corp., and an Oertels display by Schmidt Lithograph Co. which was a prize winner at the Small 


Brewers convention last year. At right is a “‘Frostee Sno” display for Gilbey’s gin in which the simulated 
snow produced by “Frostee’’ Sno Co. is used to simulate a cold globe. 
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GAINING ATTENTION—At left is a full-color three-di 


display produced for Mead Gold ice 
cream by Stemar Co., designed so that a small part + of the run could be converted to motion for high-spot 
locations. The typist employs motion, too—she winks, in the full-color, three-dimensional display made by 
Nec Photo Co. for American Writing Paper Co. Beneoth her is an interchangeable neon plastic sign 
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Sealtest window valance produced by International Transparency Co., subsidiary of American Decalcomania 

Co. All of the lettering and design are stock items, with the exception of the Sealtest emblem in the center 

of the window. At right are three sizes of window and counter cards produced by United States Printing 

& Lithograph Co. for American Tobacco, to further the current “Be Happy-Go Lucky” sales and advertising 
phasis for Lucky Strikes. 


produced by Neco Mfg. Co. To the right is o night exterior view of a drug store showing tion of a 
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« Cardboard Displays 


You have brought your product to per- 
fect condition. Your design, production, 
marketing and advertising men have 
sent it into the competitive ring in fight- 
ing trim. 

But when the customer lays the money 
on the counter, are you scoring that 
sales knock-out? Are you ever missing 
that vital counter punch? 

We're talking about that sales-clincher 
in your whole program —effective adver- 
tising at the point-of-sale. 

We think this winning punch in the 


* Mystik Can and Bottle Holders 


* Cloth and Kanvet Banners and Pennants 
* Animated Displays « Mystik Self-Stik Displays 
¢ Econo Truck Signs 


© Stanzall Outdoor Signs 
+ Mystik Self-Stik Labels 
* Booklets and Folders 


Are you missing your “Counter Punch” ? 


marketing scheme isn’t always used as 
well as it could be. We know, because we 
are specialists in advertising at the point- 
of-sale ...a nation-wide organization 
staffed, equipped and geared to design, 
produce and deliver advertising at the 
point-of-sale with a winning punch. 
We can do it for you just as we are 
for other leading advertisers. Could we 
talk to you? No obligation. Chicago 
Show Printing Co., 2640 N. Kildare, 
Chicago 39; 400 Madison Ave., New 
York; Offices in all principal cities. 


Advertising 


at the POINT-OF-SALE 
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S.C. Johnson Calls Its Point of 


Sale Plan ‘In-Store Merchandising’ 


Racine, Wis., March 22—About | 
two years ago S. C. Johnson & Son | 
stopped issuing point of purchase 
advertising material to its sales- 
men for a period of six months. 
During this time salesmen either 
distributed what display material 
they had on hand, or they just 
went without. 

The purpose of this complete 
shut-off, done by a company that 
had always placed great emphasis 
on the importance of point of sale 
merchandising, was twofold. 


PHODUCERS OF SILK SCREEN PRINTED DISPLAYS 


[! 4 SHOWCARD 
AQ and. diglay Wadia 
62 castianest AN3-6901  cuicaco 


First, it was done to impress on 
Johnson salesmen the importance 
of display material. Because they 


had always been furnished plenty | 
of such material in the past, the! 
company felt that salesmen were | 


not fully aware of its value in 
Johnson's over-all merchandising 
scheme. 


Second, the six-month stoppage | 


served to emphasize a changeover 
in Johnson’s point of purchase 
program. At the end of this period 


the company started what it terms | 


its “in-store merchandising” plan, 
a streamlined display advertising 
program which the company felt 
was best suited to today’s stream- 
lined merchandising patterns and 
store designs. 


s Large, costly displays had no 
part in the new setup, being re- 


Your Problem is at 
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=: POINTS-OF-PURCHASE 
ie, 


Distributor €) 


Dealer €: 


CARTER and GALANTIN esearch, experience and 


merchandising originality have produced the nation’s most 


successful point-of-purchase programs . . . successful 


because they are backed by a complete plan of promotion for 


@ Distributor ... 


@ Dealer ... 


© Consumer 


CARTER and GALANTIN, Inc. 
Have “Proof in Performance” to show you 


les Angeles * 


105 West Monroe, Chicago * 


Hire this 
JONSON'S Wax 
Glectric © 
Floor Polisher 
fora Few Hours 


placed by just two items—a 12x18” 
paper window poster and a simple 
shelf edger. With these it was felt 
that salesmen could concentrate 
on placing smaller (and less ex- 
pensive) display pieces in an in- 
creased number of retail outlets. 

Although these two display 
pieces are the principal elements 
in Johnson’s new program, the 
company also furnishes easel- 
backed cut-out cards for window 
and counter display, bottle top- 
pers, special containers, disks and 
other point of sale items. 

One highly successful floor dis- 
| play piece used by Johnson re- 
| cently was a colorful shipping 
| carton for floor wax applicators 
that could be easily converted into 
an attractive holding rack. 


es Merely introducing this new 
“in-store merchandising” plan 
| was much less than half the bat- 

tle, according to Joseph A. Deim- 

ling, Johnson’s household prod- 
| ucts sales promotion manager. 

“Years ago, I used to think all 
you needed in order to conduct 
a successful point of sale program 
was nicer, prettier, punchier post- 
ers,” Mr. Deimling told AA. 

“But I found out that the real 
job is to sell the program and its 
importance within your own or- 
ganization — starting with your 
field sales managers and working 
right down through regional, dis- 
trict and area sales managers, un- 
til you reach the most important 
group of all, the salesmen who 
actually are going to go out and 
put up the displays.” 


@ To sell its new program to sales- 
men, Johnson uses simplified sales 
bulletins, dressed-up with car- 
toons, outlining the steps to be 
taken by a salesman when he calls 
on a dealer. These are four in 
number: (1) dust, price mark, re- 
arrange and inventory the dealer's 
stock; (2) put up a shelf edger; 
(3) put up a window poster; and 
(4) approach the dealer, ready to 
take his order. 

In a recent sales memorandum, 


| announcing the start of a two-| 


25 YEARS AGO AND TODAY—The above pictures typify the 
evolution of point of sale material used by S. C. Johnson & Son. 
| The life-size floor display in the upper left hand corner dates 
back about 20-25 years, while the leg-ort counter stand next to 
it was used at least 15 years ago (cheesecake is now taboo in 


| 
| 


of Johnson's current 
window and counter 


week concentrated display effort, 
Johnson explained its 


“in-store 
merchandising” plan as follows: 
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all Johnson display material). On the bottom are two examples 


point of sale material, showing several 
display items on the left and a variety of 


display pieces on the right. The wax company now uses prin- 
cipally small posters and shelf edgers. 


“Advertising—successful adver- 
tising for a store—can take many 
forms not often recognized as ad- 


league" merchandisers. Our unique 
designs and production include illu- 
mination and motion. . . . GOODMAN 
DISPLAYS are the result of many years 
of experience in working with plastic. 
We know how to produce definitely 
different effects—the sort no eye can 
reject—no mind can discard. 


Write—on your 
illustrated brochure. 


lor our 
it's free. 


@ THREE FEATHERS WALL PLAQUE DISPLAY | |. This famous trade mark is 
@ reproduced on an all-plastic wall plaque, in 4-color process. 10 colors in all. 


@ Overall diameter: 10”. 


No doubt about it: 
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GOODMAN PLASTIC 3-DiIMENSIONAL DISPLAYS are the choice of “big- 
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TRAV-LER'S TV ACTION DISPLAY 

. ILLUMINATED-ANIMATED INNER 
CYLINDER dromatizes various scenes, 
by revolving slowly, simulating change 
of stations, with Trav-ler's push-but- 
ton tuning. Size: 16” x 15”. 
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vertising. It isn’t just the well- 
known methods of print and sound 
that pay off in the cash register. 
It’s the followup—the ‘tie’ between 
a store and advertising. 

“The followup in our case is 
‘In-Store Merchandising’ — the 
method we use to keep reminding 
customers that here are the John- 
son wax products they saw adver- 
tised last night—last week—or the 
week before. Remind! Remind! 
Remind! It is just as important as 
selling the dealer—because you 
know that to sell merchandise to 
a dealer—you must help him move 
his stock!” 


s Sales meetings also are an im- 
portant factor, Johnson feels, in 
alerting salesmen to the value of 
good display techniques. In many 
cases the company will hold a 
major sales meeting, and then just 
two weeks later will call the same 
salesmen together to reemphasize 
its point of sale plan. | 

Teaching salesmen the impor- 
tance of good display is not enough, 
according to Mr. Deimling. You) 
also must teach them how to use| 
display tools and equipment cor- | 
rectly, and you must see that they | 
are supplied with the proper tools 
and equipment. 

Mr. Deimling advocates that 
each salesman carry with him at} 
all times the following items: a 
roll of plain white shelf. paper 
(this is used to wrap aro'nd or- 
ange crates or other boxes that 
can be used for display counters): 
a sharp carton knife; pocket 
shears; Scotch tape and a price- 
marking pencil. An automatic 
tacker also comes in very handy, | 
he added. | 


s “We tell our salesmen that they 
can’t do a good job by merely 
telling the dealer how much they | 
know about display—they’ve got} 
to take their coats off and actually 
do the job!” 

The trouble with a lot of point 
of sale material in use today, in 
Mr. Deimling’s opinion, is that it | 
too closely resembles a product's | 
regular media advertising copy. 

“Ad copy already has done the! 
pre-selling job,” he said. “Now it’s | 
up to the store display material to | 
perform the most important step| 
in the entire merchandising plan 
—create the buying impulse.” 

To do this, Johnson’s display 
material uses simple copy, color, | 
and a prominent display of the| 
product name. Modern packagine | 
and labeling, plus increased) 
knowledge of product quality on | 
the part of the consumer, have 
made it unnecessary to use signs | 
containing complete product des- | 
criptions, Mr. Deimling pointed | 
out. 


s No longer do Johnson salesmen | 
“drop off” point of sale material 
at a dealer’s, nor is display ma-| 
terial sent by mail directly to 
stores, except in the case of new 
products. In all other cases the 
salesman delivers and places all 
display material. 

On new items (like Car-Plate 
and Pride) Johnson includes a 
poster in each carton sent to deal- 
ers. In addition, a sheet of instruc- 
tions telling the “storv” about the 
new product also is_ included. 
Johnson feels that this is just as 
effective a method of reaching 
the dealer as direct mail or trade 
publication advertising. 

Johnson also varies its poster | 
technique somewhat for new items | 
like Car-Plate and Pride. Instead 
of the standard 12x18” poster, 
slightly larger “shock” posters are 
used. These are done in sharply 
contrasting colors, are dominated 
by the product name, and contain 
very little copy. 


s For special promotions Johnson 
salesmen go to great lengths to 
build unusual displays. To boost 
a current offer of a free pint of 
Glo-Coat with the purchase of any 
two Johnson products, salesmen 


went out eight weeks in advance 
to book dealers for specially built 
displays, to be set up just prior 
to the start of the special offer. 

Booking dealers far in advance 
for displays meant that orders for 
stock to fill the display also would 
be placed, thus assuring an ade- 
quate supply when the promotion 
started. To interest dealers in spe- 
cial displays the company is con- 
ducting a contest for the best dis- 
play, in which a dealer may win 
as much as $1,000. 

Johnson feels that a really suc- 
cessful in-store merchandising 
plan can be developed only if all 
salesmen think in terms of “what 
can I do in this store to increase 
sales, so that when I come back 
I'll get a bigger order?” 


Borg-Warner Names Wiggins 


Charles S. Wiggins, formerly ad - 
vertising manager of Armed Force 
Weekly, has been named assistant 
to Karl J. Ammerman, manager 
of the Washington office of Borg- 
Warner Corp. 


Bakers Assn. Schedules 
Ads on Bread Enrichment 

The American Bakers Assn. 
(Bakers of America program) will 
feature the tenth anniversary of 
bread enrichment late this month 
in b&w spreads scheduled for 
Ladies’ Home Journal and The 
Saturday Evening Post. 


Tie-in salutes have been plan-| 


ned by Standard Brands’ Fleisch- 
mann division, which will tele- 
cast a motion picture on B vita- 
mins over the ABC-TV network; 
Anheuser-Busch, which will in- 
clude an interview with the ABA 
president and chairman on _ its 
CBS Ken Murray TV show; the 
cellophane division of E. Il. du- 
Pont de Nemours; Corn Products 
Refining Co., and Merck & Co. 


Appoints Jack Palmer 

Jack N. Palmer has been ap- 
pointed head of the newly formed 
defense div sion of Geuder, 
Paeschke & Frey Co., Milwaukee. 
The division will direct sales of 
prime defense contracts and su- 


pervise other departments in sales | 


of government subcontracts. 


Golden State Names Pettit 
Clark M. Pettit, formerly ad- 
vertising manager of James Gra- 
ham Mfg. Co., maker of Wedge- 
wood gas ranges, has been ap- 
pointed advertising and sales pro- 
motion manager of Golden State 
Co., San Francisco, dairy products. 
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To Byrde, Richard & Pound 

Bernhard Altmann Corp., New 
York, has appointed Byrde, Rich- 
ard & Pound, New York, as its 
agency. A fall campaign in fashion 
magazines is planned, featuring 
cashmere sweaters and men's 
argyle socks. 


FROSTEE SNO AVAILABLE IN BLOCKS OR FABRICATED TO ANY 


DESIRED SHAPE. Translucent 


permitting colorful 


illumination 


Frostee is most ideal for cool looking. attractive and persuasive 


summer displays as well as for 


listi prod of winter 


and Christmas atmosphere point-of-sale displays. 
FROSTEE SNO CO., ANTIOCH, ILL. 


The Pioneer Synthetic Snow D splay Line 


This 24-sheet lithographed 
= advertising ‘Candy 
upboard” Chocolates is 


graph for this client. 


from ZISHEET to CARAMEL WRAP 


i nougat pieces in the 
candy box. 


“CANDY CUPBOARD” GAINS MERCHANDISING IMPACT 


FROM FORBES rottow-tnrovcn 


This tr: celle. 
phane wrap, rotogra- 
vure printed by Forbes, 

. 7, is used for wrappin 
._./— ; special caramel an 


Handsome 5-color wrapper is letterpress 
printed and embossed by Forbes. 


Cellophane holiday over-wraps 
rotogravure printed by Forbes. 


4-color, 4-page insert is lithographed 
by Forbes. 


Forbes’ unique facilities in lithography, letterpress, rotogravure and die stamping are all under one-roof management control 


8-color, easel-back window 
display is lithographed by 
Forbes. 


_ = 7% 


Small, easel-backed litho- 
window cards are 
also used as counter cards. 


Lovell and Covel’s advertising agency  C. J. LaRoche & Co. Inc. 
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Colorful car cards, \ithographed by Forbes, 
are also run off on light stock for use as 


window streamers. 
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Acceptability of Display Material Guides 
Design and Use of Quaker Oats Retail Aids 


Cuicaco, March 21—The Quak- 
er Oats Co. advertising department 
operates on the principle that dis- 
play material, no matter how 
beautiful or appealing it may be, 
is worthless unless it is used. 

As a result, its display staff de- 
votes a great deal of time and at- 
tention to the problem of accept- 
ab'lity. It conducts surveys of its 
retail outlets to determine what 
types of material will be used, and 
checks the results against similar 
studies made by trade publications 
(such as Progressive Grocer) and 
other groups. 


In addition, no materia! is sent 
directly to retailers. Company 
salesmen handle all of Quaker 
Oats’ point of sale pieces and keep 
an inventory of all material. Net 
result has been the elimination of 
much of the waste in point of pur- 
chase and increased efficiency in 
the use of material. 


@ As shown in the accompanying 
photos, the company has used 
point of sale material consistently 
through the years. During the first 
World War, mass displays in win- 
dows and counter cards were used 


an be PRINTED/ 


“a BRILLIANT 
a 


DAYLIGHT 


= FLUORESCENT 
MATERIALS 


yes. now large runs (3500 or over) and difficult 
jobs can be produced quickly and costs are no 
longer prohibitive for brilliant Daylight Fluorescent 
eye-catchers. 

The exclusive Wilglo production method and high- 
speed letterpress equip combine to put this bright 

new fluorescent material within the reach of all 
advertisers. 

Whether you are considering a car card, window 

Streamer, point-of-sale piece or publication in- 

sert, it will pay you to investigate the Wilglo 

‘4 method of printing this fascinating, attention- 

getting new material. 

Drop us a line with details and we will 
be glad to help you develop a practical, 
economical item. No obligation, of 
course. Also, we'll send a descriptive 

Wilglo booklet, if requested on your 
letterhead. 


Ut Wiltsnwe. PRINTERS 


5 SOUTH SEELEY AVE. e CHICAGO 12, ILLINOIS 


RITE 
OR THIS 
OOKLET 
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AND POTTED PALMS—Typical of the 
Aunt Jemima window displays used dur- 
ing 1917 is this mass pancake flour ex- 
hibit. As food store selling hos changed, 
Quaker Oats has redesigned material so 
that food retailers could make efficient 
use of the point of sale pieces offered. 


| to an impressive extent. A great 


| deal of window and counter pro- 
motion material was produced un- 
til about 15 years ago. 

With the conversion of food 
stores to self service, more and 
more material has been produced 


with the changed requirements in| 


mind and, today, almost ail of 


Quaker Oats point of purchase ma- | 
terial is designed primarily for use | 


in self-service stores. 
During the past decade, Quaker 
Oats has developed an increasing 


amount of material that can be} 
used in more than one type of dis- | 


play. Typical are window posters 


AUNT JEMIMA 


Seer we 
aeaoy 
ogee 


ree 
txmeo Ge Uk 
© Meee 


Pow! 
WE SAVE YOU CO: 


1917 COUNTER DISPLAY—During the first 
World War, Aunt Jemima Mills Co. 
(Quaker Oots) used this food store 


counter display to boost buckwheat and | 


pancake flour. The development of self- 

service stores has resulted in the aban- 

donment of counter display pieces by the 
company. 


| from 
| where possible, in favor of related 
| selling. 


| push 


which can be used on stacks of 
cases, overhead wire hangers 
(which appear to be making a 
“come-back”) and cards with 


premium order blanks attached for 


stacks on shelves. 


|@ Shelf cards with order blanks 


are now the most acceptable type 
of point of sale material, in both 
independent and chain supermar- 
kets. Stack cards probably rate 
second in acceptability and over- 


| wire hangers (also used in island- 
| end displays or as window posters) 
| are third, according to Quaker. 


Company salesmen are encour- 
aged to spend a great deal of time 
on retail merchandising and, as a 


MODERN AUNT JEMIMA DISPLAY—Basic 
elements of recent Aunt Jemima displays 


include the related item tie-in (syrup 

in this case), a premium offer (syrup 

pitcher), shelf cards with order blanks 

and window posters used to cover cases 
used as a display base. 


result, find that building displays 
now is one of their major duties. 
Like other food products mar- 
keters, Quaker has moved away 
single product’ displays, 


Aunt Jemima _ pancake 
flour, for example, is displayed 
with syrup. In addition, the com- 
pany has worked out colorful re- 
lated item window posters. Typical 
was a “real American breakfast” 
last fall, featuring Aunt 
Jemima pancakes, bacon (Ameri- 
can Meat Institute), Log Cabin 
syrup and butter (American Dairy 
Assn.). 

control of 


es Inventory of point 


Specialists. 


DISPLAYS 


FINE COLOR 


HAVA 
thegraphing 


LOS ANGELES, CALIF. * HERBERT H. COOPER & ASSO. 


CHICAGO 6, 


LITHOGRAPHY 


ILLINOIS 
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LIFE-SIZE CUTOUT—Where possible, 
Quaker Oats salesmen set up life-size 
cutouts next to island displays. Premiums 
are designed as reminders of Quaker 
Oats products and display material en- 
courages passers-by to tune in radio 
shows sponsored by the company. 


sale material has enabled the com- 


| pany to time its displays to coin- 


cide with national advertising and 
supporting promotion in other me- 


| dia. 


Premiums play an important 
role in the over-all Quaker pro- 
gram, as is indicated by the con- 


| sistent use of shelf and stack cards 


with coupon order blanks attached. 
Here too, there has been a grad- 
ual transition. Most of the com- 
pany’s premiums used in recent 
years are designed to help sell 
Quaker products. A syrup pitcher, 
for example, was adorned by a 
likeness of Aunt Jemima. 


e@ A hollow bust of Roy Rogers 
was used as a drinking cup. Other 
premiums, like Aunt Jemima 
cookie jars and Roy Rogers badges 


END OF AISLE—Flexibility 
note of recent Quaker Oats point of sale 


is the key- 


material. The above aisle-end display 

employs the “barrel” container, multiple 

unit price sign and window posters which 

feature the current premium offer on 
Ken-l Ration. 


and whistles, were adopted partly 
because they served as a reminder 


| of the source. 


Understandably, Quaker Oats 


| prefers to set up prdminent island- 


end displays, because of their im- 
portance as stimulants to impulse 
buying. While the supporting point 


| of sale material is colorful, Quaker 


feels that the packages themselves 
must carry an important share of 
the point of purchase “load.” 
Hence, package design also is in- 
timately related to mass display 
requirements 


Kenneth Crouse Joins Huber 


Kenneth C. Crouse, formerly 
vice-president of the sales division 
of Warren McArthur Corp., New 
York, has been appointed adminis- 
trative assistant to R. H. Engles, 
vice-president of the industria] 
products department of J. M. 
Huber Corp. He will be in charge 
of advertising and publicity and 
also will act as office manager and 
personnel director. 


aa 


- PT ON a ct ee ee ne 


Se 


— 


ret ¢ oe: Set ae : Se a : ie op Wis: ‘ a 7 ns Bere eee ee 2 ee Bes et ee, ea. ee a i = “ > q " = E. i ag 
y % Ny Ue may ‘ we ; 
” a “ > J 
3 : ee . na. = 
| eee ee ey | 
‘ teenie ge Ss |e xe Oo 
aie .*. z phe 2 * are: —h oie a H 4 / 
Sabi. Ge rz. = “= i 
. bat = ake © 
by - Reon oc a 
#5 2? aw tS =f olay ’ 
Ee | 
tf | gts ! * 
_ ES ns ef O- —— 
- ; e _—— an &§ = il 
bates! 7 hoe 2 es | r betty 6 1 | 
a, 7: 7 wy on Sad ; L \\AAAL | ° 2 arn oe a . See as ‘etal + 
f. Sy we Yy, peeae taf . , mA t,t, aml ous | £ 
rad 7 " a Ee ands + ng gy Cm i 
a Z a Py ee —e : 
: “ . = = a ae ee i. 
mY) Wi) o, a 
or Ss Fe RL ey 
iy > —___ AG 
a _ “ a ae AY, || | 
—- . ¥ ' 
so ed 2%) i 
ql CS a 
e, = boa ' | | ' 
a ‘ _— . 
3 i J : i 
: “ag = a 
a yl 1 i 
mm 6° ae i “P 
R 4 & — : = bs. . i 
ie a hed Ken L- TON Se 
ms | ES 233 a i 
pt » } ‘ = ce RT ae a ' 
rs eet thee pe 
r OF v ase bbeeer tt . 
Ai. ree TT 1 
es SREEE ER pass ae 
| ln 
t ; ae ee ry , 
ap | i we ¥ + TK 2 ow pe! ; | 
ee ) 
a © 
es | 
: ‘ | i 
{/ 
‘ M ; 
~3 ee | 
} hi 
= h 
' tInnpany ) 
: : ta 
. ee - ee = | 1 
Ni | | 
| ti 
| WW 


ee er oe 


a a a 
—_ | 


No process matches lithography 
: when it comes to color control and fidelity 
h : of reproduction geared to your specialized 


a requirements. For that something 
, | extra in your displays—added dynamic 
| power to stimulate consumer 
purchases at points of sales— 


j lithography does more for you. 


. As silent partners 

of your lithographer, it is our pleasure 
r 

to serve you in the production 


i it of lithographic plates which represent 


color craftsmanship at its best. 


* BRAUER & SON, INC. 
1718 N. First St., Milwaukee 12 


* CHICAGO LITHO PLATE GRAINING CO. 
216 N. Clinton St., Chicago 6 


* GRAPHIC ARTS CORPORATION OF OHIO 
110 Ottawa St., Toledo 4 
OFFICES: Detroit-Chicago-New York 


* JAHN & OLLIER ENGRAVING COMPANY 
Offset Reproduction Division 
817 W. Washington Blvd., Chicago 7 


* MUELLER COLOR PLATE Co. 
2320 N. 11th St., Milwaukee 6 
OFFICES: Detroit-Chicago 


* MINOTTI COMPANY 
257 Elizabeth St., New York 12 


* RIGHTMIRE-BERG CO. 
717 S. Wells St., Chicago 7 


* STEVENSON PHOTO COLOR SEPARATION CO. 
400 Pike St., Cincinnati 2 


ve a. a ee. a ——— a eae 
My hans 
f Be 
Daan Sa. 

— ace 
; ioe 

: “ad 
' | POINT-OF-P . 
| \ . as 
fl BA "YP 7a 
N - i = 

| SS AL as’ 
= > BA, —— NY = 
: “SS i —__. Pr mn cK ——— — | 3 
| _ 
i | See 
i ek. 
| Pe 
| an 2 
| a ry 
| ao 

ee 

og 

Ps 

mi 

ae 

a [Ps 

— 

‘ a | , . E a 
g * 
ovale 
| Bl 
5 Ney 
i | Pe 
| ae tag 
P| kes 
bi FT ag 
nh 

it 1 
| ate te 

. | «OF PUR. pe as = a _ oa = aa a 
Wi K %, - COME...SEE...LEARN ALL THAT'S NEWIN gigas aig 
i i ite ; e ¥ : 5. ae ae _ ea Bais 

1) € * POINT OF PURCHASE ADVERTISING ‘ef J 
{ ye SYMPOSIUM Apri sche TWO-DAY EXHIBIT, Api sed. c ach eh 
i ee 

| — Sie 

; _ oe 

aa. fe | as -— 7 oe — (<> a ee ee a 


Ce ae e,% § 


“ 


7 


<4 


a 7 


64 


10% of Delta 
Budget Put into 
Display Items 


New York, March 21—Delta Air 
Lines, which serves 14 southern 
and midwestern states, currently 
devotes about 10% of its advertis- 
ing appropriation to point of sale 
material. 

In fact, Delta has hunted for and 
used new point of sale devices all 
during its 22 years of corporate 
existence, trying to dramatize 
speed, comfort, economy and con- | 
venience of air travel on its line. 

At present, here's the way its. 
display program is divided 


except for the inside front cover 
and back. Costwise, it is the most 
expensive sales literature the line 
has ever used, but is distributed 
free by Delta ticket offices, and 
TWA'’s offices in Detroit, Dayton 
and Columbus—since TWA has an 
interchange agreement with Delta. 
The book is now in its second 
printing of 20,000. 

Figures—“Dottie Delta” and the 
“Colonel” are three-dimensional, 
18” dolls. Delta began by wanting 
a one-character personification, bu 
when the Adams agency brought 
in the two for a final choice by 
the line, it was decided to team 
them. The dolls are now in the 
ticket offices of 34 cities, and are 
used on Delta TV spots and in the 
larger portion of its newspaper ad- 
vertisements. 


| @ Posters—Delta uses a series of 


| 22x28” paper cutout posters; they 


a Guide book —“Planning your 
Holiday in Miami and Miami 
Beach” is a 60-page, illustrated 
book designed to build Delta’s 
travel to Florida. Prepared by 
Burke Dowling Adams, Montclair, 
N. J., Delta’s agency, it is substan- 
tially free from commercial copy, 


call 


COPELAND 


for 


DISPLAYS 
CO. 5-5621 
We design and build high quality, eco- 
nomical, merchandising displays that sell. 
Royallte— Wood—Plastics— Animation. 
COPELAND DISPLAYS, INC. 
537 West 53rd Street, New York City 


are furnished in sets of four, two 
boosting Miami, one each on Cali- 
fornia and Chicago. They go to all 
city and field Delta offices, and 
hundreds are sent by ticket agents 
to department stores and luggage 
shops. 

Window Displays—The latest in 
a long line is a “mobile,” showing 
a Delta plane flying above the 
clouds. Window displays are usual- 
ly concentrated on the speed of air 
transportation. 

Counter Display—At present, a 
life-size, wallboard owl, whose 
eyes blink, is in use, promoting 
Delta’s “owl air coach” flights to 
five cities. Some 200 owls are now 
in use in ticket offices and travel 
agents’ offices. 

Drawings—*Pin-up girls,” black 


Tl dul Gee 


Nhe Self- Sticking Sigus 


NO WATER! NO MUSS! NO FUSS! 


In MIR-O-FILM or tag they are ideal for replica displays 
or slogan campaigns. Our experience on hundreds of 


b 


Pp t can 


yours. 


Write for samples and prices today. 


R. R. KELLOGG ADVERTISING SERVICES, INC. 


1710 W. Washington Bivd. + 


los Angeles 7, California 


These representatives can help you today: 


Advertisers Sign & Display Company 
Conway Advertising Products Company 
Charles S. Frisbie 562 Empire 
Chas F Keebaugh Company 
RR. Noland Company 


1133 Broadway, New York 10, New York 


540 North Michigan Avenue, Chicago 11, lilinors 


Bidg..P. O Box 1029, Milwaukee 1, Wisconsin 
411 North 7th Street, St. Louis 1, Missouri 


745 McKnight Building. Minneapolis 1. Minnesota 


DELTA DEVICES—Delta Air Lines weaves these display devices into its advertising 


program. At left above are Dottie Delta 


and The Colonel, figurines who double 


on TV spots; next is a window poster, adoptable for outdoor use. Below are an owl 
counter display and a guide book with map. Burke Dowling Adams Inc. is agency. 


and white drawings used in Delta 
ads, are mailed regularly to 10,000 
shipping offices across the country 
to boost the use of Delta’s air 
freight facilities. 


@ The point of purchase material 
is geared with the airline’s adver- 
tising, and much of the material 
is repeated. The dolls are used in 
both places, as was said earlier; 
the Miami book is featured in four- 
color ads in the Chicago Tribune 
and black and white ads in other 
Delta cities. The ow! is used in all 
Delta coach advertising. 

The posters, the work of Ervine 
Metzl, also are used in 24-sheet 
posters. During the Miami season, 
about 75 locations are booked in 
Chicago, Atlanta and Miami, using 
Day-Glo colors intensified by sun- 
light. Painted bulletins are used in 
Atlanta and Dallas, sometimes 
with black light techniques. The 
“pin-up-girls” are used in a series 
of newspaper and business paper 


advertisements, utilizing limerick 
copy. 
Posters are issued about four 


times a year, and window displays 
are changed about every two 
months. 


Four Name Heinrich Agency 

Don Heinrich Advertising Agen- 
cy, Peoria, 'Ill., has added the fol- 
lowing new accounts: Meckum 
Engineering, Ottawa, Ill, design- 


er and manufacturer of sand and 
gravel plant equipment, using} 
direct mail; Brown Auto Supply, 
Peoria, using newspapers and 
direct mail; Philip S. Olt Co.,| 
Pekin, Ill., bird calls, using trade 
publications, magazines and direct 


mail, and Bachtold Bros., For- 
rest, Ill., mobile weed mowing 
equipment. 


Plastico Opens N. Y.Branch | 

Plastic Binding Corp., Chicago, 
manufacturer of the Plastico type 
of plastic binding elements, has 
opened an eastern branch at 15 W. 
24th St., New York 10. A combina- 
tion office, display room and fac- 
tory, the branch is managed by 
Hymen Melnikoff, with the com- 
pany for about 20 years. 


Bradley Joins Price Agency 

William Bradley, formerly as- 
sistant to the research director of 
the Chicago office of Batten, Bar- 
ton, Durstine & Osborn, has join- 
ed Price, Robinson & Frank, Chi- 
cago, in a similar capacity. 


CBS Signs New Nielsen Pact 

Columbia Broadcasting System, 
New York, has signed a new con- 
tract—at an increased fee—with 
A. C. Nielsen Co. covering Niel- 
sen’s National Radio Index. Mu- 
tual, first network to agree to 
the higher Nielsen price, signed 
earlier. 
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Pinwae Opens Drive 
on Pin Curl Home 
Permanent Wave Kit 


San Gapriet, CAL., March 21— 
Pinwae pin curl home permanents, 
product of G. G. Inc., has launched 

ja 13-week newspaper advertising 
campaign in Chicago, St. Louis, 
Detroit and Indianapolis. 

Aim of the drive is to boost Pin- 
wae sales in drug outlets. In Chi- 
cago, the campaign has the co- 
operation of the Chicago Retail 
Druggists’ Assn. Other cooperating 
groups are the Indianapolis Assn. 
of Retail Druggists, the Retail 
Druggists’ Assn. of Greater St. 
Louis and the Detroit Retail Drug- 

| gists’ Assn. 

A 13-week program was started 

|earlier this month in California, 
with newspapers carrying ads over 
the signature of “Your Independ- 
ent Druggist— Member of the 
Northern California Pharmaceuti- 
| cal Assn.” 

| 

e Ads, two columns by 9”, will 
appear in the Daily News, Herald- 
American, Sun-Times and Tribune 
in Chicago; Globe-Democrat in St. 
Louis; News in Detroit, and Star 
and News in Indianapolis. Major 
papers in the northern California 
drive include the San Francisco 
Examiner, Call-Bulletin, Chronicle 
and News. 

George G. Watson, Pinwae sales 
manager, said the campaign ulti- 
mately will be expanded through- 
out the country, with the coopera- 
tion of state, regional and local 
druggists’ associations. 

Pinwae made its debut about 18 
months ago and, according to Mr. 
Watson, it has had gross sales of 
$2,000,000 in drug and department 
store outlets since then. Allied Ad- 
vertising Agencies, Los Angeles, 
handles Pinwae. 


dow displays. 


sign . . . production 


11 E. Walton Place 


TIME after TIME 


our creative design and expert production are 
employed in promoting the sale of ELGIN 
WATCHES through permanent counter and win- 


Discriminating advertisers like ELGIN return 
TIME after TIME only if well pleased with de- 
. ». SCTVICE. 


= on » woe | §— Company. 


DISPLAY DESIGNERS & MANUFACTURERS 
Factory — Rockford, Illinois 
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wer Mainspring 


Chicago 1] 
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WOOD-GLASS 
CONSTRUCTION 


CARDBOARD 


PACKING 
SHIPPING 


PRINTING 


” PLASTI 


DIMENSIONAL 
DISPLAYS 


U.S. PAT REG. NO 531.356 


CONVERSION BURNER 


Maaimum ethers « Des-aned 
To fa YIUr Peet ng | tow 


River Raisin has the country's 
most complete display service 
---a@8 convenient as your tele- 
phone...our versatile art staff 
creates the basic idea and the 
dimensional construction . . . 
eur production experts produce 
the quality, finished displays 
— DIMENSIONAL DISPLAYS 
that attract attention and sell 


We manufacture corrugat- 


ed and solid fibre shipping 


containers from materials 
produced in our own paper 
mills, thereby enabling us to 
deliver superior, colorful dis- 
plays at lower costs to you. 


| 


RIVER RAISIN PAPER COMPANY . oisetar oivision - monnot, micncan 


Gentlemen: 


| would like to know more about your “ONE CALL FOR ALL” Display Service. 


We start planning our point of sale campaign on or about 


We buy our point of sale on or about 


. It would be 


convenient for your salesman to call on us on or about 


Company Name 
Address City 
Telephone No. 


RIVER RAISIN 


Signed __ 


Zone State 


Title 


PAPER COMPANY 


DISPLAY DIVISION + MONROE, MICHIGAN 


CORRUGATED & SOLID FIBRE SHIPPING CONTAINERS + PACKING MATERIALS + FIBRE BOARDS + CORRUGATING STRAW 
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Dairy Group Signs Lawrence | Appoints Alan Langenus 

American Dairy Assn., Chicago,, Alan G. Langenus has been 
has signed to sponsor a weekly | named vice-president in charge of 
15-minute commentary by David) sales, promotion and educational 
Lawrence, Washington columnist | activities of Theodore Presser Co., 
and publisher, over the full Na-| Bryn Mawr, Pa. He was ee! 
tional Broadcasting Co. network,| with Boosey & Hawkes and wi 
starting April 1, 2:30-2:45 p.m.,| Car! Fischer Inc. 


CST. Campbell-Mithun, Chicago, 

is the association’s agency. Mutual Names Ray Freedman 
Mutual Truck Parts Co., Chi- 

Kar-Venience to Houck | cago, has appointed Ray Freedman 


Kar-Venience Mfg. Co., manu-|& Associates, Chicago, to handle 
facturer of a combination arm radio, trade and outdoor advertis- 
rest-carrying case for automobile|ing. Sander Rodkin Advertising 
use, has appointed Houck & Co.| and the Kapps Co. formerly serv- 
of Florida Inc., Miami. iced the account. 


ocean ie IE Th Tee See 
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| CHROME + NICKEL + COLORS 
\\ Novelty Finishes and Simulated Wood Grains 


Use them on your ADVERTISING 
DIRECTIONAL end POINT of SALE Signs 
THE YARDER MANUFACTURING CO. 
816 Phillips Avenve Tolede 12, Ohie 


Three-Dimensional Camera Makes Those 
Motionless Pictures That Seem to Move 


New Rocuetz, N. Y., March 22| “The camera, as it moves slow- 
—Motionless pictures that move—| ly from left to right, takes a series 
that’s the specialty of Pictorial | of pictures—all on one plate,” Mr. 
Productions, 455 Main St. here, a Anderson was quoted in a recen 


four-year-old company operated 
son. 


| be pointed out that Pictorial’s mo- 
tionless point-of-purchase displays 
get their animation through spec- 
tator movement alone. 

Remember that Blatz beer dis- 
play in store windows? You walk- 
ed by and saw a girl with a glass 
of Blatz who looked you right in 
| the eye. Then, as you moved fur- 
| ther, you saw the girl actually 
wink at you. That was an Ander- 
son creation. 


@ The picture-changing which 
| Pictorial has brought to display 
| popularity is made possible by a 
unique three-dimensional camera. 


|article in “Monsanto 
by Mr. and Mrs. Victor G. Ander-| put out by the Monsanto Chemical 


By way of explanation, it should | 


Magazine,” 


Co. 

“These appear to be scrambled. 
But we take the scrambled orig- 
inal and on the front of it place a 
sheet of plastic—block stock cellu- 
lose made for us on request by 
Monsanto. This plastic sheet has 
been especially treated by us in 
several manufacturing processes 
to give it hundreds of tiny lenses. 
These precision lenses are right 
against the viewing surface of the 
scrambled picture beneath. 


s “These lenses bring the picture 
into focus for the person looking 
at it. His eyes become the camera’s 
eye. As he moves from side to 
side, he sees in perfect register 


i 0.4 


'\ COMPLETE PROTECTION / 


The same fine creative staff 
is available to you, whether your 
requirement is a small counter 
stand or . . . as in the case 
of THE TEXAS COMPANY .. . 
an entire year’s campaign. 


PLETE 


ROTECTION ” 


~..as symbolized by this armored 
figure...created and produced 
by us, is the theme of the six displays 
in the 1951 TEXACO Campaign. 


MAR.-APR. DISPLAY 


TEXACO 
mari 


TEXA 


TEXACO |; 
MaRFaK N 


INDUSTRIAL LITHOGRAPHIC COMPANY, INC. 


PLANT — 1401 37th Street, Brooklyn 18, WY. 


SALES OFFICE. 285 Madison Avenve, New York 17, W.Y. 


WD (cailive... Lithogrgelry toe National Advertiivrs 


TWO-IN-ONE—Here’s a display created 
Productions for LeBlanc 


what the camera saw. And, of 
course, he gets the three-dimen- 
sional effect because the camera, 
as it had been moved from left to 
right, shot ‘around’ the object from 
both sides. 

“And as he watches, and moves 
slightly, he gets what we call the 
‘phase shift’ or ‘hop.’ The viewer 
seems to see action in a still pic- 
ture.” 

Among the advertisers using 
Pictorial’s eye-catching displays 
are U.S. Rubber, Alexander Smith 
carpets, Argus cameras, Lustre 
Creme, Hadacol and Blatz Brew- 
ing. For Hadacol, Pictorial turned 
out 5,000 displays which show a 
gal in two different poses. A Pic- 
torial animation ranges from 
simple facial changes to entire 
changes of pictures and back- 
ground. 


@ Mr. Anderson said the average 
non-animated display might re- 
main on a retail counter or window 
for seven days to a month, but that 
Pictorial’s have much greater stay- 
ing power. The Blatz display, for 
example, was first introduced two 
years ago—and may still be seen 
in many outlets. 

The supply of plastic —which 
is heavily used by Pictorial be- 
cause it is unbreakable and has 
been found to give excellent con- 
stant-quality for mass production 
—is not worrying the Andersons. 
They said they felt plastic would 
be available for their work. 

“We use extruded acetate 
sheets,” said Mr. Anderson, “and 
production is going up because of 
an increased cotton crop this 
year.” 

Pictorial has gotten away from 
the use of metal in the light boxes 
for its display. It has substituted 
impregnated asphalt boards which 
“do a better job, have better ap- 
pearance and are easier to work 
with.” 

Mr. Anderson said the average 
price of a Pictorial display ranges 
from $6.50 to $8.50 each, complete 
and packed ready for shipment. 


Dartnell Offers Industrial 
Relations Year Book 


Dartnell Corp. 4660 Ravens- 
wood Ave., Chicago, has published 
the “1951 Industrial Relations 
Year Book,” which digests the ma- 
jor activities industrial plants are 
currently undertaking in order 
to improve relations between em- 
ployer and employe. Included in 
the book are directories of labor 
unions, management counselors, 
industrial relations and personnel 
associations, and universities and 
colleges with specialized courses 
in this field. The price is $5. 


Capp Names Gladys Murray 
ae Murray, formerly sales 
romotion manager of Dogpatch 
Styles, New York, has been named 
vice-president in charge of adver- 
tising, publicity and exploitation 


for the Capp Enterprises subsidi- 
ary. 
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TRANSITION TO THE ‘ETHICAL’—When Lonteen Medical Lab- 
oratories began marketing its Lonteen diaphragm and jelly in 
1922, contreception was taboo. Doctors who offered patients 
counsel on the subject were regarded | with suspicion. As a result, 
the 


d its pr 


years 


in display material for drug stores. 


nature of the subject, Lontesn felt that the best method of mor- 


keting its products loy in ‘aging the 
inine hygiene departments in drug ‘teres 


entire department, as in the window (center) used 


blishment of fem- 
and promoting the rar Fy Dr. Solon N. Blockb 
used about 20 directs the account. 


ago. The counter display (right) wos used until about 
three years ago, when the products were given American Medicol 
Assn. acceptance. Since the AMA disapproves of ad material 
containing even the cdmonition, 
company has largely abandoned display motericl. 
Lanteen’s transition to the “ethical” 
feminine hygiene department has strengthened the stature 
and increased the .-~— 4 the department it helped to 


“consult your physician,” the 
Ironically, 
and its removal from the 


es 


Atlanta TV Ratings 
Vary from National 
Ratings: Videodex 


Cuicaco, March 22—The first 
Videodex rating of TV shows in 
Atlanta demonstrates “how the 
network advertiser cannot assume 
similar audiences in different re- 
gions of the country,” accoraing to 
Jay & Graham Research Inc. 

The first official Videodex re- 
port on Atlanta, covering the first 
week in February and based on 
diary reports from 350 TV homes, 
shows the following differences in 
Atlanta and the national Videodex 
ratings (in each comparison, the 
first show is seen on Station 
WAGA-TV, and the second on 
WSB-TV): 


Atlanta National 
L po Lo — Te bina 24.1 18.8 
Playhouse (NBC).... 37.0 418 
2. Coerity Time (CBS) ..... 28.7 17.8 
Dave Garroway (NBC)...... 86 214 
3. Perry a 23.8 16.7 
Camel News (NBC)........ 28.1 25.7 
4. Horace Heidt (CBS)........ 316 219 
Lights Out (NBC)........ 22.6 33.4 
5. Vaughn Monroe sous saa ae 12.6 
Billy Rose (ABC). — li | 
©: Cte <n ve cee, 19.7 349 | 
Quiz Kids (NBC).......... 32.8 13.2 
7. Big Top (CBS).......... 12.7 64 


ow Named Smith “ 

8. Star of the Family (CBS) . 42 117 
You Bet Your Life (NBC)... ‘49.9 32.8 
Jay & Graham points out that 

“You Bet Your Life” on kinescope 

“can be slotted to do better than if 

it were telecast live.” In other) 

cities it is seen Thursdays at 8) 

p.m., EST, against “Stop the Mu- 

sic” and Burns & Allen, whereas it 

is telecast Friday at 10 p.m., EST, 
in Atlanta, against much less com- 
petition. 


Sets Drive for Desco Shoes 

Desco Revelations, American 
arch support casual shoes now be- | 
ing manufactured in Canada by | 
J. D. Carrier Shoe Co., Toronto, 
will be promoted in an extensive | 
campaign in national and local 
newspapers, plus trade publica-| 
tions and direct mail. Aikin-Mc- | 
Cracken Ltd., Toronto, handles 
the account. 


Gets Kiplinger's TV Account 

Albert Frank-Guenther Law, 
New York, has been named to han- 
dle the television advertising of the 
Kiplinger Washington Agency and 
Changing Times, the Kiplinger 
magazine. The Earle A. Buckley 
Organization, Philadelphia, will 
continue to handle non-TV Kip- 
linger advertising. 


Seth Thomas Clock to JWT 
Seth Thomas Clock Co., division 
of General Time Corp., Thomas- 
ton, Conn., has switched from Bat- 
ten, Barton, Durstine & Osborn to 


J. Walter Thompson Co., New 
York. The latter will handle! 
Thomas clocks as well as a new 


line of watches, to be introduced 
later. 


Moloney Agency Moves 

Edward J. Moloney Advertising 
Co., promotion § specialist, has 
moved to 251 W. 57th St., New 
York. The agency has named 
Nancy Dillon to cover department 
store promotions, and Joseph F. 
Kemmer as art director. 


Miller Joins Ketchum 

Irving Miller, formerly a prod- 
uct advertising manager of Swift 
& Co., Chicago, has joined the re- 


search and merchandising depart- 
ment of Ketchum, MacLeod & 
Grove, Pittsburgh, as merchandis- | 


Tell Your 
Story with 


“SHOPPER STOPPER” 


moves the customer te AC- 


TION — where you went 


ACTION — ot the peint-ef- 
sole. Hes the 
projected pictures with the 
ease ond economy of flim. 
Find evt teday how it will 
open doers fer your soles. 


men — Write fer Brochure 
AA-10. 


Zip 
The HARWALD COMPANY 
1216 CHICAGO AVE., EVANSTON, ILL. 
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ing manager. | 
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Costly layouts, stock, artwork and printing cannot influence sales unless 
, your advertising material is used. Add a fraction of your total prepara- 
‘ tory costs for KLEEN-STIK and insure the productivity of your entire 
Point-of-Purchase investment. 


KLEEN-STIK gets P.O.P. up and keeps it up . 
for you. Wins instant dealer acceptance 


your field men. Have your printer or lithographer use KLEEN-STIK 
on your next window streamer, interior display, folder holder, shelf 
strip or die-cut piece to assure efficient, preferred Point-of-Purchase 
advertising. 


WALLS + WINDOWS «DOORS 
COLUMNS « TRUCK SIDES 
REFRIGERATORS + BINS 
COUNTERS + SHOW CASES 
CASH REGISTERS 
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Bien Jolie to Dunay Co. \‘No Ad Magic Can Overcome the Absence 


Benjamin & Johnes Inc., manu- h d : + 
facturer of Bien Jolie foundations, | 5 Sant e ni 
facturer Otsad the Dunay Co, New| Of POint of Sale Merchandising’: To 
York, to handle its account. A six-| Gyrcaco, March 21— Officials overcome the absence of point of 
" figure media schedule, p+ agp PO the Toni Co. division of Gil- sale merchandising.” 
2 Lo Po _ Ne ee \lette are convinced that “there Ever since the Toni home per- 
ield | nt.| is no magic in advertising that will manent made its debut in the St. 
field formerly carried the accow Sack otmnanatie mandi dik aaa 
ago, point of purchase promotion 


a has played an important role in | 

We Solve Your P.O.P. Problems! | building the company’s sales vol- 
ume. 

@ Professional installation service of window The development of Toni’s en 
i i i int-of-Purchase. dow display material has mn 
and interior displays at the Point-of-Pu pn Alen <li ~<a Monon 
‘ @ Point-of-Purchase advertising— =: the past few =, 
he : : Initially, the company feature 
i from Creation to Installation. Pg seg gh eens yg er ye oss 
@ Expert display counselling to advertisers, themselves a “creme cold wave 


permanent at home in two io 


manufacturers and advertising agencies. three hours.” Home permanents 


é —— 23 years of Experience in Display Counselling — | still were relatively new, and win- 
dow display material was designed RETAILER COOPERATION—Not all retail outlets have featured Toni as this Snyder 
1112 BOYLSTON STREET to create acceptance for the idea drug store in St. Paul has, but the company’s consistently hard-hitting national adver- 
SUPERIOR DISPLAY INC. BOSTON 15, MASS. of a home permanent. Later, ma- ising plus intensive display, work on the part of its sal have achieved some 
| terial was designed to stimulate spectacular results in point of sale merchandising. hy 
Julius R. Teich, President impulse buying. i 


Toni considers its point of sale promotion as a continuing process of merchandising, and it defines : 
seas ra merchandising as “knowing what 

, the public wants and telling them 
that you have it.” It has instilled al 
in its salesmen the conviction } 
that sales personnel should be 
merchandisers, not order takers. 


@ The company feels that if a 
salesman can show a druggist, : 
department store buyer or variety 
store manager how to move Toni 
merchandise profitably, the dealer : } 
will not have to be sold on placing | 
additional orders. Orders will come 
automatically, for the dealer will 
see that by proper promotion, the 
merchandise will sell itself. | 
Hence, from the beginning, Toni : 
salesmen have maintained close { 
personal contact with retailers in . 
order to service window display 
space. Incidentally, one of the 
company’s first dealers—a Snyder 
drug store in St. Paul—still main- 
tains an elaborate Toni display 
inside the store. 


“a 
_— 


fn 


e A counter display next to the 
cash register was Toni’s next step 


ve | a bo 
ao Fa 
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| DO IT AT HOME—One of the earliest 
window displays used by Toni Co. feo- 
tured the ease of ‘giving yourself a per- 
manent at home.” The display employed 
cords and banners designed for max- 
imum flexibility and used the original 
Toni packages for the mass display 
effect. 


in the development of display 


2 ess 7 techniques and was used widely, 4 
ge re th ey teeengemee, beginning in 1947. 
: budget dealers --* medvertising se rVEliquidating plan r The package was redesigned in , 
Ni comes <o low in co® ad clocks and the in today | TELECHRON INC., 183 Pleasant Street, Ashland, Mass. that same year and, in 1948, Toni } 
3 i about Telech ror end the coup? TLIATE- | ‘I'm interested in more information about Telechron ad introduced its now-famous “which 
per wash out the a 1 ELECTRIC AFF | clocks and the self-liquidating plans for promoting them. twin has the Toni” theme. The l 
5 TELECHRON Inc. AG | © 15” 1ruminatep ap cocks (Minimum quantity, 100) a new package made pos- 
| ([] 12” NON.ILLUMINATED AD CLOCKS (Minimum quantity, 100) poner y with : Saar qual aoe 4 
* | (_) 8” cLocxs for use in displays or dispensers “eye appeal.” 8 e 
= | (Minimum quantity, 50) , i 
ns crocKks | [_] PROMOTION CLOCKS (Minimum quantity, 250) @ A year later, the company intro- 
apvertis! f Salesme" | (] PRODUCT REPLICA CLocKs (Minimum quantity, 500) duced its spin curlers. The midget 
S. nt-oF I am interested in (No.) Clocks spin curlers and Bobbi wave kit 
: /made their debut last year. ( 
eis Title eiilialies | Each development has _ been 


featured in the store display ma- 
terial supplied by the company. 
Street naa . -_ But Toni salesmen frequently 
have worked out innovations. 
Typical was a “house of Toni” 
display which was widely dupli- 
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TONI'S LATEST—Current Toni displays, like this Ford Hopkins drug store counter 
display in Chicago, feature the company’s new theme: “Which girl has the natural 
curl, which girl has the Toni? Arthur Godfrey says, ‘I can’t tell, can you?’ The 


newest displays exploit package design 


to the moximum extent, and frequently 


include other products in the pany’s line. 


cated in many stores handling 
Toni products. 

Flexibility is the keynote of all 
: peint of sale material used by the 
; company. Because drug and va- 
' riety stores are important parts 
of the distribution setup, elabor- 
ate and expensive displays have 
been bypassed in favor of relative- 
ly simple counter and window 
ecards which can be used to set 
off the mass displays favored by 

these types of outlets. 
: Latest in the series is a display 
: featuring the company’s new slo- 
gan: “Which girl has the natural 
curl and which girl has the Toni?” 


Appoints Lewis & Gilman 


Wyeth Inc., Philadelphia, phar- 
maceutical products manufacturer, 
has named Lewis & Gilman, Phil- 
adelphia, to handle the advertising 
for Wyeth International Ltd., an 
affiliate responsible for foreign 
business. The agency had handled 
U. S. advertising for Wyeth Inc. 
for the past six years. 


McGregor Pushes Boys’ Socks 

McGregor Hosiery Mills, Toron- 
to, is running ads in Canadian 
dailies to announce its new Happy 
Foot sock for boys. Muter, Culiner, 
Frankfurter & Gould, Toronto, is 
the agency. 
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18 E. Huron St. *. 


_ MacRAE'S BLUE BOOK — 


_ Chicago 0, Illinois — 


CARDBOARD DISPLAYS 


| 328 SO. JEFFERSON ST., CHICAGO 6, ILLINOIS * RANDOLPH 6-3256 


A display to dramatize the new ZENITH SUPER 
TRANS-OCEANIC MODEL—ACTUALLY THE 
WORLD'S MOST POWERFUL PORTABLE RADIO. 


REQUIREMENTS: 
A Dramatize world-wide reception of the Zenith Super Trans-Oceanic! 
 B Identify the product and the Zenith name instantly! 


Cc | Sell the product, its features, its sales points with 
a smashing, traffic-stopping impact! 


| D | Sell two other Zenith portable Radios at the same time. 
cs Create this display within a fixed budget. 


the Solution 


a 


Let our creative staff work with you in developing your next lithographed 
cardboard display. Chances are they can bring new imagination and ex- 
perience to your problem ...and at a lower cost than you might expect. 


INLAND 


LITHOGRAPH COMPANY 


LITHOGRAPHED 
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AT WORK IN WINDOWS—At left is a motion display for Crosley TV sets, produced by Einson-Freeman Co., 
embracing an eight-page book, with pages 11x14”, lithographed in eight colors. An oscillating arm and a 
small motor turns the pages, with cover-to-cover reading time clocked at 38 seconds. In the center is a 

d of a fine painting by Carl Mueller, produced by Sweeney Lithograph Co. for U. S. Rubber Co.'s 
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TRAFFIC STOPPERS—Sell in window displays is demonstrated by this dissimilar group. At left, a Sheaffer's 
window built around o 24x32” display, produced by Zipprodt Inc., in which flashing lights provide the 
motion. Next, a 42” wide full-color lithographed disploy for Dana perfumes, produced by the displays di- 
vision of Kling Studios. The Mi Honeywell motion display, produced by Einson-Freeman, has 
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VARIED DISPLAYS—The varied pieces at left, produced by United States Printing & Lithograph Co. for 
Pabst Blue Ribbon beer, can be used singly or in combination for window, counter or back-bar display. 
Superior Displays, Boston, supplied the picture of the window display for Pickwick ale, produced by Albert 
Basse Associates. The Pflueger pieces show how art has been adapted to varied uses. The counter card 
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POINTED SALES APPEAL—At left above is a display for Massey-Harris toy tractors and combines built 
by Serigraph Sales & Mfg. Co. and covered with Lamcote by Arvey Corp. to protect it against dirt and 
weer. Next to it is a prefab display of Rigicor (the whole thing weighs less than 50 pounds) built by Capex 
Co. for use by RCA jobbers and distributors. It is used in showrooms for displaying merchandise and 
as @ demonstration unit, with the center panel serving as a screen on which pictures can be projected. The 
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Keds. At right is a suggested window display built around blow-ups of Life ods framed in a limed oak dis- 
play piece. They are being used in connection with the $1,000,000 “Your Drug Store’ campaign of Mc- 
Kesson & Robbins and 26 drug manufacturers and were produced by the Rode & Brand division of Stecher- 
Traung Lithograph Corp. 
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“snow” swirling behind the transparent plastic window, activated by a small blower. A flasher illuminates 
the trade name. At right is ao window display produced by Chicago Show Printing Co. for Massey-Harris 
farm equipment. The unit is printed in four colors with special color opaqueness on the reverse side to 
give it the illusion shown at the right. As the light comes on the umbrella appears. 


“9 

a”) pr, 

is a reduction in one plane from the large piece, and the other item is a close-up of the fighting bass. 
Forbes Lithograph Co. produced the material for Enterprise Mfg. Co. At for right is an effective window 


display for Hallmark cards. It was produced by Thomas A. Schutz Co. and mounted and finished by Chicago 
Cardboard Co. 
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Scott-Atwater display is for permanent floor use, built of Masonite, with the scenes painted on glass and 
illuminated by three alternating flashers. Berg-Amour Studios produced it. At far right is o a 
animated electric sign, 2,000 of which were produced for Monroe by Ph plating Co. 
display is shown here with the flasher on, illuminating the interior construction. When the flasher is " 
the shock absorber appears os o solid tube. 
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PROMINENT INTHE PUBLIC EYE- 


£; ontinental 
DISPLAYS . . . POSTERS 


From border to border, from the Empire State to the Golden 
Gate, Continental lithography—on point-of-purchase displays, 
24-sheet, 3-sheet and 1-sheet posters—is urging millions of 
Americans to “go buy” many of the country’s foremost brands. 
If there is one word that explains why Continental is the choice 
of so many national advertisers and agencies, it is “crafts- 
pats manship.” Add the word “service,” and you will understand 
6 , why so many of our customers have turned their lithographic 
ust MY ht requirements over to Continental, year after year after year. 
To learn how Continental’s combination of craftsmanship 
and service can benefit you, contact our home office or your 
nearest Continental branch office listed below. Our repre- 
sentatives are experienced men, well qualified to suggest ways 
in which your lithographic requirements can best be met. 


Continental 


LITHOGRAPH CORPORATION 
CLEVELAND, OHIO 


NEW YORK © CHICAGO © DETROIT © SEATTLE © PITTSBURGH @ SAN FRANCISCO © LOS ANGELES 


Member 'of Point-of-Purchase Advertising Institute ? 
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Larchmont Acres Shopping Center: It Has No Lack of Advertising Displays 


In Larchmont, N. Y., this nine-store building opened six months ago and now 
does a thriving business with families in two nearby subdivisions and others 
from all over Larchmont. Shown below are some of the many point of sale ad- 
vertising materials used there. The amount and variety of such ad materials 


TOY STORE & DELICATESSEN—Richbell Toytown displays include (top 
left) Right-Time Toy’s counter piece, said to be one of very few in the 
toy field that are not simply box covers, and display racks for Pocket 
Books, Wonder Books and comics books. At top right are two views 
of Buchanan's delicat . one showing a big lineup on top of the 
store's refrigerator of easel cards for Rheingold, Pepsi-Colo, Budweiser, 
Schaefer, Wise potato chips, Schlitz, Evervess, Canada Dry, Ballantine 
and Ruppert. At the delicatessen’s front window, however, Schaefer's 
beer layout completely dominates the picture. 


IN RICHBELL’S PHARMACY—The three middile-row pictures indicate 
the wide variety of point of sale ad materials used all through this 
drug store. At left is the cash register area, where customers see dis- 


plays for Gillette, Eversharp-Schick, Kleerize spectacles cleaner, Dr. 
Heath denture adhesive, Dial soap and other items. Center photo shows 
the hodge-podge effect of massing displays for products of many ad- 
vertisers. S hat domi here, ho , are displays for Playtex 
and Dr. West tooth brushes. At right are odd-shape display cases for 
Ace combs, Westclox watches, Gainsborough hair nets, Sanda stockings, 
Waterman pens, DuPont brushes and combs, Harjon manicure sets, etc. 
The odd-shape displays make it practically impossible for a retailer 
to use the cases for other products, or to hide these displays behind 
others. 


LAUNDROMAT—This store, typical of others throughout the U.S., uses 
regular Westinghouse materials, including neon Laundromat sign and 


used in this new center is no less than that used in most shopping centers around 
the nation. By contrast, on the facing page. are pictures taken by AA in another 
type of shopping center where advertisers have more difficulty in placing ad 
materials, and comparatively few are used. 


three or four different window stickers and wall posters. In addition, 
the Larchmont Acres store displays a Tintex window sticker. 


IN THE SUPERMARKET—The Big Dollar store, one of a chain, makes 
liberal use of manufacturers’ point of sale aids. In the three bottom 
pictures are shown (left to right) a mass display for Borden in which 
it promotes Eagle Brand condensed milk for making lemon pie, a: 
above this a series of wire-hangars pr ing national brand cleaning 
products (along with a Tea Bureau sign); a view of the Sealtest freezer, 
a “sqeeze-set” premium offer by Diamond Crystal salt and wire han- 
gors for Birds Eye, Swift and Hi Ho; and a display for Canada Dry 
ginger ale. The latter display was big because a Canade Dry sales- 
man lives nearby and keeps right on the job. 
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Park Forest, Ill.: Point of Sale Display in Self-Contained Shopping Area 


Located 30 miles south of Chicago's Loop, Park Forest is a gigantic new hous- 
ing project of 3,000 rental units and 10,000 people (a large percentage admen, 
journalists and salesmen). The first of several thousand homes for sale are be- 
ing built. This suburban “village” is served by a self-contained shopping center 


PABST ‘MONOPOLY’—At top left and center are pictures of almost all 
the point of sale display advertising in the local liquor store. Pabst’s 
backboard, including neon-lighted clock, is supplemented by other Pabst 
display materiol at store's front. On one “tidbits” counter is Kellogg 
Nut Co.'s cutout card holding Double Kay cans, plus display boxes for 
Glassip drinking straws, King Cone Corp.'s Old London sandwiches and 
(on their backs) Libbey glasses. At top right, on the hardware store's 
crowded checkout counter are small display stands of Mystik tape and 
Moore Push Pin hangers, Moeller Mfg. Co. bottle stoppers in diecut 
cardboard and Imperial Knife’s Hopalong Cassidy cardboard stand. 
Elsewh in the hord store, there were some other special dis- 
plays showing off the actual product, and one or two paint signs. 


display pieces. 


IN THE SUPERMARKET: The center group of pictures taken in the 
Jewel store indicate the chain's preference for building moss displays 
and its reliance, apparently, on the display value of the packages 
themselves to attract the buyer. At left is a big assortment of spices, 
nearly all those of McCormick & Co., whose sign is almost entirely 
hidden behind its products. On the shopping cart can be seen one of 
the cart ad signs; Jewel sells spoce on the carts, considers this o top 
advertising value. At left center is the familiar potato chip rack device, 
these for Jays potato chips. At right center are a Florida orange wire 
hangar and, behind it, a Sunkist lemon wall banner. At right, one of 
two Snow Crop freezers in the store—the only two freezers promoting 
@ single company product (the importance to Snow Crop of these 


of 23 attractive stores, including the largest supermarket in the Jewel chain. The 
pictures below show that, despite some restrictions on use of point of sale ad- 
vertising. there is still considerable use in such a planned center of advertisers’ 


freezers was told in AA's two-part story on the Marketers, March 
5 and 12). 


DRUG STORE DISPLAY: In this privately owned member of the Rexall 
choin, most point of sale odvertising consists of such major disploy 
coses as shown in three of the four pictures below. At left, plastic 
counter stand for Lucien Lelong colognes; left center, o pipe stand and 
toboccos on the cabinet thot forms the center of the squore checkout 
counter; right center, Whitman Condy Co.'s massive and oftractive cob- 
inet; at right, Johnson & Johnson's compact display stond. This drug 
store uses o fair amount of wire hangars, counter cards and the like, 
but almost alwoys confines these to Rexall materials. 
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Package Design is Essential Part 
Of Point of Purchase, Says Designer 


New York, March 22—Pack- 
aging is an essential part of point 
of purchase advertising. Manufac- 
turers who do not package their 
goods with that in mind are handi- 
capping themselves and their deal- 
ers needlessly. 

In addition, salesmen need point 
of purchase material to help them 
clinch sales to dealers. Samples 
alone are not enough. Salesmen 
need point of purchase material 
that will enable them to show sam- 
ples effectively when selling deal- 
ers. 

Those are the opinions of Gerald 


Stahl, industrial designer, and 
Julian L. Marwell, who heads 
Stahl’s merchandising and re- 


search department. Their opinions 
are backed by practical experience 


in package design and merchandis- 
ing, and by a number of concrete 
examples. 


@ The packaging of cabinet 
catches, which Stahl’s organization 


did for Stanley Works, is a good) 


illustration. Formerly the goods 
were packaged in plain corrugated 


boxes. Mr. Stahl made a point of} 


purchase display unit of each box. 
He put a lot of “sell” on each box 
stressing that “the catch with the 
floating strike” had an “automatic 
adjustment,” was “rust resisting” 


and “easily applied.” It encouraged | 


impulse buying. The first year 
after repackaging, sales of the 
item increased 18%. 

Another example of packaging 
with point of purchase impact is 


STARTLING FULL-COLOR 
DISPLAYS AT NEW LOW PRICES! 


THREE-DIMENSIONAL 


LIGHTED DISPLAYS 


é ve 


é 


DOUBLE USE PACKAGE—This die-cut package for U. S. Electric Mfg. Corp.'s bubble 
lamps wos designed so children could use it as a toy. This helped to sell out the 
line when the package was first introduced in 1949. 


These are real eye-stoppers—full color, 
three dimensional, lighted displays which 
give the illusion of depth and can show 
motion. Case histones prove that they 
definitely sell more merchandise than less 
Migenlous displays costing as much or 
more 
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NEW “PLASTIFORM”’ SIGNS 


WE MAKE ORIGINAL COLOR TRANSPARENCIES 


AGENCY AND DISPLAY COMPANY 
INQUIRIES INVITED 


BOND DISPLAYS INC. «.-% 


The new Plasti-Form sign—with 
its full color and three-dimen 
sional effect — adapts itself to 
practically every use. Can be 
used as a lighted display, or as is. 
Low in price — less than $1 each 
in quantities — high in proven 
results! Provides powerful impact 
at point of sale. 


STILL CORRUGATED—These new packages for Landers, Frary & Clark are meant 
for display. Former packages were plain corrugated boxes which were not thought 
of in connection with point of purchase advertising. 


| the repackaging of Landers, Frary 


& Clark’s Universal electric house- 
wares. The Universal Coffeematic 
and Beam-O-Lite automatic iron, 
originally packed in plain corru- 


| gated boxes, were repackaged in 


attractively designed and printed 
containers which, like the origi- 


| nals, also are corrugated boxes. 


The purpose of this redesign job 
was to develop a basic family de- 
sign for packaging eleven different 
products. This called for a distinc- 
tive design element so that both the 
brand name and the product would 
be clearly identified. The product 
was identified both by an illustra- 
tion and by type. Prospective buy- 
ers get the whole sales story from 


the package. 

This repackaging job was com- 
pleted only recently and the pack- 
ages are now in production. The 
Stahl organization worked with 
the manufacturer’s agency, Goold 
& Tierney, in developing the pro- 
gram. 


@ Another example of sales de- 
signing is the development of a 
compact ice cream dispensing unit 
for small retailers which Mr. Stahl 
did for National Dairy Products 
Corp. 

The Stahl organization made a 
special survey to find out how re- 
tailers handled their ice cream 
sales and what they thought would 


ATTENTION: national advertisers 


HOW ABOUT DEALER SIGNS 
DURING THE EMERGENCY? 


During the uncertain period ahead 
many advertisers foresee difficulty in 
maintaining a dependable source for 
dealer signs. The reason: critical short- 
ages of strategic materials. 

Hence, this reminder! 

Meyercord Decal Window Valances 
and Signs are available now for the 
years to come...for dealer store-front, 
top-of-the-window, interior wall, door, 
mirror and counter use. 

These surfaces are there—free to 
use! No backgrounds or frames to pre- 
pare. Durable, low-cost Decal signs 


Solve your dealer sign 

problems! Send for this 
informative, full-color book 

on Meyercord Decal signs TODAY! 
Address Dept. 1-3 


ADVERTISE-IDENTIFY- DECORATE WITH DECALS 


are washable, weather-proof and color- 
fast. They can be produced in any 
number of colors, sizes or designs at a 
fraction of handpainting time and cost 
—and /ast for years! 

Get your signs up “for the dura- 
tion” and identify your dealers to the 
shifting “defense plant population” 
that is sure to come. Long used by 
leading national advertisers for last- 
ing, full-color dealer identification, 
Meyercord Decal Signs and top-of-the- 
window Valances take on increasing 
importance—now! 


Don’t Get Caught with Your Signs Down 


TkeeMEYERCORDZ. 


World's Lergest Decal Mawulacture: 
2 
CHICAGO 44 1 


$323 W LAKE ST 
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improve the situation. The survey 
found that most small stores were 
merchandising ice cream poorly, 
and that turnover was unsatisfac- 
tory both to dealers and to the 
manufacturer. 

A compact and attractive dis- 
pensing unit was developed which 
occupies 15 sq. ft. of floor space. 
It has compartments for eight dif- 
| ferent flavors of ice cream, will 
| take any conventional freezer, and 
|has adequate space for syrups, 

cones, plates, and accessories. It is 
| constructed of sheet metal and 
| plastic and provided with special 
| illumination facilites. A simple 
installation was provided for run- 
ning water and drainage. 


e For U. S. Electric Mfg. Corp. 
Mr. Stahl developed an effective 
and relatively inexpensive com- 
bination package and point of pur- 
chase display for Christmas tree 
bubble lights which was first used 
in 1949. 

The little cardboard wagon 
boxes with reindeer were die-cut 
so youngsters could use the pack- 
ages as toys. Before the packages 
were ready, the salesmen took pic- 
tures of the display around to deal- 
ers. The entire production of the 
factory for the season was sold 
out before the packages had been 
produced. 

“That experience proved con- 
clusively the importance of pack- 
aging for sales,” Mr. Stahl says. 
“Stores today just don’t have the 
personal service that used to be a 
part of merchandising. People are 
used to self-service and, seemingly, 
want it. But that means the manu- 
facturer has to do more point of 
purchase advertising than ever.” 


@ Today's trend, Mr. Stahl says, is 
toward more packaging for mul- 
tiple sales. As an illustration, he 
mentioned a package he developed 
for Saluda Corp., manufacturer of 


NOVELTY ITEM—New type of timer, sim- 

ilar to miniature hour glass, made of 

plastic, now being introduced by Crea- 

tive Products Corp., uses effective display 

unit to stimulate impulse sales at point 
of purchase. 


men’s shorts and undershirts. The 
package was designed for Sears, 
Roebuck distribution and intended 
to increase turnover of the manu- 
facturer’s products by offering 
multiple units rather than single 
items. It stepped up sales so ma- 
terially, Mr. Stahl says, that with- 
in a few weeks after the first 
packages were delivered the com- 
pany placed a re-order which was 
for 125% more units than origi- 
nally ordered. 

“Packaging has to do more than 
it used to,” Mr. Stahl says. “Now 
it not only has to protect a prod- 
uct, it has to establish brand and 
product identification clearly, 
quickly and memorably. It has to 
catch interest, do a sales job, be 
designed to increase multiple unit 
sales, and often lend itself to be 
used for other things by the ulti- 
mate buyer. 

“The test of good packaging to- 
day is its value and effectiveness 
as point of purchase advertising.” 
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Robert S. Peare, 
GE’s Advertising 
and PR Chief, Dies 


ScuHenectapy, N. Y., March 20— 
Robert S. Peare, 50, vice-president 
in charge of public relations and 
advertising of General Electric Co., 
died here Sunday night as the re- 
sult of a heart attack suffered a 
week ago. He had been with Gen- 
eral Electric since 1922, following 
his graduation from the University 
of Michigan. 

After serving in the accounting 
and advertising departments, he 
was elected secretary-treasurer of 
Maqua Co., GE’s printing and en- 
graving affiliate here. In 1929, he 
became general manager and five 
years later was named president of 
Maqua. 

In 1940, Mr. Peare returned to 
GE as manager of the publicity 
department, and was elected a 
vice-president in 1944. His duties 
included supervision over the com- 
pany’s advertising and publicity 
departments and its radio and tele- 
vision stations. 


s In 1946, he received the award 
of the National Assn. of Public 
Relations Counsels for “the great- 
est contribution in the past year 
toward improvement of techniques 
and application of public rela- 
tions.” 

Mr. Peare was a director of the 
Advertising Federation of Ameri- 
ca and a member of the Assn. of 
National Advertisers and the Pub- 
lic Relations Society of America. 


HARRY PUBLICKER 

PHILADELPHIA, March 20—Harry 
Publicker, 74, board chairman of 
Publicker Industries, holding com- 
pany of Continental Distilling 
Corp., W. A. Haller Corp., Kinsey 
Distilling Corp., Old Hickory Dis- 
tilling Corp. and associated com- 
panies, died here March 15 from a 
stroke on the eve of his birthday. 

Born in the Russian Ukraine, he 
was brought to the U. S. as a child 
by his parents. In 1913 he estab- 
lished the Publicker Commercial 
Alcohol Co. here, manufacturer of 
industrial alcohol. In 1933, he es- 
tablished Continental Distilling 
Corp. and entered the distilled 
beverage field. The Publicker 
group is among the five largest 
national advertisers in the bever- 
age field. 

Mr. Publicker was an active 
philanthropist, making large do- 
nations to hospitals, religious in- 
stitutions and other charities. 


L. J. CONROY 

CLEVELAND, March 19—Laurence 
J. Conroy, 61, national advertising 
manager of the Cleveland News, 
died suddenly March 7 after col- 
lapsing in his office. 

Mr. Conroy joined the News in 
1920, and later went to New York 
as a national advertising represen- 
tative for Scripps-Howard news- 
| papers. Subsequently he returned 
|} to Cleveland and worked for the 
| Press, then went to Toledo to 
| work for the News Bee. He re- 
| joined the ad staff of the News in 
| 1936. 


- « « We won the B display contract for 


fifty-one!!! 
petition, 


order for twelve Major 


Against smart and respected com- 


we were awarded the entire year's 


Appliance displays.* 


Practically everyone in our organization 


cerebrated night and day on this campaign. 


Let's have a crack 


at your problems. 


SWEENEY LITHOGRAPH CO. INC. 


30 CHURCH - STREET, 


REctor 


NEW YORK 7, N. Y. 
2-4840 


*Brochure furnished on request 


J. FRED WOODRUFF 

Detroit, March 20—J. Fred 
Woodruff, 67, an early partner and 
officer of the Campbell-Ewald Co., 
and a pioneer in automotive ad- 
vertising, died suddenly Thursday, 
March 8, at his home in San 
Marino, Cal. 

Mr. Woodruff first became as- 
sociated with Campbell-Ewald in 
1916, and later became general 
manager, retiring in 1935. During 
the last three years of his connec- 
tion with the agency he was man- 
ager of the Los Angeles office. 


]. ROGER WHITE 

Cincinnati, March 22—J. Roger 
White, 61, vice-president in charge 
of sales and advertising for For- 
mica Co., laminated plastics manu- 
facturer, died here March 18 after 
an illness of four months. 

Mr. White joined Formica in 
1927 as district manager in the 
New York sales office. He came 
to Cincinnati as general sales 
manager in 1940 and three years 
later was named a vice-president. 


DAVID S. SHERESHEWSKY 

Newark, N. J., March 20—David 
S. Shereshewsky, 52, since 1933 
city editor and advertising man- 
ager of the New Jersey edition of 
the Jewish Morning Journal of 
New York, died here yesterday 
after a two-week illness. Before 
joining the Journal he was New 
Jersey advertising manager of the 
Jewish Daily Forward in New 
York. 


HARRY M. BRENEISA 

Cuicaco, March 22—Harry M. 
Breneisa, 59, advertising sales rep- 
resentative for Capper Publications 
Inc., died yesterday in Dixon Pub- 
lic Hospital. He had been ill for 
two months. 

Mr. Breneisa had been associ- 
ated with Capper’s western office 
here for 25 years. 


ARTHUR W. ALLEN 

Cuicaco, March 22—Arthur Wil- 
liam Allen, 84, a founder in 1903 
of Allen Klapp Co., newspaper 


representative, died March 9 at 
his winter home in Miami Beach 

In addition to being retired pres- 
ident of the firm he helped found, 
Mr. Allen also was a vice-presi- 
dent of the News Publishing Co 
in Fort Wayne. 


WALTER M. HALL 

Ranway, N. J., March 20—Wal- 
ter Mundy Hall, 84, for the past 
20 years business manager of the 
Rahway News-Record, died last 
night at the Rahway Memorial 
Hospital after a brief illness 


JWT Transfers Haldeman 

Robert Haldeman will transfer 
from the San Francisco office of 
J. Walter Thompson Co. to the 
agency's Los Angeles office about 
April 1. He will be succeeded in 
the San Francisco media depart- 
ment by Jack Horak. 


Jordan Joins Fletcher 

Wayne D. Jordan, president of 
Glenn, Jordan, Stoetzel, Chicago 
agency, has resigned to join Flet- 
cher D. Richards Inc., New York 


I; you ane 

your catalogue... 

or booklet... 

or house organ... 

to be read 

from cover to cover... 


be sure it 
as a cover 


h 


e 


reL 


, = a cover of BUCKEYE or 
BECKETT—the good-looking, long-wearing cover 
stocks which have long been the first choice 

of advertising men and printers everywhere. 

14 colors, 9 finishes, to choose from in the 
BUCKEYE line; 10 colors, 9 finishes, in the 
lower-priced but very attractive BECKETT line. 


RRR ete renee 


The Beckett 
Paper Company 


Makers of Good Paper in Hamilton, Ohio, Since 1848 
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Three Out of Four Wage Earners 
Have Confidence in Advertising 


Macfadden-ANA Survey 
Shows Women Are More 
Skeptical, However 


New York, March 20—An aver- 
age of three out of four wage 
earners in the U. S. feel that ad- 
vertising is necessary in a war 
economy, that it is helpful in show- 
ing the availability of scarce prod- 
ucts, and that continued adver- 
tising by manufacturers helps to 
insure jobs after the present emer- 
gency is over 

These are some of the findings 
of a survey of about 2,500 wage 
earners from every section of the 
country. The study was sponsored 
by the Advertising Federation of 
America in cooperation with the 
Wage Earner Forum of Macfadden 
Publications. The AFA undertook 
the survey to obtain guidance in 
its new national educational cam- 
paign, which will be released in 
June 


@ “It seems to me the results show 
definite indication of the high de- 
gree of interest in advertising to- 


day,”’ said Everett R. Smith, Mac- 
fadden research director. “Confi- 
dence in the values of advertising 
is shown definitely by both hus- 
bands and wives. The differences 
in the answers of wives and hus- 
bands, although slight in some 
cases, indicate that the wives will 
think for themselves. 

“Some of these variations indi- 
cate the need for further concen- 
tration of educational programs 
toward the wives, who are usually 
the buying principals for the ‘mid- 
dle majority’ in America.” 

The first statement in the sur- 
vey, requiring a true or false re- 
sponse, was: “During a period of 
war shortages advertising does its 
part by making people want prod- 
ucts, which in turn will mean jobs 
after the war.” 

Men and women were pretty 
well agreed on this, and 77.6% said 
they believed it to be true. Another 
21% thought it false, and less than 
2% said they didn’t know or failed 
to give an answer. 


e The next statement said: “Ad- 
vertising creates demand. Demand 


UT WASTE! — 
very EZE-STIK 


elf-Adhesive Display 


Why spend money for printed displays 
that remain in distributor warehouses 


and dealer storerooms—and that even your own 


salesmen neglect to carry? 


EZE-STIK displays are really used because they 
require no water, glue, paste, tape, tacks or staples 
Simply peel off the protective covering from the 
self-adhesive and press the display firmly to am 
clean, hard, smooth, dry 
surface. Your salesmen pre- 
fer to carry and put up these 
compact displays because 
they win top retail space 
Every point-of-sale location 
is an EZE-STIK selling 


space 


Counters 


EZE-STIK DISPLAYS 
ARE FOR 


Dealers’ Shelves Walls 
Show Cases 


Mirrors 
Refrigerator Fronts 


Cash Registers Display Stonds 


Windows 


Bock Bors 


Food Beverage Dispensers, etc 


Dept. 
AA 


424 West 33rd St., New York, N. Y. 
1912 West Lake St., Chicago, Ill. 


AWARDS COMMITTEE—Officials of the first awards competition 
sponsored by Lithographers National Assn. Left to right: William 
Farle; Wade Griswold; Elwood Whitney (holding the gold award 
winner, ‘Fireside Cook Book,” published by Simon & Schuster); 


James Nash; Randolph T. Ode, LNA president (with hand on 
bronze award winner, Old Taylor whisky display); John J. Flana- 
gon; and Harry R. Meeker (standing below silver award winner, 
an A & P wall poster). 


makes quantity production possi- 
ble, which means lower prices and 
better goods. Thus advertising 
plays an important part in bring- 
ing about lower prices and better 
goods.” 

Results: 80.3% said this was true 
(81.9% of the husbands and 78.6% 
of the wives agreeing). It was 
marked false by 19.2% of the 
women and 16.6% of the men. 

Yet, replies to the statement, “On 


cigarets, for instance, they spend 
thousands of dollars for advertis- 
ing. If they cut out the advertising, 
they could pass the saving along to 


the consumer,” were as follows: 
Hus- 
Total bands Wives 
True 58.1 55.1 61.1 
False 40.0 43.2 36.7 
Don't Know 0.3 0.2 0.5 
Not Stated 1.6 15 17 


A related question was, “If true, 
would you say this applies to all 


types of products?” The responses: 


Hus- 
Total bands Wives 
All 19.0 22.4 16.2 
Some, but not all 72.7 76.6 69.2 
Not stated 8.3 1.0 14.6 


To the statement, “Advertising 
is unnecessary during wartime, or 
in a War economy. It’s a waste of 
money. People don’t have their 
minds on such things. It’s bad, too, 
if it makes them want things they 
can't have,” these replies were re- 


O need to worry about sales-producing 


printing when Manz is as near as your 


phone. 


‘RAVENSWOOD 
Chicago 13, /llinais 


tiple sources. 


GRACELAND 2-1000 


1'caGor* DETRO 


From start to finish Manz 
does the job—and you are 
free of tiresome detail 


in working with mul- 
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ceived: True—25.7 (28% of the 
men, 23.5% of the women) ; false— 
72.3% (69.9% of men, 74.7% of 
women); don't know—0.4%; no 
answer—1.6%. 

A total of 76.9% agreed that “ad- 
vertising helps to make our lives 
happier, more comfortable.” This 
included 79% of the men and 75% 
of the women. The statement was 
declared false by 18.8% (16.8% of 
the husbands, 20.7% of the wives). 

Two statements—one phrased 
positively, the other negatively— 
; cross-checked the group on the 
{ subject of consumer understanding 
, of the part played by advertising 
; in creating America’s high stand- 
ard of living. 


wives agree that “advertising has 
played a large part in creating | 
America’s high standard of living.” | 
The negatively phrased statement | 
apparently confused some respon- 
dents because 5% fewer individ-| 
uals supported the idea than had| 
previously. 

The idea that “advertised prod- 
ucts are much more apt to be of | 
good quality than unadvertised | 
products” was supported by 67% 
of those questioned. Another 29.5% | 
said this was false. More than 3% | 
didn’t know. Three per cent more 
women than men thought the state- 
i ment false. 

More than 82% of the men and 
women agreed, however, with the 
| statement, “With advertised prod- 
t 


e Nine out of ten husbands and 


~ 


— 


ucts the manufacturer is more 
likely to be reliable and stand back 
of his product than with unadver- 
tised products.” This was called 
false by 15%. 


e Other results of the study 
Statement: “Would you be just 
as well satisfied if they left all 
the advertising out of. 


Hus- 

" Magazines” Total bands Wives 
i Yes 8.5% 8.9% 8.1% 
} | No 85.9 83.9 87.9 

Immaterial, don't 
read them 40 5.3 2.6 
Not stated 1.6 ig 14 
Newspapers” 
Yes 5". 74 3.7% 
Yes, except lo- 
cal store ads 23.6 18.1 29.2 
No 68.0 712 64.8 
Immaterial, don't 
read them 05 o4 07 
Not stated 2.3 29 1.6 
Radio” 
Yes 32.6% W.2% 33.1% 
No 59.6 614 57.8 
Immaterial, don't 

| listen 47 5.1 42 
Not stated 31 3.3 29 

j Television” 

4 Yes 20.7% 29% 20.5% 
No 47.6 09 44s 
| Immaterial, don't 
| watch 244 21.6 27.3 
hi Not stated 73 66 79 
} 
| ! a Nine out of ten of those ques- 
he tioned credited advertising with 
being a powerful aid in educating 
the public. Eighty-three per cent 
said advertising performs a real 
service in giving entertainment, 
; while slightly more than 15% dis- 
agreed. Five per cent more hus- 
bands approved of the free enter- 

; tainment than did wives. 

{ Another question asked in the 


survey was, “In your opinion, what 
: should an ad give a reader who 
! might be interested in that partic- 
1 ular product?” The answers: Price, 
| 42%; availability, name of manu- 
{ facturer, 9.7%; quality, 19.6%; 
} guarantee, 7%; description, 37%; 
| savings, 1%; benefits, 6.4%; dur- 
+ ability, 4.9%; where to get further 
| information, 0.5%; proof of state- 
! ments, 1.2%. 


‘i e As to whether ads contained 
i enough information, the study 
\y showed 2.5% of respondents saying 
' they were “always” satisfied; 59% 
said “mostly” satisfied; 34% said 
(f “only sometimes”; and 3.3% an- 
swered “never” satisfied. 
{ Asked whether they find them- 
: selves reading an ad even though 
j they have little or no interest in 
f the product, 52% answered “of- 
ten”; 41% said “once in a while,” 
and 5.6% said “practically never.” 
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FOR DEALERS—Cluett, Peabody & Co. is 

offering dealers rubber mats like this one, 

personalized with the dealer's name. The 

mats were produced by Perfo Mot & Rub- 
ber Co., New York 


Throwsters Group Uses TV 

The Throwsters Group of the 
National Federation of Textiles, 
New York, is promoting women's 
hosiery made from twisted nylon 
yarn over “The Kathi Norris 
Show,” WNBT, New York; “Mar- 
ket Melodies,” WJZ-TV, New 
York, and “Bob and Kay,” WENR- 
TV, Chicago, on Tuesdays and 
Thursdays. H. B. LeQuatte Inc., 
New York, is the agency 


Ebco Names Geyer, Newell 

Ebco Mfg. Co., Columbus, O., 
manufacturer of electric water 
coolers, has appointed Geyer, 
Newell & Ganger, Dayton, as its 
agency. Ad plans call for insertions 
in Better Homes & Gardens, House 
Beautiful, House & Garden, News- 
week and Time. The drive will be 
supplemented by an_ intensive 
merchandising program. The cam- 
paign covers both the company’s 
Oasis electric drinking water cooler 
and its Oasis air drier 


Ferguson Appointed A. M. 

C. Keith Ferguson has been pro- 
moted from assistant advertising 
manager to advertising manager 
of Kewanee Boiler Corp., Kewa- 
nee, Ill. He succeeds Edward D. 
Quirke, who has retired in line 
with company policy covering 
length of service. 


Perfection Promotes Smith 

D. S. Smith, executive vice- 
president and treasurer of Per- 
fection Stove Co., Cleveland, has 
been elected president and chair- 
man of the board. He replaces L. 
S. Chadwick, who has retired. 


ts 


 ADmaster — 
 shatomatie 
DISPLAY | 


HOLDS INTEREST-SELLS 


The perfect point-of purchase display! Use 
ADmaster anywhere in daylight or under 
bright, artificial light! No optical system 
or film! ADmaster accommodates up to 
18 standard 8” x 10” photographs, posters, 
photo-gelatin prints, Black-Lite fluorescent 
posters, magazine advertisement reprodue- 
tions, ete. Each message moves in se 
quence, ADmaster action attracts atten- 
tion, holds interest, delivers your product 
message clinches the sale. Compact and 
portable, fool-proof operation, long life, 
low-priced for volume use. 


ADMATIC PROJECTOR COMPANY 


800 Davis Street, Evanston, Illinois 


ecals 


brand your product, 
Sell in cost-free space! 


PALM, 


+ +P + + + + tt He 


LET PF DECALS put new life into your sales picture! Send 
today for the 16-page booklet, DECAL-WAYS TO SALES plus 
samples of PF decals. See the brilliant, true-color reproduction, 


ease of application! And remember, PF decals are tailormade — 
special decals can be designed for best service on your products. 


art services, consultations and estimates without obligation 


Address Dept. AA3, 220 West 42 Street, New York 18, N.Y. 


CHIELER & CO. 


NEW YORK + E. LIVERPOOL, OHIO + CHICAGO 
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Adman No Longer Mephistopheles, 
Wilson Tells Atlanta Ad Institute 


(Continued from Page 1) 
tive action which has ever been 
developed. He pointed out that 
advertising differs from every 
other form of communication in 
that it combines three vital ele- 
ments: the simplification of ideas 
to their essentials; the effective 
attention-compelling dramatiza- 
tion of those ideas; and repetition 
of ideas over and over again until 
they sink in, are understood, and 
action is secured 

Speaking also of the importance 
of ideological warfare, Dr. George 
Gallup, director, American Insti- 
tute of Public Opinion, said in his 
luncheon address Friday that the 
greatest struggle of our day is to 
win the minds of men. 

“We have got to reach more peo- 
ple more often and more persua- 
sively than our enemy. We must 
approach ideological warfare as 
we approach any other means of 
winning the war,” he said 

Dr. Gallup stressed that we are 
faced with the hardest selling job 
any nation ever faced. He advo- 
cated spending 10% to 20% of 
our total budget on ideological 
warfare, because, he contends, any 
ilitary victory is empty without 
yinning a victory over the minds 
men.” 


At the dinner session on Friday, 
. B. Weiss, director of merchan- 
sing, Grey Advertising Agency, 
scussed “Some Contrary Views 
Advertising and Merchandising 
a Shortage Era.” The only plan- 
ng that business can do with 


any degree of intelligence, he said, 
is planning premised on (1) the 
assumption that there will be no 
world war for a decade, anyhow: 
(2) the conclusion that various 
degrees of a buyer’s market may 
therefore be nearer than is antici- 
pated by most marketing experts; 
and (3) the possibility of a peace- 
ful settlement in two or three years 
and the probability of recurring 
peace “scares” with attendant 
economic upsets. 

“If we escape total war, with its 
concomitant of total industrial 
mobilization—the best contribu- 
tion advertisers can make to the 
national] effort individually in the 


investment of their advertising 
budgets is by using every adver- 
tising dollar to  pre-sell their 


brands against the return of com- 
petition,” he said 

Labeling institutional advertis- 
ing as “a great waste of corpora- 
tion advertising funds,” Mr. Weiss 
emphasized that the most auspici- 
ous time to put over a brand is 
when competition is completely or 
partially at rest. The fewer ad- 
vertisers who are pounding away 
at their brand with strong selling 
advertising, the better the oppor- 
tunity for the advertiser who con- 
tinues with competitive advertis- 
ing, he said. 

Part of Mr. Weiss’ talk was re- 
ported at length by AA last week. 


e Howard P. Abrahams, of the 
National Retail Dry Goods Assn., 
told a luncheon audience Saturday 
that in the present defense econo- 


SALES MANUALS - MOTION DISPLAYS 
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MORE EFFECTIVE RELATED SELLING—The trademark, package and slogan (“When 
it rains, it pours’) are the three proved successful stand-bys of Morton Salt Co. The 
current Morton food store display (right) may superficially resemble the 1935 dis- 
play (left), but there have been many changes. Among them are the simplified 
| package, the “modernized” girl in the trademark, the stacking arrangement and 
the tie-in with national ads. One of the most important modifications is the shift 


| in related item selling. Fifteen years ago, 


Morton featured all vegetables. Today, 


| the company plugs one vegetable at a time, depending on the season (tomatoes in 
summer, potatoes in winter, etc.). Displays include the featured vegetable. 


|my one can expect each of three! 
| costs to increase—the cost of get- 
ting people into the store, the cost 
of internal traffic and the cost of 
sales help. This, he predicts, will 
bring about increased interest in 
visual merchandising. 

Mr. Abrahams revealed that re- 
tail sales promotion executives 
now believe, according to a check! 
he made this month, that store 
sales can increase 10% in the peri- 

|} od ahead; stores have ample mer- 
|chandise to meet this demand; 
| they will use vigorous promotion 
methods; they will increase the 
amount of money spent in all 
|}media; they will promote their 
| lines of least resistance; will use 
| their windows and point of sale 
displays in the way they use their 
newspaper and radio advertising; | 
will study the results of their win- | 
dows and point of sale displays in 
the way they check their news- 
| paper advertising; will use better 
| “silent salesmen,” better signs and 
posters to sell more goods at low- 
er cost; and will use more informa- 
tive, fact-revealing information in 
all their promotional devices. 


@ Urging no curtailment in ad- 
vertising in a period of restricted 
sales, M. R. Wilson, general sales 
manager, Thor Corp., told the Ad- 
vertising Institute that companies 
that continue aggressive advertis- 
ing, and service their customers, 
are building future markets for 
their products. On the other hand 
he said, those that stop or greatly 
restrict their advertising lose their 
brand or trademark acceptance, 
and a considerable advertising ex- 
penditure is required to regain 
position in thé market. 

“A period of restricted sales be- 
cause of curtailed production pre- 
sents excellent opportunities for 
company expansion, and improve- 
ment in a company’s position. At 
Thor our 1951 advertising expend- 
itures exceed 1950's, although we 
expect production to be curtailed 
by at least 20% to 30%,” Mr. Wil- 
son said 

Dr. Charles H. Sandage, Univer- 
sity of Illinois, disclosed that a 
study made at Illinois shows that 
retailers think direct consumer ad- 
vertising by manufacturers is good 
and should be continued. Retailers 
would rather operate on narrower 
margins and have manufacturers 
do the job of stimulating consumer 
demand for products, rather than 
have higher margins and have to 
do the brand selling job 
selves 

They do not even want co-op 
advertising to cut into the amount 
of direct advertising done by man- 
ufacturers, Dr. Sandage reported. 


@ “The Headaches of Co-op Ad- 
vertising” were discussed at the 


them- 


institute Saturday by a panel 
headed by J. M. Wynn, advertising 
director, Atlanta Journal and Con- 
stitution, and W. Y. Aycock Jr., 
advertising director, Birmingham 
Post-Herald and News. 

Elon Borton, president, Adver- 
tising Federation of 
warned against the steadily in- 
creasing amount of governmental 
regulation and restriction of ad- 
vertising at national, state and 
local levels. He suggested three 
necessary actions: We must elimi- 
nate bad advertising practices; we 


America, | 


must watch for proposed laws or | 


bureau orders 
everywhere; and we must be 
ready to inform legislators and 
bureau officers about the place of 
advertising in our economy and 
about the bad effects of any pro- 
posed regulations. 

Harry H. Gould, director of re- 
search, This Week Magazine, dis- 
cussed the subject, “Making Re- 
search Facts Work for You,” on 
the first day of the meeting, which 
closed with a smoker, at which 
time radio and television &adver- 
tising problems were reviewed by 
a panel composed of Dr. Sandage; 
Raymond Stewart, research asso- 
ciate of Emory University; John 
M. Outler, general manager of 


constantly and 
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Station WSB and WSB-TV; Frank 
Gaither, commercial manager of 
WSB; and Elmo Ellis, WSB-TV 
producer. 


2 A highlight of the second day 
of the institute was an illustrated 
lecture by Clyde Bedell, Park 
Ridge, Ill., advertising consultant. 
Mr. Bedell pointed out that ad- 
vertising in most stores or busi- 
nesses is almost ignored by man- 
agement after an appropriation is 
made—except for day-to-day pot- 
shotting criticism or approval. 
“How,” he asked, “can manage- 
ment use so sensitively adjusted 
and complex a thing as advertis- 
ing so indifferently to its potenti- 
alities?” 

Mr. Bedell offered five broad 
suggestions for improving the 
functions of advertising people: 

“Try to get a good sound philos- 
ophy of advertising agreed upon in 
your store, and stated in writing. 

“Have all key people on ad staffs 
psychologically tested. 

“Plan your advertising more 
carefully, with more facts and dis- 
ciplined imagination at work. 

“Bring your creative people to 
a high plateau of common under- 
standing as to what makes adver- 
tising sell. 

“Clean up your production, to 
the point you can be proud of the 
assurance and finality with which 
you work.” 


@ The Advertising Institute closed 
with a dinner at which Harrison 
Jones, chairman of the board of 
Coca-Cola Co., spoke on business 
potentials that lie ahead in the 
South. 

Throughout the institute, a dis- 
play of printing and art work 
produced by Atlanta art directors 
and southern craftsmen was ex- 
hibited. More than 40 persons 
from outside Atlanta were housed 
on the Emory University campus 
during the institute. 


Appoints Riger & Sheehy 

Riger & Sheehy Advertising 
Agency, Binghamton, N. Y., has 
been appointed to handle the ad- 
vertising of BMC Mfg. Corp., man- 
ufacturer of wheelgoods and mis- 
cellaneous metal products. 


Philco Names Allemang 

Herbert J. Allemang has been 
named vice-president of Philco 
Corp., Philadelphia. He will head 
the forward planning program for 
Philco. 
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Austin Cars, Trucks 

Get Biggest Push 

in Canadian Media 
(Picture on Page 1) 

Toronto, March 22—Starting 
April 1, Austin of England, 
through Austin Motor Co. (Can- 
ada), will launch the largest ad- 
vertising campaign in its Canadian 
history for its passenger cars and 
trucks. 

The campaign, which will con- 
tinue through July, calls for ads 
to appear in general magazines, 
weekend rotogravure sections in 
both French and English, newspa- 
pers at distributor and dealer lo- 
cations, business magazines and 
trade and technical publications. 

In passenger car advertising the 
Austin A-40 sedan will be featured. 
Two new cars also will be featured 
in consumer ads: the new Austin 
A-70 Hereford line and the Atlan- 
tic A-90 sedan. The range of pas- 
senger cars to be promoted in- 
cludes several models that are new 
not only to the Canadian market, 
but also to the world market, Aus- 
tin says. 

Full-page magazine ads will 
contain duotone illustrations of the 
passenger cars. Copy will stress 
that Austin brings to the car buyer 
everything he could ask for in a 
finely engineered product at a sav- 
ing of hundreds of dollars per year. 

The campaign is being handled 
by Harold F. Stanfield Ltd. here. 


CHRYSLER OF CANADA 
USES 12-PAGE ADS 

Winpsor, ONT., March 22— 
Chrysler Corp. of Canada has 
adopted a unique method of intro- 
ducing its 1951 model cars by 
scheduling a 12-page section in 
four colors in current issues of 
Maclean's, New Liberty, Le Samedi 
and Time-Canadian. 

In addition to introducing the 
new models, several pages of the 
section are devoted to stressing the 
fact that Chrysler Corp. of Canada 
has vast manufacturing facilities 
in Canada; that these new vehicles 
are produced in these plants by 
Canadian workmen for Canadian 
motorists. 

Despite these facilities, the com- 
pany reports that it is unable to 
meet the demand for Chrysler- 
made cars, so it has devoted the 
last page of the section to copy de- 
signed to induce prospective buy- 


Promotion for Burke 


MR. J. L. BURKE, formerly assist- 
ant Regional Director of General 
Outdoor’s Eastern Division, has 
been promoted to Operating Man- 
ager of the company’s Brooklyn- 
Long Island Branch located at 
89-02 Atlantic Avenue, Ozone 


Park, L. I. Mr. Burke’s business 
career includes 17 years of Out- 
door experience in both Chicago 
and the East. His thorough back- 
ground in all operating phases of 
the business fits him for operating 
GOA's important Brooklyn-Long 
Island plant. 
(Advertisement) 


ers to wait for a Chrysler-built 
ear. 

An interesting feature of the 
campaign is that it was prepared 
and produced entirely in Canada. 
All artwork, typography and plates 
were made here, instead of using 
materials prepared and used in 
American campaigns, which is the 
usual practice. 

Walsh Advertising Co. here is 
the agency. 


_Grand Union Names Ferry 
Effective April 15, Franklyn S. 
Ferry will replace Mary K. Brown, 
who has resigned, as advertising 
manager of the Grand Union Co., 
New York. Mr. Ferry, who has 
been with Grand Union for ten 
years, is now assistant to the gen- 
, eral sales manager of the compa- 
ny’s route division. Miss Brown has 
not announced her future plans. 


Minute Maid Names Tyson 

D. H. Tyson, formerly controller 
of Sylvania Electric Products Inc., 
New York, has been elected vice- 
president and treasurer of the 
Minute Maid Corp., New York. 


Friedman Sets Campaign: 
Adds Three Accounts 

Desco Shoe Corp., Long Island 
City, N. Y., will use magazine sec- 
tions in 61 newspapers on April 1 
to promote Revelations, a casual 
with an innersole and arch support 
of foam rubber. Three-column| Gray & Rogers Names Dutty 
full-color ads have been scheduled Francis E. Duffy, formerly doing 
through Leon A. Friedman Adver- contact and writing copy for A. E. 
tising, New York, the Desco agen- Aldredge Associates, has joined 
cy. More than 150 tie-in b&w ads the special accounts department of 
also are scheduled, which will Gray & Rogers, Philadelphia. 


| tion to approximately $50,000 

The agency has acquired the ac- 
counts of A. N. Saab, Ted Lang, 
and De Garcy, all lingerie manu- 
| facturers. 


bring the budget for this promo-| CBS Promotes Tankersley 


79 


| William H. Tankersley has been 
named manager of the program 
operations department of Colum- 
bia Broadcasting System in Holly- 
wood. He will supervise and co- 
ordinate Columbia Square depart- 
ments encompassing studios, stu- 
dio personnel, equipment and 
sound effects for the production of 
CBS programs. Mr. Tankersley had 
been merchandising manager of 
| the Columbia Pacific Network 


ap RETAIL STORE 


// COMPLETE Bill Dine 
MATERIAL STORE 
PAINT, WALLPAPER. 
ROOFING. DOORS & WINDOWS 


y 


TV! &Wornall WO 


“de their job” 
Long Bell Lumber Company, 


long known in the national 
field, recently opened its first 


retail store in Kansas City. 


“Carcards have done their job 
from the beginning and will 
continue to do so” says Mr. 


Jack Reamer, Store Manager. 


Loomis Advertising Co. 


20 West Ninth St. Bldg., (ATA 


Kansas City 6, Mo. 


why they advertise in them. 


‘yellow pages’ gets results. They 


of sales tie-up your dealers want. 


Why Trade Mark Service gives | 
your dealers a SALES LIFT ! 


EALERS know the power of the ‘yellow pages’ of 
telephone directories to promote business. That’s 


Dealers know, too, that Trade Mark Service in the 


advertising stimulates desire and creates prospects . . . 
that these prospects use the ‘yellow pages’ to find where 
to buy the nationally advertised products and services 
whose trade-marks are displayed in them. 


Trade Mark Service will get results for you because 
9 out of 10 shoppers turn to the ‘yellow pages’ for buy- 
ing information—surveys prove this fact. It’s the kind 


know that national 
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Ofticial Figures as Compiled by Farm Publication Reports Inc. 


Publications with an 


Current Month 
Commercial Dis- 
play Excluding 
Poultry, Classified 


report directly to ADVERTISING AGE 


Advertising Age, March 26, 1951 


February Advertising Pages and Linage in Farm Publications 


Current Month 
Commercial Dis- 
play Excluding 
Poultry, Classified 


Total Advertising, In Pages ——Total Advertising, In Lines—— and Livestock, I 
Feb Feb Jan.-Feb. Jan-Feb. Feb e dan.-Feb. Jan. -Feb Lines | ero ae Feb. _ an 7 —— - 
951 1950 1951 1950 1951 1950 1951 1950 1950 | 1 ‘ : 1950 
1 1951 1950 1951 1950 1951 1950 1951 1950 1951 
' 
Farm Magazines Nebraska Farmer 844 819 1453 137.5 63,816 61,905 109.857 103,912 49,828 49,229 
™ ; ; New England Homestead 4 42. : ’ 23.997 21.174 
Capper's Farmer 59.9 58.7 6.1 95.9 40,731 39,935 66,681 65.252 31.593 7.668 | Ohio Former pwc a 4 aat ues ae = 4 Ha 4 4 — 44.310 38,239 
Country Gentleman 91.0 108.3 164.9 180.1 61,870 73.668 112,104 122,472 461 70,164 | Oregon Farmer 45.0 452 755 77.7 34,038 156 ©=«457.133. 458.758 30.843 30.911 
y+ Lia OP F 2 110.2 1710 1776 45,066 47,280 73,38 76,194 41,598 43,355 ew a Farmer se 4 12. 44 40.728 35.588 = 400 79.021 age eat 
a " rmer ‘ , . i Y ‘ ’ 5 
Agriculturist; as . Rural New-Yorker . 39.4 44.5 79.6 115.3 30,885 34.872 62,438 90,376 23,857 946 
nh of nell ii—#,«,l- + Tice, Tipe oe —_—- — =— a ae Sing 4 HOO 4255 20,788 L279 57.8TL 36.1AK 17.296 
— — — — " —— allaces armer ow, 
Southwest Edition ae —_— ES Ul 6h — Se Homestead : 99.3 86.6 1616 147.6 77,868 67,903 126,706 115.701 55,807 
Progressive Farmer Washingt F i z . ¥ y y y \ 7 
Carolina-Va. Edition. 87.9 99.5 151.0 159.8 59,757 67,662 102,678 108,652 55,261 62.472 | Western Fare Le as as lms COUot ae ae CU Uke lee lai 
Ga Ala Fla Edition 93.7 1027 1568 163.7 63,714 69,824 106,630 111.274 59.351 64.680 §Herdsmen Edition 265 196 1445 1326 20795 15379 113285 103999 2071 2938 
Ky.-Tenn a Wisconsin Agriculturist 68.1 59.1 108.8 98.2 53.416 46,353 85,315 77,030 50,738 42,616 
86.5 97.4 3 189 66,2 , " . . ‘ . 
ce su Gans eR See las Gees Stee Gee «(ES NS OB Sel ot oe 1,356.3 1,219.1 2,423.3 2,249.7 1,034,681 930,081 1,851,483 1,718,819 869,402 771,744 
Texas Edition 93.6 1000 160.0 1621 636 1003 108.773 110,252 57.907 61.697 | SThIS edition also carries all linaye, appearing in Western Farm Life 
Successful Farming 108.8 1086 1779 1764 48,938 48,868 80,034 79,387 45.709 46,841 
Total Group 3.4 882.4 1,371.0 1,423.0 501,710 547,377 848,400 882,400 460,082 508,717 s 
Not included in totals. SPublished only two editions in 1950, so comparable figures are not available. Farm Linage Trend Figures in Thousands 
Monthlies : = 
game Lae 
"Agricultural Leaders Bie oe 
Digest 142 22.3 37.5 = 8 2.792 “a ey RB 4 i R Le oats . 1951 mars “5 
American Fruit Grower 37.1 44.3 73.5 85.0 16,030 9.120 . . 8 ' . 
American Poultry Journal 1502 ; ‘ 
Eastern Edition 59.3 744 1179 128.7 25,422 31,931 50.560 55.228 13,222 17,573 fad? OME 7 2 
Central Edition 47.9 623 8 1078 5 26.727 41,519 46.234 12.527 16.715 rebar 2 : 
Western Edition 414 541 83.7 92.7 17.759 23,218 886 39,795 11.209 15.252 | : tol ge wi 
Arkansas Farmer 18.3 17.3 30.8 28.3 13.801 13,058 23.276 21.374 13.041 12,031 ' 1950 ea Com, 
Better Farming Methods 28.2 34.6 72.5 S11 12100 14,852 31,093 34,816 11.792 14.558 RE ae 
Better Fruit 25.5 26.1 42.8 416 10,713 10,969 7,965 17.458 10.713 10.969 ' cod 
Breeder's Gazette 278 250 454 46.5 12.527 11,240 20,451 20.900 510 8.765 
California Citrograph 25.9 28.2 51.7 521 17.402 18.956 34,706 34.986 17,248 18.746 
Cattleman, The 98.3 88.0 228.5 203.0 41,280 36,960 95,992 85.267 20.969 19,212 Y SEMI-MONTHLIES : 
Electricity on the Farm 10.3 12.3 18.4 197 3.686 4.371 6.571 7.015 3,686 371 | i ILIES 
Farmer-Stockman 45.6 448 725 692 34,651 (044 55.069 52,594 30,375 27,990 . 1951 Fas 
"Florida Cattleman 47.4 456 115.6 976 19 19,138 48,531 40,991 4 9.828 t+ : 
© *Florida Grower 26.3 22.7 43.9 414 17,916 16,072 29.936 28,847 17524 15.496 ' 
| *Idaho Granger 71 8692 163 169 7.742 10,038 17,738 18,623 7,672 9,996 JAN. . 
} Kentucky Farmer 30.2 29.0 518 462 23,713 22.749 40,639 244 21,335 += -20.516 ‘ : 
‘ *Michigan Farm News 3.5 29 5.6 45 8.1 6.790 13,182 10.472 8,120 67x x Aen 
“National Live Stock “ 1950. rm 
S Producer 10.2 13.9 18.3 211 7,406 10,125 13,281 15,340 6921 9.643 
: "Nation's Agriculture 10.2 12.7 15.4 19.7 4,598 5,693 8.206 8.854 4,598 5,693 ~ —_ ak 
New Jersey Farm and 
Garden 0 50.7 90.5 944 21595 22,810 40,760 42,490 16,837 17,437 
*Ohio Farm Bureau 
News 124 139 216 215 5602 6,248 751 9.707 5167 5, Bi-Weeklies 
Pacifie Poultryman 45.0. 479 869 914 19,148 20,545 37,108 39,218 10,773 10,870 
Poultry Tribune Arizona Farmer 645 586 119.1 107.2 48,783 44,335 90,037 81.101 44,094 41,161 
Eastern Edition 67.9 825 1304 1528 29,135 35,408 55.955 65,548 16,904 20,825 | California Farmer 
Central Edition 616 706 1149 126.2 26.406 30.270 49271 106 17,396 = 19,204 Northern Edition 517 562 97.5 1024 39,049 42,454 73.669 77,376 35,682 38,761 
Western Edition 526 629 998 1125 22.562 27.001 823 48.270 15,792 17.642 Southern Edition 538 566 987 1015 40695 42.756 74.670 76,680 37,328 39,049 
Southern Farmer 10.2 129 20.5 23.7 11.227 14.225 22.617 26.083 39137 12,025 *Dairymen’s League News 13.8 142 259 256 10,077 10.334 18.861 18,683 9.285 9.889 
Southern Plant 3.8 418 67.2 68 : ; : v : . , 
pave See ee ee (nk «leks 425908 BeaeD | GL OSs sos il'ees | 18°10? Total Group 183.8 185.6 3412 336.7 138,604 139,879 257,237 253,840 126.389 128,860 
—— a A 45.7 465 76.0 89 19.222 19,516 32.816 36,067 11,074 11,106 | All figures in the following groups were compiled by Advertising Age 
Journal 926 1008 187.9 185.8 38,906 42,336 78,960 78,080 15,554 17,965 | Weeklies 
Wyoming Stockman- | 
Farmer 17.5 10.8 35.9 21.0 15,663 9,674 32,191 18,826 13,661 8,434 | Weekly Kansas City Star ' 
Kansas Edition 238 249 444 419 58576 61,352 109,45 103,140 42,916 47.512 
Total Group 1,165.01,278.2 2,319.5 2,391.0 579,313 626,546 1,135,003 1.155.464 419,375 449,427 | Witsouri Edition 236 247 442 410 58265 60859 108933 01006 43386 45 3s4 
February 1951 issue-24 pages; February 1950 issue-32 pages Okla.-Ark. Edition 225 229 417 38.9 55.323 56.454 102 751 95.935 41.283 42614 
: Total G 699 725 1303 1218 172.164 178.665 321,14 300 
Newspaper Monthly Farm Sections a 2 081 127,584 135,880 
lowa Farm & Home | Dailies 
Register 240 229 425 37.9 25.598 24.434 45,349 40,543 24 g56 23.237 oa a 
t*Rural Gravure 7 5.1 12.6 98 6. 9 60 9,897 6, 149 s ; 
Sin Telegram an ss olin os eee Deane ee iad inde eal ms ‘ie bitte 76 32.4 56.6 68.2 58.636 68.956 120.268 145.174 37,969 45,282 
Farm News . " 5 . . . . . - - 
Tel 326 34.9 71.0 77.0 69.445 74,322 151.247 t ; 
| Total Group 47.9 47.2 110. 79.9 ~ 50,626 50,051 116,654 84,768 48,446 44,195 gmane’ Daily Jour al 163,889 32,795 41.954 
i {Twelve pages in February 1951; eight pages in February 1950. . Stockman ni 316 345 75.2 82.9 67,176 73.475 160.019 176,543 32,953 44,623 
t. Louis Daily L.ve 
' Semi-Monthlies Stock Reporter 16.7 175 409 49.0 35,617 37,344 87,145 104387 23,581 27,250 
F american Agriculturist . 349 35.4 65.0 60.8 25,377 25.778 47.308 44.278 22,082 21,538 Total Group 108.5 119.3 243.7 277.1 230,874 254,097 518.679 589.993 127.298 159.089 
i California Grange News 10.0 12.7 22.5 215 0.866 13,751 24.438 23,246 10,698 13,527 c di 
Colorado Rancher and anadian 
Farme 33.8 32.2 62.8 51.5 25,537 24,322 47,496 38.888 20,234 18.637 
Congerative Digest 7.1 8.8 12.3 15.0 2,975 3,67 5,145 6.265 2.975 3,675 Canadian Countryman =: at ee me Py 2 48.784 48.252 23,101 21,182 
Dakota Farmer 705 643 128 1099 $5292 50.384 88.471 186.157 49.716 45,075 paar -_ } or — 9. 0 2 53,900 52,554 30,861 28,294 
Farmer, The 87.6 83.6 138.6 134.0 68,667 65. 66: 5.017 60. 1298 
Weerd’s Oairyman 45.4 492 875 87.1 33,021 35.850 63.638 63.416 27.889 31.318 Eastern Edition 44 ee ms ses : = - beg gts 166,314 63,454 69,046 
Idaho Farmer 48.2 45.2 823 79.2 36.453 34.182 62.251 $9,913 33.286 30,937 Pn yh na sta 6.1 ; . 6 , 36,765 147,113 61,409 66,323 
"Indiana Farmer's Guide 30.6 33.0 56.0 53.7 23,972 25,834 90 : 7,904 19,722 : ‘ : 
K F 549 398 825 710 41.703 30.275 62.679 53.959 35.589 25.023 Magazine 438 400 73.3 7.0 30,669 28,057 51,314 53,912 25,143 23,068 
Michigan twee 57.6 53.0 98.2 = = 4 40,708 75,422 73.650 38,306 3,688 og bby a eny 34.0 298 611 56.7 23,814 20,891 42.761 39,736 22,249 19,436 
*“Missour: Farmer 31 8.0 11.7 15 , 6, 8.8. .528 88. 5.574 . 
Farmer . 98.9 105.1 189.5 186.6 108,797 115,569 208,490 205.238 68,127 69.758 
= a andinadladitlinradliecendlirates 357 34,350 20.555 | rectern Producer 47.5 526 824 87.9 50.869 56.296 8818 94.017 34483 37.176 
Stockman 59.2 47.3 989 76.5 44,779 35,727 74,819 57.802 36.022 28,756 Total Group 469.6 483.7 843.3 863.5 435,194 454,342 785,679 807,136 328,827 334.283 
Hy ; ; Immediately afterward, Marc. served promptly. Further, al] to : 
Davis Co. Believes in Followup on Ads; nmediately after promp p April 25 Set as Closing Date 


Finds Dealers Approve Merchandise Plans 


BaLtimore, March 21—H. 
Davis Co., manufacturer of Davis 
of Baltimore paint, believes in giv- 
‘ing its dealers full value for every 
dollar spent on advertising 

In planning the current cam- 
paign, the company and its agency 
(H. W,. Buddemeier Co.) decided 
to concentrate expenditures in out- 
door posters, rotogravure copy in 
the Baltimore area and TV time 
signals on video stations in cities 
where the paint products are mar- 
keted 

But, like many companies whose 
dealers carry a variety of other 
products, H. B. Davis Co. faced the 
preblem of selling the advertising 
program to dealers and securing 
their wholehearted cooperation 


@ George V. Wise, Davis’ adver- 
tising manager, and the agency 
representatives decided to hold a 
meeting in Baltimore, where the 
company has the greatest concen- 
tration of dealers 

Invitations, sent 


out over the 


B., president's 


signature, were fol- 
lowed by a second letter designed to 
overcome objections to attending a 
meeting (e.g. the meeting was 
scheduled for a fight night and 
dealers were assured that TV sets 
would be available). Dealers’ wives 
also were included in the invita- 
tions. 

On the night of the meeting, top 
company executives made brief 
introductory talks, Mr. Wise out- 
lined the program in a rapid pres- 
entation—which included sugges- 
tions for taking advantage of the 
promotion through various tie-in 
gimmicks—and the agency presi- 
dent outlined the reasons for the 
selection of outdoor posters to 
carry the heavy ad load 


e To maintain interest through a 
rapid change of pace, no speaker 
talked at length. Following the 
outdoor presentation, Mr. Wise 
explained the thinking behind the 
selection of rotogravure in Balti- 
more. 


Smith of the, Buddemeier agency 
outlined the development of tele- 
vision in Baltimore, with liberal 
use of facts and figures, charts and 
other material. Following the in- 
troduction to TV, Mr. Smith 
showed some of the TV time sig- 
nal announcements which would 
be used—each with a photograph 
of a local Davis paint dealer. 

Volunteers who agreed to partic- 
ipate in the TV picture gimmick 
were photographed at the meeting, 
which concluded with displays of 
simple, effective point of sale dis- 
plays that could be constructed 
with Davis-supplied material. The 
entire meeting lasted a little more 
than an hour 


@ A variety of devices were em- 
ployed to maintain interest. For 
example, outdoor poster locations 
were located on small city maps 
distributed to the audience. A full- 
size, 24-sheet poster was unrolled 
at the psychological moment, au- 
dio-visual techniques were used to 
a maximum extent, all sales aids 
were on display throughout the 
meeting and refreshments were 


company officials were on hand. 

In addition, all dealers receive 
direct mail followups on a defi- 
nite schedule. For example, photos 
of time signal commercials are 
distributed, pictures of point of 
sale pieces in use are sent out, as 
are additional copies of the outdoor 
poster location maps 

From planning and execution of 
the current ad program, through 
the followup to planning future 
promotions, the agency and the 
company discuss each step. 

Results? Company salesmen have 
warned the ad manager to get a 
larger meeting room for the sales 
meeting next year. Seems the word 
got around. 


Names Publicidad Badillo 

Publicidad Badillo Inc., San 
Juan, Puerto Rico, has been 
named by Wm. Wrigley Jr. Co., 
Chicago, to handle the advertis- 
ing for P.K. and Dulce 16 chew- 
ing gum in Puerto Rico. 


Collins Agency Moves 

Nan M. Collins Advertising, 
Philadelphia, has moved to 1524 
Chestnut St. 


for Hall of Fame Nominations 

Closing date for the nomination 
of candidates for election to the 
Advertising Hall of Fame is April 
25, according to the Advertising 
Federation of America and the Ad- 
vertising Club of New York, spon- 
sors. Nominations may be made by 
any advertising group, company 
or individual : 

Election by a panel of 11 ad- 
vertising leaders is based on “spe- 
cial achievement and service in the 
upbuilding and advancement of the 
social and economic values of ad- 
vertising.” Candidates must have 
been deceased at least two years 
before June 1, 1951. Only two per- 
sons will be elected this year, as 
against five in 1950 and ten in 1949. 
Those elected last year were F 
Wayland Ayer, Stanley Clague, 
Benjamin Franklin, James H. Mc- 
Graw and Merle Sidener. 


Plans Pimiento Campaign 
Assn. of Pimiento Canners, Grif- 
fin, Ga., newly formed organiza- 
tion of pimiento processors in the 
South, has announced it will use 
two-color ads in national maga- 
zines to promote pimientos. The 
campaign is being handled by Lil- 
ler, Neal & Battle, Atlanta. 
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WINDOW DISPLAY—A. & M. Karagheusian Inc., maker of Gulistan carpets, is giving 

special emphasis to window displays for retailers in its Gulistan spring advertising 

campaign. Display ties in with the first ad in a full-color series appearing in five no- 
tional magazines. 


Grocery Store Audit 
Available for tests 


The Press-Gazette store audit 
contains a basic panel of 18 out- 
lets. A check of store inventory 
and invoices is made at regular 
intervals to determine actual 
sales. Available without charge 
for test campaigns. 


contact the 
General Advertising Dept. 


ee 
gm 


" ve . 
when you “test” in Green Bay, Wis. 
The Green Bay city zone is an isolated, compact, self suffi- 
cient market completely covered by one medium — the 
Green Bay Press-Gazette. Its typical population contains 
a wide cross section of employment and nationality groups. 
Industry and business are highly diversified and stable. 
Distribution facilities are excellent, media cooperation is 
thorough. 


GREEN Bay PREss-GAZETTE 


Green Bay, Wisconsin 


Instant Coffee Gets 


Providence Test 


WALPOLE, Mass., March 20—Hol- 
iday Brands Inc. has begun testing 
its new instant Holiday coffee in 
the Providence, R. I., area, via ra- 
dio, television and newspapers 

The company points out that 
test markets in which the product 
has been previously offered indi- 
cate “excellent” consumer accept- 
ance. National advertising in all 
media is being planned through its 
agency, Hoag & Provandie, Bos- 
ton. 


The coffee is produced by a} 


manufacturing process developed 


by National Research Corp., Cam-| 


bridge, Mass., developer of Minute 
Maid orange juice concentrate. It 
is said to differ from other adver- 
tised brands in that it is a crystal 
coffee which dissolves readily in 
either iced or hot water. 


PHILADELPHIA-READING 
TESTS TV SUCCESSFULLY 

PHILADELPHIA, March 20—Phila- 
delphia-Reading Coal & Iron Co. 
has successfully tested television 
spots in six cities for its anthracite 
coal and will continue their use 
indefinitely. 

The company is using 12 sta- 
tions, its cartoon films promoting 
both the brand name and auto- 
matic anthracite heaters. The spots 
are being shown in Baltimore, Bos- 
ton, Buffalo, Rochester, Philadel- 
phia and Washington. 

Philadelphia-Reading also uses 
radio and cooperative newspaper 
ads. There has been no reduction 
in the budget for these media. 

McKee & Albright here handles 
the account. 


Sets Second Spunlo Drive 

Industrial Rayon Corp., Cleve- 
land, will launch the second pack- 
age of its continuing campaign in 
Life for Spunlo rayons (AA, Jan. 
15) with a half-page b&w insertion 
April 16 and the four weeks fol- 
lowing. The entire campaign, with 
a budget of approximately $200,- 
000, also features alternating one- 
third-page insertions in Good 
Housekeeping. Grey Advertising 
Agency, New York, carries the In- 
dustrial account. 


Canadian Magazines Gain 

The Magazine Advertising Bu- 
reau of Canada reports that adver- 
tising in the principal consumer 
magazines in Canada was up 28% 
in the first two months of 1951, as 
compared with the same period of 
1950. The increase was recorded by 
13 magazines as compared with 14 
magazines in 1950. In January the 
increase was 27.4% and in Feb- 
ruary, 28.2%. 


Set Canadian Ad Meet 

The 36th annual conference of 
the Assn. of Canadian Advertisers 
will be held in the Royal York 
Hotel, Toronto, May 2-4. Because 
of a change in the association’s 
fiscal year, no conference was 
held in 1950. 


“NOW THIS IS THE KIND 
OF COLOR WORK WE’RE 
PROUD TO SEND OUT!” 


“And the kind I'm 
proud to deliver. 


We ran it on 
Hammermill 


Whatever your advertising job, broad- 
side, illustrated catalog, self-mailer, 
brochure or folder—you'll be proud to 
send out the work your printer will give 
you on Hammermill Offset. You get 
rich, natural, brilliant tones on this 
paper’s bright-white, closely knit sur- 
face. Half-tones take on unusual depth. 
Line work and type material stand out 
sharp and clear. When printed on both 
sides you may be sure there will be no 


Send for this FREE sample book 


risk of objectionable show-through. 
To provide the right background for 
your message, Hammermill Offset is 
available in Wove and four handsome 
embossed finishes. Send the coupon 
for large sample book and for recent 
commercial specimens which literally 
speak for themselves and demonstrate 
the kind of work that wins favorable 
attention, helps sell your 
product or service. 


& 


~“HAMMERMILL 
OFFSET 


; 
> 
i 
- 
{ 
\ 


Name 


1459 East Lake Road, Erie 6, Pa. 


Cont Hammermill Paper Company, 
ftv i: 


Please send me — FREE — the up-to-date 
sample book of Hammermill Offset. [ 
specimens. 


Include commercial! 


Position 
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Please attach to, or write on, your business letterhead.) AA-3-26 
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interest-crowded pages 


but will capture an even larger 
audience for the paper that sells the cream of 
the wealthy 15-billion dollar Negro market. Yes, > ay - ree ‘ 

; because it’s ge the previous year. Three grand 
if you join its 


a 


A IC a RN ae SR ia CLITA T A LEAL ALM SA SS 


Art Directors 


The New COURIER Select 100 Best 


1,500,000 negroes OQuideor Posters 


Now Adds New 4-Color Comics 
Plus Exciting Magazine insert 
For Even Greater impact On 
Rich 15 Billion Dollar Market 


the Courier leads in the Negro field be- 


(Picture on Page 90) 


Its constantiy expanding 


widely diversified stories, fes- awards dinner at the Sheraton 
tures, articles have made it America’s outstand- 


And now, to even better Hotel here. 


strengthen its grasp on the Negro market, the J . ’ . 
Courier has added 2 great new features to its Sponsored by the Art Directors 


A new 8-page. 4-color Club of Chicago, the exhibition 
comic section and exciting new magazine sup- 
only broaden its scope of e€ach year selects what it considers 


the “100 Best Posters” used during 


to lead— 


Por full details write 


INTERSTATE UNITED NEWSPAPERS 


tives 


Eye” poster). 


winners 


Cuicaco, March 23—Award win- 
ners in the 19th Exhibition of Out- 
stopped growing Never “Oor Advertising Art were an- 
exciting, significant ad- nounced last night at the annual 


arge list of na- award winners also are selected by 
a jury composed of well known 
545 Fifth Ave., New York advertising and business execu- 


This year’s grand awards went| Merle Reed; McCandlish Lithograph Corp. 
to Ford Motor Co. (“Quiet as a| 74 
oe : 2 - | Co.; 

ord” baby poster); P. Ballantine| sen; Edwards & Deutsch Lithographic 
& Sons (waiter with a tray of | Co 
glasses poster); and Birds Eye-| 3. FOOD PRODUCTS CLASSIFICA- | 
Snider division of General Foods 
Corp. (“Small Fry Love Birds Limbrock & Howard C. Stebbins; 
tinental Lithograph Corp. Second award, 
Other awards went to the following Birds Eye-Snider division 
(for each award the advertiser, Foods Corp.; Young & Rubicam; 
agency, artist, art director and litho- Welch; Jack Anthony: 
grapher are listed, in that order) Co. Third award, Kellogg Co.; 
1. AUTOMOBILE CLASSIFICATION: & Eckhardt; C. E. Heinzerling & Richard 
First award, Chevrolet Motors division Sargent; Gerald Link; 


TION: First award, 


General Motors Corp Campbell-  ©° 


Ewald Co.; Meinzinger Illustrations Inc.; 4 CONFECTIONS CLASSIFICATION: 
Richard Jemison; Gugiler Lithographic First award, Swift 
Co. Second award, Ford Motor Co.; J, Louis & Brorby; John Howard & Horace 
Walter Thompson Co.; Walter Wilkinson; | Hime; Ernest Allen; Gugler Lithographic 
George Booth; U. S. Printing & Litho- Co. Second award, Wm 
graph Co. Third award, Pontiac Motors Charles W. Wrigley 
division of General Motors Corp.; Mac- Otis Shepard; Gugler Lithographic Co. 
Manus, John & Adams; Bradshaw Cran- Third award, Beatrice Foods Co.; 
dell; Harvey G. Luce; Gugler Litho- Cone & Belding; Kling Studios; 
graphic Co Homes; Gugler Lithographic Co. 

2 AUTOMOBILE ACCESSORIES 5. BEERS, WINES & LIQUORS CLASS- 
CLASSIFICATION: First award, Atlas IFICATION: First award, P. Ballantine 
Supply Co McCann-Erickson; Robert & Sons; J. Walter Thompson Co.; 
Skemp; Herbert Noxon & Donald Cal- Hayden & Carl Paulson; Charles Barnes; 
houn; Continental Lithograph Corp. Sec- 
ond award, Kelly-Springfield Tire Co.; 
Compton Advertising; Howard Scott; cam; Albert Staehle; 


award, Pure Oil Co.; 
Joyce Ballantyne; 


Maxon Inc.; Howard Scott; 


McCandlish Lithograph 
award, Petri Wine Co 


ARE YOU 


seirvou MAKE YOUR OWW SURVEY 


What do your rural dealers really think 
about farm market advertising? Chances 
are, they have some definite opinions— 
opinions worth knowing. They could tell 
you, for example, which farm publication 
does the best selling job in their territory. 
Get the whole truth and nothing but the truth 
from them with a simple survey of yourown. 


Midwest Farm Paper Unit 
will pay the costs! 
Ask your dealers in the midwest 8 states 
this question: “In what farm publication 
will our advertising make the most sales 


Agetcaltor 


wit 


MIDWEST 47/7” UNIT 


NEBRASKA FARMER « PRAIRIE FARMER + THE FARMER + WALLACES’ 


for you?” Everything will be completely in 
your hands—you ask the question, weigh 
the answers, draw your own conclusions. 
Midwest Unit Farm Papers will pay your 
out-of-pocket. costs. 


The Bonus Value to You! 


In addition to getting useful information, 
your survey will remind each dealer that 
you're sincerely trying to support him with 
advertising that will sell goods for him. 
He'll appreciate your consideration of him 
in your planning . . . and he'll try harder 
to sell for you. 


Colt your local Midwest representative Midwest offices at 250 Park Avenue New York 59 East Madison Street, 
Crcago.. 542 New Center Building, Detrot. Russ Building, Son Francisco 1324 Wilshwe Boulevard. Los Angeles 


FARMER & IOWA HOMESTEAD « WISCONSIN AGRICULTURIST ond FARMER 
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loff; Gugler Lithographic Co. Third 
award, Pabst Sales Co; Warwick & 


Legler; Michael Dolas; Arthur Deerson; 


U. S. Printing & Lithograph Co. 


6. GASOLINES & OILS CLASSIFICA- 


TION: First award, Atlantic Refining 


Co.; N. W. Ayer & Sons; Lambert-Mills- 
Martino Artists Associates; Cal Ander- 
son; McCandlish Lithograph Corp. Sec- 
ond award, American Oil Co.; Joseph 
Katz Co.; Harold Anderson; Harry 
Kullen and Morris Needle; Litho-Poster 
Corp. of America. Third award, Texas 


| Co.; Cunningham & Walsh; George Rapp: 
| Leslie Beaton; Spurgeon-Tucker Co 


7. SOFT DRINKS CLASSIFICATION 
First award, Coca-Cola Co.; D'Arcy Ad- 
vertising Co.; Haddon Sundblom; Wilbur 
Smart; Forbes Lithograph Mfg. Co. Sec- 
ond award, Nehi Corp.; BBDO; Vi 
Livoti; V. R. Capellupo; Gugler Litho- 
graphic Co. Third award, Nehi Corp.: 
BBDO; George Rapp; V. R. Capellupo 
Gugler Lithographic Co 

8 MISCELLANEOUS CLASSIFICA- 
TION: First award, Jantzen Knitting 
Mills; Botsford, Constantine & Gardner; 
Haddon Sundblom; Elizabeth Everly; 
Edwards & Deutsch Lithograph Co. Sec- 
ond award, Jantzen Knitting Mills; Bots- 
ford, Constantine & Gardner; Al Parker; 
Elizabeth Eyerly; Edwards & Deutsch 
Lithograph Co. Third award, Armour & 
Co.; Foote, Cone & Belding; Charles 
Miller; John B. Breunig; Gugler Litho 
graphic Co 

9 LOCAL CLASSIFICATION: First 
award, Bullock’s-Wilshire; Dana-Jones 
Inc.; Pat-Scha’ Studio; Owen Clinton; 
Compton & Sons. Second award, Ohio 
Bell Telephone Co.; Central Outdoor Ad- 
vertising Co.; Floyd F. Chaney (Hal 
Malmquist & Co.'; E. W. Bondy; Mc 
Candlish Lithograph Corp. Third award 
Van De Kamp’s Bakeries; Foster & 
Kleiser; Arnold Armitage; Leonard B. 
Hamshaw; Foster & Kleiser thand 
Painted). 

iv. PAINTED DISPLAY CLASSIFICA- 


| TION: First award, Atchison, Topeka & 


Santa Fe Railway System; Lee Burnett 
Co.; Victor Beals; A. A. Dailey. Second 
award, Theme Hosiery Co.; Foster & 
Kleiser; Robert Preston; Leonard Ham- 
shaw. Third award, Plymouth division 
of Chrysler Corp.; N. W. Aver & Son, 
John Milligan; Don Kubly 

ll. BLACK LIGHT PAINTED BUL.- 
LETINS (NATIONAL) CLASSIFICA 
TION First award, Drewry'’s Ltd 
U. S. A.; Maxon Inc.; Ray Baker; Wil 
liam Miller. Second award, Armour & 
Co.; Foote, Cone & Belding; Dave Slotkin 
& Ted Cappetti; John B. Breunig. Third 
award, International Cellucotton Products 
Co.; Foote, Cone & Belding; John Norse 
David W. Lockwood 

12. BLACK LIGHT PAINTED BUL- 
LETINS ‘LOCAL; CLASSIFICATION 
First award, Stockton Chamber of Com- 
merce; Foster & Kleiser; Roland L. Mc- 
Kern; Roland L. McKern. Second award 
Stockton Chamber of Commerce; Foster 
& Kleiser; Roland L. McKern; Roland L 
McKern. Third award, D. H. Holmes Co.; 
Walker Saussy-Advertising; Jacob Wolf 
Jr.; Jacob Wolf Jr 

13. SPECIAL CLASSIFICATION: First 
award, Religion in American Life; J 
Walter Thompson Co Al Brecht Durer 
John Cook & Edward Fischer; Spurgeon 
Tucker Co. Second award, Outdoor Ad 
vertising Assn. of America; Mass Mar 
keting Institute Inc.; Charles Gurber: 
Charles Gurber; Mid-States Lithograph 
Co 


ANA Annual Meeting 
All Set for Next Week 

Advertiser and agency speakers, 
case histories, surveys and panel 
presentations comprise the core of 
the program for the spring meet- 
ing of the Assn. of National Ad- 
vertisers at The Homestead, Hot 
Springs, Va., March 28-30. 

The government relations ses- 
sion March 28 will have three 
speakers, G. Rowland Collins, 
dean, school of commerce, New 
York University; Arthur Fatt, ex- 
ecutive vice-president, Grey Ad- 
vertising Agency, and I. W. Dig- 
ges, ANA counsel. March 29 will 
feature an industrial session con- 
current with a consumer goods 
session, an open floor discussion 
and case history presentations 


Kingan Appoints Warwick 
Kingan & Co., Indianapolis meat 
packer, has appointed Warwick & 
Legler, New York, as its agency. 
Elmer L. Cline Inc., New York, 
formerly serviced che account. 


Little Joins ‘Collier's’ 

Thomas J. Little, former presi- 
dent of the Proof Products Co. and 
the T. J. Little Co., has joined the 
Detroit advertising staff of Col- 
lier’s. 
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$285 Billion Annual 
U. S. Income Rate 
Predicted by NAM 


New York, March 20—National 
Assn. of Manufacturers estimates 
that the capacity of the American 
economy should reach an annual 
rate of about $285 billion by the 
end of 1951. This record total, 
NAM says, is expected to meet 
adequately current demands of 
government, consumers and busi- 
ness. 

The analysis prepared by George 
G. Hagedorn, research associate, 
indicates that consumer demands 
this year can be met if they are 
not curbed by further controls. | 

Government purchases, includ- 
ing defense goods, are expected 
to amount to about $52 billion by} 
the end of this year, leaving $233 
billion for private purchases. 

“During wartime _ stress, 
actual level of production can rise 
as much as 20% above normal} 
trends,” Mr. Hagedorn said. “A| 
similar percentage at present would 
supply an additional $60 billion 
worth of goods for defense pur- 
poses.” 

A possible breakdown of the 
$233 billion for private purchases | 
would give durable goods $65 bil- | 


Build Volume 
at LOWER 
SALES COST 


Get 
the Facts 


Door-to-door Selling—bet about 
ter known as DIRECT 
SELLING — is building 
giant volume quickly for 
mony monufacturers. I? 


moy be your answer to 
present doy complex soles 
problems. Direct Selling is 
fully explained in fascinat- 
ing booklet—mailed FREE 
Please write on your let 
terhead 


OPPORTUNITY MAGAZINE 
28 E. Jackson Bivd. 
Dept. AS9, Chicago 4, Ill. 


to 
DOOR} 


Selling! | 


TRANSITION IN DISPLAY APPROACH—Surveys made by Parker Pen Co. disclosed 
that about three-fifths of all fountain pens ore purchased os gifts. Hence, it was 


Joocd, 


logical to thot f 


pens ond pencils should be merchandised as gifts. 


The tray (left) and the floor disploy (right), produced by Horve Ferrill & Co., Chi- 

cago display manufacturer, shows how the company approached the problem of 

merchandising its product as a jewelry item and, at the same time, preserving the 

mass display preferred by many dealers. Lights will be added to many of the cases 
this fall. 


VINTAGE OF 1932—During the depres- 
sion days, Parker Pen Co. used this top- 
of-counter pen display with a removable 
tray. The back of the case hod sufficient 
space to store boxes and additional 
merchandise. Purpose of the display wos 
to attract attention and make sales in o 
minimum counter area (in this case, less 
than two squore feet). 


lion, and pyivate purchases of 
non-durable goods and services 
about $168 billion, the NAM re- 
port says. 


Swerl Plugging New Theme 
B. T. Babbitt Inc., New York, 
is using a new theme for its Swerl 
detergent in the central and south- 
west areas of the country. News- 
paper copy, ranging in size from 
600 to 1,000 lines, tells the house- 
wife, “When washing dishes keep 


| your hands out of strong ‘washing 


suds.” Ads are now run- 
most hard water areas. 


machine’ 
ning in 


Kenyon & Eckhardt, New York, the 
Swerl agency, with no definite 
plans for expansion, is thinking in 
terms of specific markets. 


“Voice of America’ 
to Air ‘Tex and Jinx’ 

“Voice of America,” interna- 
tional broadcast of the U. S. State 
Department, has received permis- 
sion from Bache & Co., New York 
stock broker, to record and re- 
broadcast its Sunday radio show, 
“Tex and Jinx.” Domestically, the 
program is heard over Station 
WNBC, New York, 12-12:30 p.m. 


Chirurg Appoints Shattuck 
V. P. of Merchandising 
Benjamin Shattuck, who joined 
the James Thomas Chirurg Co., 
New York and Boston, last year as 
a consumer goods 
account manager, 
has been elected 
vice-president in 


charge of mer- 
chandising. 
Mr. Shattuck 


was formerly an 
advertising exec- 
utive with the 
Metropolitan Life 
Insurance Co., 
and prior to that 
was a vice-presi- 
dent of the Tit- 
comb Advertising Agency. 


Bates Replaces McGuire 
Bennett Bates, formerly with 
Charles Dallas Reach Co. and Er- 
win, Wasey & Co., has been named 
| advertising manager of Anahist 


B. Shottuck 


| Co., Yonkers, N. Y. He replaces 
John W. McGuire, who has re- 
signed 


$0,000 os 


FOR COMPLETE 


in 


McGRAW-HILL BUILDING, NEW YORK 


GF Names Thurston, Brown 
David W. Thurston, formerly 
associate advertising manager in 
the Minute-Pectin division of Gen- 
eral Foods Corp., New York, has 
been named assistant product man- 
ager in the Jell-O division. Willard 
Brown, formerly assistant to 
Charles G. Mortimer Jr., vice- 
president, has been appointed as- 
sistant product manager in the 
Minute-Pectin division with re- 
sponsibility for Minute rice 


Pepsi Switches to CBS _ 

Pepsi-Cola Co.’s new musical 
broadcast, starring Phil Regan, 
will move to CBS from NBC, ef- 
fective June 3. The time on Colum- 
bia will be Sundays at 5:30 p.m., 
EST. Biow Co., New York, is the 
agency. 


Names Gerard Gilmore 

American Express Co. New 
York, has named Gerard J. Gil- 
more, formerly assistant passenger 
traffic manager of the company, as 
travel sales manager 


80,000 


avenues of approach 
to the 
hoss’s office 
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cocteall 
Actual size. . . 
Convenient for 
pocket or purse 


Pick up Quick...and 


See how these ads are s 
current issue of Quick 


ak ToeRRs 4 


SEE HOW CONVENIENT IT IS! 


See why more and more men and women pick up 
QUICK each week for time-saving, fact-filled reports 

of world news! Notice, too, QUICN’s extra-convenient 
pocket-size that encourages spare-time reading... 

makes QUICK so easy to pass along! In a recent study... 


80% of QUICK'’s subscribers reported they 
take QUICK with them outside the home... 
to the office, traveling, shopping. AND... 


Back home it comes! 93% said their husbands 
(or wives) read QUICK, too. 


Admiral Television General Electric 
Columbia Records lee Tires 
Curtiss Candy R.K.O. Radio Pictures 


Westinghouse Electric Lamps 
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Employe Communications... 


The Muzzle on the Management Press 


By Rosert NEwcoms and Marc SAMMONS 


@ MANAGEMENT critics of the labor 
press dre quick to call union publications 
unprincipled and full of bad intent. They 
brand the labor periodicals as libelous 
unfair. How much or how little of 
this is true is beside the point, and it is 
highly unimportant. 

What is important is that management 
weakens the effectiveness of its own press 
when it muzzles the mention of unions. 
It is a form of striking back, but it’s a 
glancing blow and labor isn’t hurt. The 
management official who is critical of a 
labor editor because he works to further 
the union's interests should bear in mind 
that the editor of his own company’s jour- 
nal is paid to do precisely the same thing 
for management. 


and 


@ Too many managements take a singu- 
larly narrow view of union news in em- 
ploye journals published by the company. 
In some companies mention of the union 
by name is forbidden, and the fact that 
an employe has been elected to a union 
office is not, in management’s view, news. 
A local union may cooperate with man- 
agement in a community drive for the 
public good, yet the contribution of the 
union will be ignored when the company 
journal appears 

The union press retaliates by referring 
to the company publication as a manage- 
ment mouthpiece. The union’s more de- 
voted members will undermine the em- 
journal in union meetings and in 
They are able to give lis- 
teners chapter-and-verse ewidence of the 
employe publication's partisanship. 

The employe publication editor is rare- 


ploye 
public places 


ly the cause of these armed journalistic 
The better editor sincerely de- 
plores the situation; it makes his job 
tougher, his personal acceptance among 
employes more difficult to maintain. More 
than anything, he resents the charge that 
biased journal although, 
under the most favorable circum- 


camps 


he produces a 
even 


stances, this is what it is. So is the union 
paper. 


e@ This absurd muzzling of material about 
unions originates high in the management 
councils. The chances are good that it 
originated there years ago. Management 
holds that the unions have their own 
press, that the unions employ their papers 
for vilification, leaving management no 
means of reply. To acknowledge this is 
to acknowledge that management's com- 
munications machinery needs oiling, and 
perhaps a good engineer to adjust its 
policy. 

In the areas where the matter has been 
thought out, management censorship has 
been partially lifted. Here the union and 
its people are regarded as a “beat,”’ whose 
activities will be reported whenever some- 
thing newsworthy occurs. Some companies 
have ventured, a trifle timorously, to con- 
duct union news departments. It is now 
not uncommon to see contract negotia- 
tions reported through company journals, 
and a picture of the signing of the con- 
tract when that is accomplished. Unfortu- 
nately this is about as far as it goes. 


e@ Industrial editors in the past have been 
cautioned against dealing with the union 
in any way, and few have ever entered 
a union hall. In general it seems to be 
management's attitude that the contact 
with the union is strictly a matter for 
the company’s negotiators, and that for 
an industria] editor to know a union edi- 
tor is a cardinal] sin. This is rubbish. 

Good company-union relationships can 
be encouraged and developed through 
personal contacts between company and 
union editors. They might learn to work 
harmoniously and still remain within the 
framework of their own The 
evidence is still strong that labor and 
management will live together for a long 
time to come. 


policies. 


James D. Woolf Talks Salesense in Advertising... 


eee as nee 


» James D. Woolf, one 
of advertising’s great- 
est copywriters, and 
former vice-president 
of J. Walter Thomp- 
son Co., is writing 

this monthly series of 

copyrighted 
sions on tested ideas 
and basic advertising 
principles. While the 
series is aimed primarily at the small bus- 
iness man who may be a neophyte at ad- 
vertising, AA readers will find instruction 
and entertainment in Mr. Woolf’s cogent 
discussions and sidelights on advertising 


discus- 


successes 

As Jimmy Durante would say, it is 
astonishing how many entrepreneurs are 
trying to get into the act—the mail order 
act, that is 

Over the last three years several hun- 
dred letters regarding mail order ven- 
tures, actual or prospective, have come 
to me from individuals and companies 

What is there to this mail order “game,” 
anyway? How often do prospectors find 
a pot o’ gold at the end of the rainbow? 
One mai! order man estimates that one in 
every ten succeeds. That depends on what 
he means by “succeeds.” If he means sub- 
stantial profits, he is wrong. When we 
rule out marginal pin money “successes,” 


The Mail Order Pot o Gold 


it is my guess that not more than one 
mail order venture out of a hundred re- 
turns a satisfactory profit. 


@ The major reason for so many failures 
is ignorance of the rules and the diffi- 
culties. If the hazards were understood 
at the beginning, it is probable that 75% 
of all “hot” mail order ideas would die 
a-borning. ' 

What are the rules? What are the vital 
principles observed by the successful 
mail order advertiser? A few of them are, 
at least in my book, as follows: 


Here Are the Rules 

The right product (or products) is the 
absolute No. 1 essential. One “expert” I 
know asserts that anything that is saleable 
can be sold by mail. This is false if he 
means “sold by mail profitably.” It is 
true, as we all know, that consumers 
whose principal sources of supply are 
the big catalog houses, such as Sears and 
Ward, will buy everyday staple mer- 
chandise by mail—even pins and carpet 
tacks. But the kind of mail order enter- 
prise we are considering here is not a 
“principal source of supply.” 

The right mail order product is also 
readily available in any quantity that 
may be needed. Many mail order ven- 
tures, successful at the outset, have failed 
hopelessly when the supply dried up, 
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kind used on the typewriter itself. 


for itself? 


ror rrr rr rrer 


in this ad. 


as is possible in print? 


The Creative Mans Corner 


It seems a shame to pin a pun on an ad about a product so distinctive as 
IBM’s electric typewriter—or to set the message in any other type but the 


Since the advent of IBM's electric machine, letters have become a lot more 
individual, a lot more handsome. They are, essentially, letters of credit to 


anyone. But why not demonstrate this fact? Why not let the typewriter speak 


The letters from which quo.es are printed may have been and quite possibly 


were unsolicited. But, somehow, one questions this fact in an advertisement— 
even when the name and the address of the sender are given, which they aren't 


The Starch will probably be quite high—both for noting and read most. The 
Corner, thoroughly sold on the advantages of the product, wonders solely 
about the impression made. It seems to him the distinctiveness and the in- 
dividuality of IBM’s type and its clarity could with great benefit be shown. 
Isn’t it the purpose of advertising to present the product as close to reality 


| 


i 
i 
[ 

5 


yet 
i 


or when, equally disastrous, the supplier 
suddenly upped his price. The matter of 
supply is especially important right now 
in view of war shortages. 


@ The right product is a repeater, par- 
ticularly if it is a low unit purchase. Often 
the advertising cost per unit is in excess 
of the profit yielded by the initial sale. 
Repeat pays the profit. Example: The 
neckties mail-sold by Webb Young, 
Trader, Santa Fe. The same customers buy 
his ties year after year. 

The right product has several virtues, 
as follows: 

1. It has novelty; it is different; it offers 
a unique benefit hard to match in local 
stores. 

2. It fills a more or less general want 
or need. If, as against this, only a hand- 
ful of people can make use of it, its 
appeal is not sufficiently universal for 
good volume and profits. 

3. The unit of sale is not too low. It is 
difficult profitably to mail-sell products 
priced under a dollar (uniess the product 
is a loss leader offered in an effort to 
build up a responsive mailing list). 


4. Its price is in line with local store 
competition. But not always: if the prod- 
uct rates high in quality and novelty it 
may successfully command a higher price. 


Example: Bear Creek’s Royal Riviera 
pears. 
5. Unless the advertiser is interested 


only in a “quick kill,” the right product 
is not a fad, like mah-jongg and similar 
short-lived games. 

6. The right product has genuine merit. 
It measures up to every claim made for it 
in the copy. One advertiser of a fully 
guaranteed $5 product went broke because 
a third of his customers demanded the re- 
turn of their money. 


Single Items Risky Verture 

Unless the product is a high unit item 
permitting a substantial margin of profit, 
it is not impossible but it is exceedingly 
difficult to build a mail order business 
on a single article of merchandise. The 
most successful mail order operators 
offer a line of related products. Example: 
The Old Mexico Shop, Santa Fe. Two or 
more times a year a catalog is sent to 
the thousands of customers who pre- 
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viously bought a single item, possibly a 
loss leader, which has been advertised in 
small magazine ads. 


® Note that the Old Mexico Shop’s cata- 
logs offer related articles of merchandise. 
This is important. My own tests have 
shown that a woman who has bought, for 
example, a Navajo silver-and-turquoise 
bracelet is a poor prospect for a patented 
potato peeler or a bridge book. In the 
same way, a man who mail-buys a necktie 
is an unrewarding prospect for a shotgun 
er a book on stamp collecting. 


Figure All Your Costs 

A common mistake among mail order 
tyros is a failure to figure all items of 
cost. After totting up the cost of the 
merchandise, the cost of the advertising 
per unit sold, the cost of postage, and the 
cost of one or two other obvious items, 
they arrive at an illusory total. Every 
halfpenny of cost vitally affects the final 
result—the cost of cartons, wrapping 
paper, string, labels, stationery, bookkeep- 
ing, correspondence, general overhead, 
and a score of other items, each trifling 
in itself, that are common to any market- 
ing operation. 

The most usual error, I think, is over- 
optimism when estimating the advertis- 
ing cost per unit sold. The product, let 
us say, is to be sold for $5; $3,000 is to 
be invested in magazine advertising. The 
advertiser guesses, hopefully, that the 
advertising cost per order will be 50¢. On 
this basis he will receive 6,000 orders, 
which, at $5 per order, will give him a 
gross business of $30,000. The veteran 
mail order advertiser will indulge in no 
such optimism; he knows from experience 


You Ought fo Know . 


In 1943, Johnson & Johnson decided, in 
line with its general policy of further de- 
centralization, to expand its Ethicon su- 
ture division. J&J had been making su- 
tures for more than 50 years, but from a 
promotion standpoint, 
had been keeping the 
activity pretty much 
of a secret. 

Accordingly, the gen- 
eral manager placed 
classified ads for an 
advertising director in 
several trade publica- 
tions, and also sought 
the advice of the edi- 
tors of three publica- 
tions as to the top advertising man in the 
field. 

“All three came up with me,” 
George A. Kellogg, “and that’s how I got 
the job, though I never saw that ad. Of 
course,” he adds with a chuckle, “I was 
the biggest space buyer in all three of 
those journals.” 

Since 1943, Ethicon has become what 
Mr. Kellogg—who is now vice-president 
in charge of advertising—describes as 
“the largest suture manufacturer in the 
world.” In no small measure this is due 
to aggressive George Kellogg, who has 
made Ethicon a synonym for sutures the 
world over. 

As with many advertising men, George 
has succeeded in the field because, over 
and above his desire to make money, 
he is a man of boundless imagination and 
ingenuity. 

A would-be pianist turned country 
school teacher, in 1931 he joined the Pet- 
rolagar division of American Home Prod- 
ucts because his brother, a medical stu- 
dent, told him, “You'll never make a 
nickel in the school teaching racket.” By 
1933 he had become advertising manager 

On his way to a vacation in Seattle, that 
year, he stopped off at the Chicago offices 
of Petrolagar and discovered that the com- 
pany had contracted with the World's 
Fair for space with which no one had the 


G. A. Kellogg 


says 


— 


that his advertising cost will run as high 
as a dollar or more, and he figures real- 
istically on that basis. 


@ As a matter of fact, if he is a veteran 
he doesn’t guess. He tests. He wouldn't 
dream of shooting his entire appropriation 
—whether it’s $3,000 or $33,000—until 
he has first tested his copy appeals. If 
his results are unsatisfactory, he makes 
further tests or he hunts around for 
other products with more appeal and 
saleability. There are a number of ingen- 
ious and inexpensive ways to test mail 
order copy, but space will not permit a 
detailed account of them here. 


The Most Common Blunder 

The most common mistake made by 
the mail order amateur is his failure 
to turn his copy over to a qualified expert. 
He writes it himself—either because he 
fancies his own artistry with words, or 
because in his innocence he does not be- 
lieve the expert is worthy of his hire. Or 
it may be, perhaps, that his failure is due 
to his inability to lay his hands on a 
qualified expert, because—alas!—there 
are so few of them. 

Mail order advertising is a highly spe- 
cialized art. I know of more than one 
high-priced agency writer, whose fancy 
spreads in Life have won him “Oscars” at 
the advertising shows, who has broken 
his pick on mail order copy, often little 
ventures of his own. 

But don’t let anything I've said here 
discourage you. Maybe for you there is 
a pot o’ gold at the end of the rainbow. 
People buy the darnedest things by mail. 
Just be sure to play it smart. 


George A. Kellogg 


slightest notion what to do. 

George did some quick thinking, and 
next morning came up with a model of 
the famed painting, “The Doctor,” which 
he proposed to exhibit as a diorama. He 
sold not oniy the exhibit but also himself 
—as Petrolagar’s new advertising man- 
ager. “Never did get to Seattle,” he recalls. 

The Petrolagar exhibit was going to go 
over big, George decided, and took his 
promotion plans to the company. “Oh, 
no!,” the executives said. “We're ethical. 
We can’t publicize.” 

Undaunted, George went out on his own 
and hired a publicist, set him up in a 
Loop office, and they went to work. “We 
got Sir William Craigie, famed lexico- 
grapher then teaching at the University 
of Chicago, to give a name to this type of 
art, and pulled a number of other wild 
stunts.” 

The result was that the exhibit, en- 
hanced by soft lights, sad music, and 
oriental rugs on the floor, was voted one 
of the most successful at the fair. Every 
day, George says, it took four policemen 
to quiet the crowds who wept and prayed 
and wouldn't go away. 

Then George took his publicity bill to 
the company. “This didn’t just happen,” 
he pointed out. “This was done.” The 
bosses were delighted to pay and subse- 
quently the exhibit toured the country 
for two years, attracting equal acclaim. 
“I unveiled that picture 18 times in a 
year,” George remembers ruefully. 

In 1936, George was in charge of all 
professional advertising for American 
Home Products, placed through the John 
F. Murray Advertising Agency. There 
followed a stint with the Murray agency, 
where he handled all ethical promotion, 
and from there he went to Johnson & 
Johnson. 

George’s fame in the medical field as 
creator of the “Ethicon Cat-A-Log” and 
“Ethicon Kennel Club” is a result of E:hi- 
con's thumbs-down gesture at one of his 
promotional ideas. 

In an attempt to correct some prevalent 


misundersitandings about the origin of cat- 
gut used in sutures (actually, it’s made 
from intestines of sheep), George made 
plans for a cat exhibit at the American 
Medical Assn. meeting in San Francisco 
last June. He planned to give awards for 
the largest, prettiest, handsomest, most 
lixely to succeed, entries. Ethicon 
disapproved. 

“If I couldn't have live cats, I decided, 
I'd have cat pictures.” Thus the “Cat-A- 
Log,” a picture-and-caption book was de- 
veloped. (A typical page shows a majes- 
tic-looking kitten peering haughtily down 
her nose, with the caption: “Nurse...I 
had to ring that bell four times.”) 

The book was delightful, and 20,000 
copies were distributed at the AMA con- 
vention. To Gate, 365,000 have been sent 
out, and Ethicon receives about 500 re- 
quests weekly. 

George was forbidden live cats in Ethi- 
con's exhibit, but the ban didn’t prevent 
a certain woman's “just happening” to 
lose ten kittens nearby, nearly disrupting 
the convention. 


etc., 


“For two hours, the place was just pan- 
demonium,” George recalls happily. “For- 
tunately, I had a news photographer 
there, so we made al] the San Francisco 
papers.” 

Ethicon’s “Kennel Club,” which fol- 
lowed the “Cat-A-Log,” promises to re- 
ceive equally wide attention from the 
medical and allied professions. About 120,- 
000 copies have been distributed so far, 
and 10,000 hard cover copies are now in 
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production 
Outside of working hours, George's 
consuming interest is music. As an under- 
graduate at the University of Washington 
he taught piano for pin money and played 
piano in dance halls for “kicks” and 
money. “In fact,” he likes to recall, “when 
I spent a summer working in an Alaskan 
fish cannery, it was my ambition to get 
the reputation of having played piano in 
every bordello in the territory. But my 
Chopin met with so little enthusiasm that 
I switched my college major to history.” 
His present musical interests are pur- 
sued in a much more appropriate setting 
As chairman of the board of the Civic 
Symphony in his home town of New 
Brunswick, N. J., he spends a lot of time 
seeing to it that the 65 orchestra members 
always give their concerts (the first of 
which was last May) to a packed house 
Currently he’s engaged in a hot con- 
troversy over the qualifications of the 
local music critic, who has had some un- 
pleasant things to about the Civic 
Symphony. He presented the whole battle 
to Olin Downes, music critic of the New 
York Times, who replied with a three- 
page letter telling George he was all wet 
“I think Downes is right,” George says 
“I think I just lost my head.” But that 
doesn’t mean a quiet retreat—not to 
George Kellogg. At last report he was 
contemplating a paid ad in the local daily, 
reprinting Downes’ letter with a head- 
line reading “Downes Is Right, Kellogg 
Is Wrong.” ; 


say 


The Eye and Ear Department 


“Your Hit Parade,” NBC-TV Saturday 
nights, is a brave attempt to transfer to 
television a long-standing and popular 
radio program. The result, at least in this 
Department's opinion, is not completely 
successful. It's like painting last year's 
car with this year’s colors—it still shows 
through as last year’s model. 

“Stop the Mu- 
sic’ made the 
transition much 
mer? successful- 
ly—helped to a 
great degree with 
much more lavish 
staging and, of 
course, the antics 
and malleable 
face of Bert 
Parks. “Your Hit 
Parade” still con- 


Singing stor Snooky Lon- 


. son sings “Sam's Song 
cerns itself pri- for Lucky Strike’s “Your 
marily with let- Hit Parade” on NBC-TV 


ting you know 
what numbers the country picked as its 
favorite numbers, from one to ten, during 


the week. As in “Stop the Music,” attempts 
are made to interpret the numbers vist- 
ally—even to the point of camouflaging 
the number by applying it to something 
else, such as “2nd week” for “numt 
two.” 7 
The ghost of Mr. Hill must be resting 
comfortably, for the music is still blaring 
and raucous, with a beat that's 
characteristic of “Your Hit Parade” f 
all but a few weeks of its long existences 
The commercials are engaging, cot. 
cerned as they are with a rendition at 
Lucky Strike’s merry and tuneful 
Happy, Go Lucky” lyric. This Departme 
feels the program might be made mo 
interesting if films were inserted showi 
various towns being polled during the 
week. After all, one of the chief points 
of interest in the program is comparing 
own classification of the tunes 
with how the country at large 
It might be fun learning 
just how close your own 


: 
be 


your 
played 
voted on them 
locality came 
to picking them in the right order 


Vespers 


(with apologies to A. A. Milne) 


Account executives kneel at their beds 
And smite little fists upon little heads 


Hush! Hush! Whisper who dares! 


Agency boys are saying their prayers 


“God bless the client.” I know that’s right 
And wasn't it fun in that bar tonight? 

See the same faces. .. talk the same rot 
Oh! Gad bless money. . .I quite forgot 


If I open my fingers a little bit more 

I can let all my money fall on the floor. 

It’s a beautiful green though it hasn't a soul 
But, God bless me and the ultimate goal. 


Slap their fat backs until they are hot 

Then hit 'em hard with the new pitch you've got 
I said, “Bless the Client,” what else can it be? 
Of course! I forgot to add, “God bless me.” 


(Softly now) 


Account executives kneel at their beds 
And smite little fists upon little heads 


Hush! Hush! Whisper who dares! 


Agency boys are saying their prayers 


Contributions are solicited for AA's poetry corner 


Drusilla Darr 


(No pay ts made for verse) 
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Taylor Becomes Pew Partner 
William E. Taylor has resigned 
as press bureau manager of Lever 


. Bros., New York, to become a part- 


ner in Marlin Pew Associates, New 
York, public relations. 


Names Boston Agency 

Morehouse Baking Co. has ap- 
pointed Bennett, Walther & Mena- 
dier, Boston and New York, as its 
advertising agency. 


Specialists on 
SALES PORTFOLIOS 


SERVICE BINDERY CO. 


2241, 5. WABASH AVENUE 
CHICAGO 16 


CAlumet 5-3224 


ee President Carlos Prio Socarras. 


Kl traffic will bear them—just as 


Goar Mestre, Cuban Dynamo, Starts 
First TV Station with Sleek Revue 


Only 3 Half-Hours 
Unsold as CMQ-TV 
Makes its Debut 


By JOHN CRICHTON 
Havana, March 19—CMQ-TV is 
all set now. The new station has 
been blessed by Manuel Cardinal 
Arteaga y Betancourt, and given 
a rousing inaugural speech by 


It has only three half-hours un- 
sold, it has two new studios in the 
process of completion, and it will 
move its rates up “as fast as the 


we did in radio.” 

That’s the forecast of Goar Mes- 
tre, 39-year-old head of CMQ, 
now Cuba’s top network. One of 
his continuing problems is likely 


to be that of TV sets—a 16” set, 
after 43% duty, freight and insur- 
ance charges, plus distributor and 
retailer markups, costs about $420. 

As a result, while the number of 
sets imported and sold is known, 
the number brought in illegally 
can only be estimated. It is 
thought that there now are about 
15,000 sets on the island, nearly all 
in Havana. 


e Mr. Mestre got into broadcast- | 
ing seven years ago, acquiring a| 
nearly bankrupt network in order 
to escape being booted around as 
an agency man. (His brother, 


| Abele, is now a partner in Mes- 


tre, Conill & Co., a company Goar 
formed.) Mestre, incidentally, may | 
regard himself as one of the legion 


MESTRE BROTHERS—Here are the three Mestre brothers, cought during part of 


of CMQ-TV. 
the 


drug 


Left to right: Luis A. Mestre, who handles 


y and the station building corporation; Judge Justin 


Miller of the NAB; Goor Mestre, head of CMQ; Abel Mestre, partner of Mestre, 
Conill & Co., advertising agency; and Melchor Guzman, president of the repre- 
sentative company handling CMQ. 


vertising. 

Actually, CMQ-TV is the latest 
link in a communications empire. 
In Radio Centro, a sleek and mod- 


of Yale men who made good in ad- ern office building, partially owned 


FAMILY PORTRAIT 


OF YOUR BEST MARKET 


Verwun ‘wh iw 


‘- 
“Za 


wa > 
QD 


@ 


YU) 


A Se Mad agen Yasin Van “tfed tm * Want ‘4 


LIV 


Today, young homemakers under 35 are doing the bulk of homefurnishings buying. More young 
families than ever... more of them establishing their own households . . . more of them having 
more children... are doing more buying for their homes. 


Every issue of LIVING For Young Homemakers pin-points a unique highly concentrated market 
of these eager, responsive young marrieds — concentrating on Home, responsive to what they 


see in the magazine that shows them the way to the home they want. 


IT’S A FACT —One editorial mention in our August issue created 9000 reader orders for the 
product — one out of every 34 circulation. 


IT’S A FACT —A full page advertisement running in our September and October issues pulled 


1977 reader responses . . . one 


out of every 378 copies sold. 


With each issue, more advertisers are learning (1951 lineage already shows a 73% increase 
over 1950) that it pays to show their wares in the youngest, fastest growing magazine in the 
home field, devoted to the home interests of the youngest, fastest growing market in America. 


ING 


FOR YOUNG 
HOMEMAKERS 


by the Mestres, are housed the 
other elements of the empire— 
CMQ-TV; CQM, the radio network 
with six transmitters throughout 
Cuba; CMBF, an all-music station, 
and Radio Reloj, a time-signal sta- 
tion, which offers—24 hours a day 
—minutes divided like this...a 
| ten-second spot, a ten-second time 
| signal, a ten-second spot and 30 
| seconds of news. 


s Mestre worked for National Car- 
bon immediately after leaving 
Yale, went to Argentina for a year, 
and returned to Cuba to set up a 
| distribution business, handling 
| both Cuban products like Kresto 
| (a chocolate mix which the Mes- 
tres now own, and which was— 
naturally—one of the first adver- 
tisers on CMQ-TV) and such U.S. 
standbys as General Foods and 
American Home Products. 

He went into the agency busi- 
ness to improve the advertising of 
these products, and went into ra- 
dio after he had proved its feasi- 
bility in the Cuban market but 
was unable to make the network 
from which he bought the time 
stick to card rates. 


e CMQ now is supposed to have 
48% of the audience, based on sur- 
veys of the Associacion de An- 
| nunciantes de Cuba, a rough equi- 
| valent of the ANA. 

It was built in seven years by 
adherence to American radio for- 
mula—soap operas, quiz shows— 
| Plus a solid shot of commercial 
| time. In the beginning, Mestre cut 

the commercial time on the net- 
|} work some 59%, but held rates 
| at the same level. He reduced the 
radio spot blocks between shows 
| from three minutes to two minutes, 
| but finally returned them to 2%- 
minute blocks, convinced that the 
Cuban audience likes them. 

Although CMQ has 48% of the 
| audience, it draws only about 12% 
| of its billing from export-adver- 
| tised products. (This does not in- 
clude Cuban subsidiaries of Amer- 
ican companies, which Mestre 
counts as local billing.) 


@ Here, too, the vagaries of the 
Cuban agency system take over. 
If an American agency places the 
| business with CMQ, it gets a 15% 
commission; if a Cuban agency 
places the business, it gets a 15% 
commission. If, however, an Amer- 
ican agency places the business 
through a Cuban affiliate, the U. S. 
agency gets 15% on the gross, the 
Cuban affiliate, 10% on the net. 
Media men are inclined to re- 
gard this situation as unfair, but 
Mestre, an agency graduate, is in 
the anomalous position of disliking 
something he helped to create. On 
the other hand, in December, 1950, 
the commissions were changed 
from 15-15 to the present 15-10. 
The Mestres also operate COCQ, 
a shortwave station, which was 
important before the six trans- 
mitter setup was effected. It now 
is thrown in with CMQ, and no ad- 
vertisers buy it separately. No ad- 
| vertiser, for that matter, may buy 


| 
| 
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any part of the CMQ network. | 

Radio is of tremendous unger-| 
tance to Cuba, both for entertain-| 
ment and communication (there | 
are only 90,000 telephone homes, 
compared to 550,000 radio homes). 
Goar Mestre thinks radio will last 
a long time in Cuba, and points! 
out the relatively low circulation 
of newspapers as proof that the 
Cuban leaped direct to the newer 
medium. “In Latin America,” he 
says, “you frequently find the 
phenomenon of a people’s going 
from muleback to the airplane, 
without ever passing through the 
automobile stage—this is true with 
radio, too.” 


s Regardless of radio’s future in 
Cuba, the Mestre brothers have 
put major money into TV. High 
above Radio Centro is a 230’ tower, 
constructed of 90-lb. steel (about 
triple the strength of most U.S. 
installations) to withstand the oc- 
casional savage hurricane. 

For the inaugural show, the net- 
work turned out a top-notch re- 
vue, and the U.S. network and 
agency men who watched the acts 
were in agreement—production 
and talent were first-class. The 
talent is recruited from the radio 
force, with performers working on 
as many as 35 AM soap operas in 
a week, and rehearsing two TV 
dramas. 

The new TV station currently is 
operating about five hours but is 
practically sold out. In fact, the 
general sales situation of the com- 
munications empire is something 
to make a network sales manager's 
mouth water. Radio Reloj is 100% 
sold, with a waiting list of spon- 
sors running to November. CMBF, 
on the air 17 hours a day, is 60% 
sold, enough to make it profitable; 
CMQ, on 18% hours a day, is com- 
pletely sold out. 


s (Incidentally, the Mestres once 
planned another channel, devoted 
exclusively to sports broadcasts, 
but this never materialized, being 
shelved to bring the TV station in- 
to operation.) 

Goar Mestre is particularly can- 
did about the poor promotion ac- 
corded many American products 
in the Cuban market. In the case 
of Kresto, he put $85,000 into ad- 
vertising the first year, about the 
total his competitors—the best- 
known U.S. chocolate mixes— 
were spending. He dominated the 
field in short order. Similarly, he 
says a Cuban toothpaste, Gravi, is 
the leader (accounting for about 


| Stockwell Joins ‘Capper's’ 

Jake Stockwell, formerly west- 
jern manager of Farm & Ranch— 
| Southern Agriculturist, has joined 
| the advertising staff of Capper's 
Farmer, published by Capper Pub- 
| lications Inc., Topeka, Kan. 


Appoints Leo Wilson 

Leo Wilson, in the Los Angeles 
office of Cresmer & Woodward, 
has been named manager of the L. 
A. office. 


87 


Bennett Joins Tatham-Laird 
Harold A. Bennett, formerly 

with Young & Rubicam, has been 

named traffic manager of Tatham- 

Laird, Chicago. He succeeds Jo- 

—_ P. Perry, who is now with the 
avy. 


Appoints Bennett, Walther 

Morehouse Baking Co. Law- 
rence, Mass., has named Bennett, 
Walther & Menadier, Boston, to 
handle its advertising 


AT SIGMA DELTA CHI DINNER—New York editorial notables at the professional 
journalism fraternity’s dinner, held at Toots Shor’ %, are (left to right) Fred Woltman, 


a Pulitzer Prize winner; Earl Johnson, ident, United Press; Bo 

McAny, World-Telegram and Sun; Murray Dovis, stor ‘Teporter ond Pulitzer Prize 

winner; Lee Wood, executive editor, World-Telegram and Sun; Julien Elfenbein, Haire 
Publishing Co.; and Elmer Walzer, financial editor, United Press. 


50% of the market) with Colgate} ing that the market refuses to be 
@ poor second. | captured so easily. In Cuba, as 

North Americans tend to think} elsewhere, he says, intensive pro- 
that a few pages in magazines cir-| motion—done by people who 
culated throughout Latin America| know how—is necessary to make 
will do the job, he observed, add-' a product successful. 


15%MILLION 


car market! 


—ready for intensive sales development! 
You reach all segments of the Southern 
and Southwestern automotive trade with 


SOUTHERN AUTOMOTIVE JOURNAL 
cur) 806 Peachtree St., N.E., Atlauta 5, Ga. 


=) 


Established weekly circulation. ..70,000 copies average every Monday. 


Twice the circulation of any other publication 
serving the Chemical & Process Industries. 


Blanket coverage of the 7-Group Buying and Specifying Team: 


Officials - Works Executives - Engineers - Research 


Directors - Chemists - Consultants - Foremen and Supervisors. 


Business news coverage. 
Executive readership. 


Industrial readership. 


Over 235,000 inquiries a year from reader services alone. 


Advertising gain—3 times greater than all other Chemical and Process 
Industries magazines combined, 1950 over 1949. Still zooming UP! 


At the lowest cost per thousand (total and industrial) 
your advertising becomes a fast-action sales tool in 


CHEMICAL & ENGINEERING NEWS 


NEWSMAGAZINE OF THE CHEMICAL WORLD SINCE 1923 


The ACS publishing program also includes 


Published by: THE AMERICAN CHEMICAL SOCIETY 


INDUSTRIAL AND ANALYTICAL 
ENGINEERING CHEMISTRY CHEMISTRY 
The workmagazine of the Chemical rk ine for chemists and 
ond Process Industries gineers in Ind: ! Lab ri 


Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 18, N. Y. 
CHICAGO * PHILADELPHIA * CLEVELAND * DALLAS * SAN FRANCISCO * LOS ANGELES * SEATTLE 
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GETS 14 
OF $20,000 JOB... 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 


a year. 


about results: 


SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 
VERTISING AGE. 


“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. These 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 
in ADVERTISING AGE is the most resultful 
place to tell your story. 


OFFERS 


And here’s what he said 


No. 3919. 
Market. 
Negro men smoke Camels 
} women call for Philip Morris. Both 
j sexes prefer beer to any other bev- 
: 
: 


Studies 


Starch Negro 


Negro 


erage, and Pabst is the favorite. 
These and hundreds of other sales- 
important facts are contained in 
the new book, “Market Character- 
istics of Ebony Magazine Readers,” 
prepared by Daniel Starch and of- 
fered by Ebony. The book analyzes 


the family status and income of 
Ebony readers, and then gives 
preference percentages in auto- 


mobiles, foods, general merchan- 
dise, household appliances, medi- 
cines, soaps, tobacco, and toiletries 


No 


“Complete 


3922 Markets at a 


Glance. 


lowa 


Market Information 
About Iowa” is a new folder of- 
fered by the Des Moines Register 
and Tribune which provides buy- 
ing power maps giving retail, food, 
Roun furniture, and other sales by 


Pounties 


Wo 3923. Home on the Ranch 

*> Radio Stations KMMJ and 
KXXX, Grand Island, Neb., and 
Colby, Kan., offer a new brochure, 


“Life in the Ranch and Farm 
Area,” which discusses the cur- 
rent situation on the hog crop, 


lamb feeding, corn, wheat, poultry, 
and the effects of irrigation in the 
area 
No. 3926. U. S Resources 

Chart 

Scientific American offers a 
new study entitled “U. S. Human 
Resources” which shows graphic- 
ally the shifts to be made in man- 
power during 1951 in trade, serv- 
defense effor 


Human 


professions, 


civilian industry and agriculture 
Other graphs show need vs. de- 
mand for new engineers, as well 
as the supply and demand picture 
for engineers and scientists in in- 
dustry, government and the uni- 
versities 

Note 


Inquiries for the items Usted above will not be serviced beyond May 7. 


No. 3924. Finance 
Charts 

Dun’s Review is offering two 
new charts, “Federal Finances- 
1790-1950" and “Regional Com- 
parisons for Key Economic Indica- 
tors, 1940-1950." The first com- 
pares national debt to national in- 
come, etc., for the last 160 years, 
while the second shows the bus- 
iness picture for the last decade in 


and Economic 


|} by hard-hitting display 
| Ideal living conditions in a growing Flor- 


the nation’s eight regions 


| rectly 


3928. Thorough Analysis of! 
Fort Wayne Market. 

Showing that Fort Wayne is 
right up there among the first 15| 
U.S. cities in effective buying | 
power per family, “Indiana’s Gold- 
en Zone Market” is a new book 
offered by the News-Sentinel and) 
the Journal-Gazette. It is a thor-| 
oughgoing study, containing use- 
ful marketing data and informa- 
tion on test campaigns 


No 


No. 3929. How to Prepare Art for 
Television 

TV has been causing some head- 
aches in art departments when 
slides do not show up on the pic- 
ture tube as planned, so KMTV, 
Omaha, is offering a “Guide to 
Layout and Reproduction of Art 
for Television.” It covers propor- 
tions, contrast ranges, dangers in 
geometric patterns, effect of fine 
details and cluttering, maximum 
size limits for best results, and} 
lettering on station break slides. | 


Recommended reading in all art! 

departments 

No. 3930. Kinds of Flour Used 
Down on the Farm. 


Seventy-three per cent of farm 
wives now use prepared mixes for 
biscuits, pies and cakes. Pillsbury 
is out ahead among standard 
flours, but King Midas and Robin 
Hood are strong contenders. These 
and a vast array of other details 
are offered by Wisconsin Agr-cul- 
turist & Farmer in a new 
study, “Flour and Prepared Baking 
Mixtures Survey.” 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St.. Chicago 11. Tl 


—please print or type) 


NAME 


-OMPANY 


ADDRESS 


COPY B PONG .....ccccoccrrerserecerseosesseee 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of eacn item wanted 


TITLE 


STATE 


| enced, do not apply 


Rates: 75¢ per 


(maximum—two) 30 letters and spaces per line; upper & lower case 


E ADVERTISING MARKET PLACE 


ine, minimum charge $3. Cash with order. Figure all cap lines 


0 per 


line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


ceding publication date. 


Display classified takes card rate of $11.25 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St HA 7-2063 Chicago 4 


An immediate opening for a Managing 
Editor on a National Trade Journal pub- 
lished in the South. Must be thoroughly 
versed in all phases of trade-paper work 
and have a technical or mechanical back- 
ground; some sales experience also help- 
ful. Give full details and salary expected 
in first fetter. Write 

Box 3661, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
S/ SMAN: 

SPECIALTIES & CALENDARS 
Large line Adv. Gifts, Calendars, Greet- 
ing Cards. Novelties, ete. Full time or 
ideal tie-in for active agency men and 
space salesmen. High commission. Confi- 
dential details in first letter 

Reiniche Advertising Service 
Box 542 
Goshen, Indiana 
Florida Newspaper Has Opening 
For Right Man or Woman 
Top notch layout, copy and idea man or 
woman wanted by one of Florida's finest 
newspapers. Must be fast and be able to 
spark and grasp ideas which can be sold 
staff 


ida city. If vou have a yen to live in 
Florida, and think you can fill the bill, 
please send full details first letter. We 


will ask for samples of work if interested 
Box 3670, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, 
ing, Sales Promotion and Management 
*"AND* 
Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 
14 E. Jackson Blvd Chicago 4, Ill 
PRODUCTION AND COPY MAN 
Fast growing midwest proprietary drug 
manufacturer wants man _ thoroughly 
versed in production, copy, market re 
search and planning of promotional and 
merchandising campaigns. Will work di- 
under President. Progress entirely 
dependent on man himself. Unlimited 
earnings possible. This is not an easy job 
and unless you are thoroughly experi- 
Write 
ing starting salary desired. Your reply 
will be treated with strict confidence. In- 
terviews will be in Chicago. Our organi- 
zation knows of this ad 
Box 3680, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
Publisher's representative to sell 
for well established West Coast 
publication to work in Chicago area 
potential business. Good commission 
rangement 
Box 3681, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
CIRCULATION MANAGER 
A man who is now second or third in his 
department but who desires to get ahead 
fast, will probably be interested in an 
opening with a national magazine. circu- 
lation over one million, headquarters mid- 
west. In reply give all details of exper- 
ience, salary, etc., to 
Box 3682, ADVERTISING AGE 
11 E. 47th St.. New York 17, N. Y 
HARRISON PERSONNEL SERVICE 
Established 36 Years 
Advertising-Sales Promotion Managers- 
Sales Executives-Salesmen and Editorial 
men. Positions up to $15,000 
20 W. Jackson Bivd 
ADVERTISING 


space 
trade 
Big 

ar- 


Chicago 4 
SALESMAN 


Midwest agricultural publishing company | 


has position open for 
space salesman 
Agricultural college education 
Write giving complete 
salary expected, date 
ployment. Address 
Box 3683, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il! 
Ask for ELINOR KENT! 
Reasonable Rates 
Topnotch Advertising Executive $12,000 
Know pkg. gds. merchandising, brands. 
Industrial Copywriter-Agcy exp. to $7590 
Home heater exper. Midwest agency 
Public Relations Writer-Ind. exp. ..$4800 
All ‘round writer. Early press exper 
Promotional Copy. Exec. Assist $3380 
Idea woman. Direct mail exper. No fee 
Retail Copy Chief. Asst. Adv. Mgr ...$5200 
MONARCH PERSONNEL 
28 E. Jackson WA 2-9400 Chicago 4 


now advertising 
an asset 
personal history, 
available for em- 


Advertis- | 


| required on 


in detail stat- | 


ment it deserves 


| 
| 


HELP WANTED 

EDITOR WANTED 
for The Inland Printer. Present editor 
retiring after many years of service. The 
man to fill his shoes must have know!l- 
edge of printing and graphic arts indus- 
tries, editorial experienge, writing ability, 
be willing to travel, preferably have de- 
sign and layout ability. Permanent op- 

portunity for the right man. 

Maclean-Hunter Publishing Corporation 
199 W. Jackson Bivd., Chicago 6, Ill 


ADVERTISING MAN 
Prominent Chicago Photographic 
desires to start a Division to 
Catalogs, Brochures, Direct Mail 
War Manuals, etc 
We are looking for a man with ability 
and experience to assume complete re- 
sponsibility for the creation and produc- 
tion of such advertising media. This in- 
cludes rough and finished layouts. copy- 
writing. finished art and production. 
This is a fine opportunity to develop to- 
gether a substantial operation 
This opening is not for a man who wants 
a job with a salary. We will finance the 
entire operation and no investment is re- 
quired 
Write in detail 
and your ideas 
cial arrangement 

Box 3635, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, lll 


LIKE FLORIDA LIVING? 
=xperienced, resourceful creative man 
needed in Miami area. Small investment 
participating basis. 
Box 3686, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
POSITIONS WANTED 
CREATIVE LAYOUT ARTIST 
12 years experience and seeking perma- 
nent layout position in ad agency or stu- 
dio that would require good creative 
roughs for particular accounts. Have ade 
quate background for art direction. Mar- 
ried and draft exempt. Chicago area only 
Box 3679, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
REPRESENTATIVES WANTED 
EASTERN 
SPACE REPRESENTATIVE 
Mid-Western publisher of three well- 
established trade publications in the pa- 
per and packaging fields wants full time 
man to represent them in the East, cap 
able of operating independently with 
minimum of supervision. For interview 
call Mr. Young at WAtkins 4-6700, N.Y.C 


REPRESENTATIVES AVAILABLE 
Progressive hard-hitting Eastern Publish 
ers Representative Organization with a 
well trained sales crew, now serving four 
publishers, seeks one more trade or farm 
publication 

Box 3684, ADVERTISING AGE 

11 E. 47th St., New York 17, N. ¥ 


MISCELLANEOUS 


“FREE LANCE ART PRODUCTION 
TYPOGRAPHY—PASTE-UP ASSEMBLY 


Studio 
produce 
Pieces, 


giving your background 
for a satisfactory finan- 


WANTED 


Let me give your work the personal treat 
A trial will satisfy 


W. DOUGLAS CAIN 
952 N. Michigan, Chicago 11 
LARGE CERAMIC 


DE 7-2369 
DESK ASH TRAY, 
any color, with your name. or initials 
on it. Sent on approval, $2.00 postpaid 
Absecon China Decorators, Absecon, N.J 
FINE CANADIAN MAILING LIST 
175,000 Mail Buyers on Elliott Stencils 
Will rent to reliable house. Can mail 


Younger man preferred. | Write-TOBE’S, Niagara-on-the-Lake, Ont 


DO YOU NEED 


NEW YORK CITY 
REPRESENTATION 


This Sales Organization with com- 
plete design staff —contacting 
national advertisers may solve your 
problem. 


Sox 7024 ADVERTISING AGE 
11 E. 47th St.. New York 17, N. Y. 


ONE OF OUR ADVERTISING AGENCY CLIENTS 
WANTS TO ACQUIRE | 
A CHICAGO ADVERTISING AGENCY | 


Your isquiry will be treated with the st ict 


confidence usual to our practice. 


RUBEL AND FIELD 
Advertising Agency 


Management Consultants and Accountants 


Advertising Age, March 26, 1951 


Gruen Denies FTC's Charges 
on Ad Allowance Grants 


Gruen Watch Co., Cincinnati, 
has denied charges of violating the 
Clayton Act, as amended by the 
Robinson-Patman Act, in granting 
advertising allowances to its cus- 
tomers. The denial was filed with 
the Federal Trade Commission. 
Complaints also had been issued 
to Bulova and Elgin (AA, Dec. 
25, 50, Jan. 15 and March 12). 

Admitting the use during 1949 
and 1950 of an advertising allow- 
ance plan substantially as de- 
scribed in the complaint, Gruen 
| challenges, however, the accuracy 
of the tigures showing the opera- 
tion of the plan. The plan involves 
the granting of advertising allow- 
ances to customers on the basis 
of a specified percentage of the 
| dollar volume of annual purchases, 
with a progressively higher rate 
allowed for each higher rate 
bracket. Gruen contends that pay- 
ments were available on propor- 
tionally equal terms to ajl com- 
peting customers 


Dotted Liners Set Outing 


The annual outing of the New 
York Dotted Line Club, an af- 
filiate of Associated Business Pub- 
lications, is scheduled for June 8 
at the Wee-Burn Country Club, 
Darien, Conn. 


B&B Promotes Ruth Jones 

Ruth Jones, formerly media 
supervisor on Tide, has been pro- 
moted to assistant director of 
media for the Procter & Gamble 
account at Benton & Bowles, New 
York 


WANTED TO BUY 
SMALL AGENCY 
CHICAGO 


We are interested in buying a small 
going agency in Chicago with the 
possible idea of retaining the present 
owners in executive capacity, or if 
present owner has been wanting to 
retire will buy him out. Our own 
business is a little more than we can 
handle. Believe the right man will 
make more money working with us. 
Your letter will be acknowledged and 
held in strictest confidence. This offer 
and the men who make it will bear 
close investigation. Address Box 7817, 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANTED: 
Building Editor 


lowe National Magazine. Man should be 
good writer and even more important should 
recognize and be able to inspire good writ- 
ing. Thorough and complete knowledge of 
home building field essential. Immediate 
work highly interesting and remunerative— 
future unlimited. 
If you are not top-flight, and if you cannot 
take complete charge of home-building de- 
partment of publication with all that is in- 
volved, please do not reply. Please give 
| synopsis of experience and present occupa- 
tion, and present salary in first letter, to- 
gether with three references who know your 
work. To the man who can qualify this 
position offers an enviable opportunity and 
a pleasant and profitable lifetime. 

Box 7813, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, IM. 


| PHOTO 


ENGRAVING. PLANT 
For Sale 


Midtown New York City. Union 
shop. fully stafied and equipped. 
Now doing $25.000 to $30,000 
monthly. Capacity $45,000. Prin- 


cipals only. 
Box 7823. ADVERTISING AGE 
11 FE. 47th St... New York 17, N. Y. 


ASSOCIATE 
WANTED 


Ad man with spare time and some 
capital to help me expand a growing 
tested anc’ proved daily household 
product. Nothing like it. Users’ testi 
monials prove it good repeat se'!er 
No materia! shortage. Ideas and little 
money now can prove very profitab!e 
in n-xt 3 mos Replies confidentia’. 
Retfer-nce-s exchanaed 

Box 7625, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


{ 
, 
{i 
| | 
iM 


alee “sg a gop a ee ' ) =e Ws ; : : ‘ : : Es Pe = 
Ag? a8 
: - ’ 
= | 
‘ enone 
a 
SS | 
pT 
F Se 
a 
i LE EAR I A RR TART NES A A IT ERIS ET IIE TTT 
: Pe 
. i 
a 
| 
| | — 
Te Fes : as gan te i + _ pe 
: Fano 5 Ee RR im) . 2 5 . : . 
®g pL 
: 
: Po 
| a 
a 
a ae 
oa — ccna nimnnniatadie 
| a [——_—_—_ 
| ee 
- a a 
a 
. po 
i" 
. 
> Ce | 
; ' 
eS | 
| on ae 
SS | ;— = } 
| — | eee | | 
fe ! 1 
= | : 
, ! 1 a 
ee ES SS eS 
a 4 
ee oe e 


ial workers on the New York ment award from the Newspaper Ball. The council will be cited by 
World-Telegram & Sun last sum- Guild of New York, April 13, at the guild for “leadership in the 
mer, will receive a 1950 achieve- the latter’s 16th annual Page One field of inter-union cooperation 


CIRCULATION and READERSHIP 


Where * counts: 


SALES STEPS FOR GAINES—Footprints leading to a muss display are the latest 
point of sale gimmick being used by Gaines division of General Foods Corp. to 
help sell 25 and 50 pound bags of the dog food. Here T. |. (Zeke) Morrow, associ- 


ate sales manager, points out the profit p 


ibilities to a Kankakee, Ill., grocer. | 


Scheidt Adds TV 
Shows: Broadcasts 
9% Hoursa Week 


PHILADELPHIA, March 20—Adam 
Scheidt Brewing Co. has expanded 
its television time in this area to 
help promote its Valley Forge 
beer, Ramshead ale and premium 
Prior beer. This makes Scheidt the 
largest purchaser of radio and tele- 


telecast of all-star wrestling bouts 
from Los Angeles, and another is 
a three times weekly 15-minute 
TV show featuring interviews with 
well known people. Both are seen 
on WFIL-TV. 

Sheldon Gross, WFIL-TV staff 
announcer, will be host on “Cafe | 
Prior,” which will be seen Mon-| 
days, Wednesdays and Fridays at 
6:45 p.m. This show marks the, 
first television for Prior beer. A | 
special night-club setting will be} 


You sell the 
entire family | 
when you | 


en 


used for this show. 
Ward Wheelock Co., 
delphia, is the agency. 


vision time of any brewery in the 
Philadelphia area, with a total of 
nine hours and 15 minutes a week 

One new show is a weekly hour 


Phila- 


Acomb Agency Moves Offices | 

Robert Acomb Inc., Cincinnati 
agency, has moved to new offices 
at 444-446 E. Fifth St. 


To Receive Award for Strike 
Allied Printing Trades Council 
of New York City, which sup- 
ported and made possible the 71- 
day strike of reporters and editor- 


From your color transparencses 
or artwork— | 


RABBIT COLOR PRINTS 


Very short run, 10 to 200, full color 
reproductions from postcard size to 16” 
x 20” for sales p P ions 
displays, etc. at budget prices. Improved || 
dye transfer process. Ten duplicates mini- 
mum order. 7 day service. Write for prices. 
THOMAS 8. NOBLE ASSOCIATES 
270 Park Avenue, N.Y.C., Murray Hill 8-009! 


207 N. MICHIGAN AVE., CHICAGO 1 + FRANKLIN 2.5854 


lollins 
Miler and 


har chings 


INCORPORATED 


AMERICA'S FINEST PHOTO-ENGRAVING PLANT 


ee hee ee 


PICK THE POST! 


— 
re Pee 


$ 


we, ge 
<a 


et 


In the home, where buying decisions 
are made, you sell at sunup with The Post. . . 
an outstanding medium in an outstanding market! 
Texas’ largest morning newspaper covering 


HOUSTON and Texas’ Famous Gold Coast! 


Texas’ Largest 
Morning Newspaper 


RALPH W. RUNNELS 
Advertising Director 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 
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SIGNED AND SET—David C. Ketner, advertising manager of the Pepsodent divi- 

sion, makes Lever Bros. purchase of “Hawkins Fall” (NBC-TV) official as Edward 

D. Madden of NBC and Robert Fisher (standing) of N. W. Ayer & Son look on. 

The program will be televised Monday through Friday at 5 p.m., EST, starting 
April 2. 


NEW SHOW-—Top brass got together at the Travis Air Base president of Pepsi-Cola; Milton Biow, of the Biow agency; Phil 
recently for the opening of the Phil Regan Armed Services show Regan; Tom McCray, western division, NBC; Richard Burgess, 
on NBC, sponsored by Pepsi-Cola. Present were Alfred N. Steele, Pepsi vice-president; J. W. Carkner, chairman of the board. 


_ Whee: 


HupsoN 
HORNET 


DEALER SUPPORT—This is Hudson Motor Car Co.'s April outdoor poster, one of the 
series in the auto maker's local area advertising program for dealers and distributors. 


.] 
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REDESIGNED—The bottles at the top show 
the new designs for three of the toiletry 
items of Better Brushes Inc., Palmer, Mass. 


FUN IN SPORTS—Five-piece cardboard and crystafoam display kit produced by Two of the old-style bottles are shown 

. L. Stensgoard Associates for Hickok sports belts. The male figures are ap- below. Bottles, labels and Empress plas- 

proximately 10” high, of crystaf , and ted to cardboard backgrounds tic closures were supplied by Owens-lili- 
die-cut to hold merchandise samples. nois Glass Co., Toledo. 


OUTDOOR AWARD WINNERS—Jury members exhibit the three were, left to right: V. A. Schmitz, Blatz Brewing Co.; Elizabeth 
grand medal award winners in the 19th Exhibition of Outdoor  Eyerly, Botsford, Constantine & Gardner; A. E. Tongue, Anti- 


SEND OFF—Lou E. Phenner (left), president of Canadian Cellucotton Products, who Advertising Art, sponsored by the Art Directors Club of Chicago. Freeze division of U. S. Industrial Chemicals; Ray O. Mithun, 
is retiring after seven years as president of the Bureau of Broadcast Measurement, The Ford Motor Co. (J. Walter Thompson, agency) poster in the Cambell-Mithun; Oren A. Smith, J. Walter Thompson; L. A. 
receives felicitations from Horace N. Stovin at the ¢ tion of the C dion Assn. center won the gold medal grand award; the silver medal Clark, Frigidaire division of General Motors; Malcolm Jennings, 
of Broadcasters in Quebec, during which a TV set was presented to Mr. Phenner. award went to the P. Ballantine & Sons (J. Walter Thompson, MacFarland, Aveyard & Co.; E. W. Ebel, Post Cereals division, 
: Mr. Stovin heads the radio rep toti pany bearing his name. agency) poster on the left; while the poster for General Foods’ General Foods; Spencer Franc, Maxon Inc.; W. A. Morgan, Con- 


Birds Eye-Snider division (Young & Rubicam, agency) on the  tinental Oil; Luther Johnson, Young & Rubicam; Walter Howe, 
right won the antique bronze medal award. Members of the jury R. R. Donnelley & Sons; J. B. Breunig, Foote, Cone & Belding. 


PU ce 
UNIVERSAL APPEAL—At left are three of a set of nine different designs for Coca-Cola supermarket dis- costs only $1.25 each, and the animation is provided by the fan itself, which swings the panel to show the 
plays produced by Snyder & Black. Next is a Kellogg restaurant display with self-background of scored cool relief provided by the fan. At right is a three-dimensional counter display for Peter Pan brassieres 
aluminum foil produced by Zipprodt Inc. The General Electric fan display, produced by Walter Marshak Inc., cast directly from acrylic molding powder and produced by Lawson & Lawson. 
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There are some very remarkable adventures in 
store for Mrs. Smith and her family. (Today is 
Post Day!) 


By tonight the Smiths will be deeply involved 
in murder (page 19), in backstage theater 


(page 24), in travel (page 40), in war (page 
30) and in peace (page 22). 


Their excitement and interest will be pro- 
longed. It will not be gone by tomorrow or the 
next day or the next. The members of the 
Smith family will spend many hours with the 
Post and return to it many times (more hours 


-oets to the 
heart of Americ 


oF - - 

4 WHAT day aos Avon 

ABOUT Tit Ob 4At es 
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a” 


CVE 1% 4% (RON tune 


and more times than any other weekly maga- 


zine can equal). 


And because the Smiths, like millions of their 
neighbors, go shopping every week in the pages 
of The Saturday Evening Post, the merchants in 
town will very soon know what's advertised in 
this week's issue. (/n fact, many of them 
already know and have laid their merchandis- 
ing plans accordingly). 


This is the chain reaction that takes place 
from coast to coast and border to border 
when you get to the heart of America. 


Be 
‘fs 


A comprehensive survey of weekly 


magazine reading reveals that: 


1, Readers spend more time with the Post 
2. Readers return more often to the Post 
3. Readers believe the Post is more reliable 


4. Readers have more confidence in products 
advertised in the Post 


5. Readers pay more attention to advertising 
in the Post 
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‘Progressive Grocer’ Store Display 
Study Shows How Dealers Use P-o-P 


Detailed Survey Gives 
Picture of Grocers’ 
Display Practices 


New York, March 21—Since| 
Progressive Grocer made its Grand | 
Rapids study last August on the 
use of point of purchase advertis- 
ing in food stores, a state of na- 
tional emergency has been de-| 
clared and about 20% of produc- 
tion has been or is being diverted 
to defense needs. 

But the essential facts developed 
by the Grand Rapids study are still 
valid, Carl Dipman, editor of Pro- 
gressive Grocer, told AA 

“Higher costs and materials 
shortages, however,” he said, “are 
forcing some curtailment in point 
of purchase promotion, and manu- 
facturers necessarily are con- 
cerned about the future. 


e “For the most part, voint of 
purchase advertising is still just} 
as much of a factor in the food! 
field as it was when the Grand | 
Rapids study was made 

“As a matter of fact,” Mr. Dip- 
man pointed out, “many of the 
findings could be reviewed to ad- 
vantage in the light of present con- 
ditions.” 

Grand Rapids was selected as a 
typically competitive market. The | 
study was made in 62 stores that 
do 59% of the business in the 
metropolitan area which has a} 
population of 238,000, and where | 
the grocery and combination food | 
store business is about $49,000,000 | 
annually | 


| 
s “The stores surveyed,” Mr. Dip- | 
man said, “were selected by tak- | 
ing every other name from our | 
own circulation lists just as they 
came up. These, together with na- | 
tional chains, gave a good cross 
section of the stores that do the 
bulk of the business. 

“In calling on stores of this type | 
we tapped the experience and 
knowledge of the best merchandis- 
ers in Grand Rapids. What these | 
operators do in promotion, dis- | 
play and advertising sets the pace 
and pattern for the whole market. 
It invariably works that way in all 
markets.” 


} 
a One of major findings in the} 
survey, and probably one of the | 
most arresting, shows that of the | 
total point of purchase display | 
material received by dealers 30% | 
is used and the remaining 70% is | 
thrown out without being used. 
Seven reasons are given for this 
waste: 1. Dealers receive more | 
display material than they can pos- 
sibly use. 2. Some stores cannot 
use material that others can. 3. 


interviewers that manufacturers 


‘are missing an opportunity when 


they don’t show dealers how easy 
it is to use the material and some 
reasons for making use of it. 


s Dealers seem to prefer display 
cards with easel backs which can 
be used on case tops, counters, and 
in windows. They also like cards 
with large type and good color 
combinations. 

Banners should be made to stand 
out individually, they say, because 
these display pieces usually have 
to compete for the customer’s at- 


tention with other banners strung | 


across the store. 

Dealers like shelf strips, the 
study showed, particularly when 
a number of items are shelved to- 


gether, because the strips help 
customers find items on_ the! 
shelves. Dealers prefer strips to 


carry sales slogans, to have large 
type, bold colors, and clear prod- 
uct identification. If the strips are 
over 2” deep few dealers will use 
them. 


|e A point that the survey brought 


out rather strongly was that deal- 
ers want display material of mod- 


|erate size for use in product dis- 
|plays. A piece 12”x14” 


is about 
maximum. Pieces somewhat small- 


|er are even more acceptable. 


Dealers prefer stiff material such 
as cardboard for product displays. 


| Paper wrap-arounds and stream- 


ers are easily damaged and torn 

Findings proved that manufac- 
turers’ brands dominate displays in 
both chain and independent stores 
In the independent stores checked, 


96.5% of the displays featured 
manufacturers’ brands against 
3.5% of display space given to} 


their own or jobbers’ labels. In the 


A & P stores the percentage was | 
brands | 


74.2% for manufacturers’ 
against 25.8% for the company’s 
own brands. In the Kroger stores 
it was 78.9% for manufacturers’ 
brands against 21.1% for the com- 
pany’s labels. Nationally adver- 
tised brands dominated the feature 
displays. 


e An interesting aspect in con- 
nection with national advertising 
in consumer media which was 
brought out by the survey was 
that dealers cannot take complete 
advantage of consumer advertis- 
ing when they are not informed 
about it. Too many manufacturers, 
it was indicated, do little or 
nothing to tell dealers about their 
consumer advertising, and con- 
sequently get little cooperation at 
the most vital link in the distribu- 
tion chain. 

Of the 1,146 displays checked, 
422 were floor displays, 218 were 
meat case displays, 241 were 


| MASS DISPLAY VS. DEPARTMENT STORE TOUCH—A decade’ ago, 

feat proprietaries in mass displays 
| with price tags on the tops of all products shown. In many 
cases, mass displays still ore in use, partly because they have 
variety store appeal and because of their 


ad 


Rexall wind (left) 


MORE REASONS WHY—While outstanding drug store candy 
displays ten years ago stressed quality and the appeal of candy 
as a gift (as in the Rexall dealer window featuring Gales choco- 
lates at the left), current displays used by Rexall’s Sontag drug 
stores suggest three “reasons why” candy is a desirable pur- 


reminder value. 


Advertising Age, March 26, 1951 


Modern drug store design has created new problems—and 
opened new opportunities—for display designers. One develop- 
ment is the type of Rexall proprietary display shown at the right. 
The introduction of the department store touch and modern dis- 
ploy materiol accent quolity. 


chase. In addition, the newer window employs a modified and 
comparatively subtle type of mass display appeal. Even though 
many drug store windows are much less elaborate, the trend 
toward combining eye-appeol 
pears to be an increasingly popular trend. 


with “reason why” card ap- 


| was found, are put up by dealers. 
Salesmen are responsible for no 
more than 15% of the displays 
that get up. In most cases dealers 
do not like to have salesmen build 
displays. They say that salesmen 
|don’t know how to build selling 
displays, that the salesman’s tend- 
ency is to hog display space, that 
| often displays suggested by sales- 
|}men interrupt the routine of the 
| Store and interfere with mer- 
chandising plans already decided. 


|@ The study found that only about 
2% of all displays result from dis- 
| play allowances by manufacturers. 
| It was found that 86% of the 
|dealers plan displays a week or 
| more in advance. On an average, 
special store promotions are put 


Deliveries of material do not al-| manufacturers’ display stands, 203| 0" for periods ranging from three 
ways fit in with dealers’ plans. 4.| were gondola-end displays, and 62 to six weeks, more or less regular- 


Lack of stock to build displays. 5.| 
Material is difficult to use. 6. Ma-| 
terial interferes with movement of | 
merchandise. 7. Material doesn’t 
do a good selling job 


e Nevertheless, dealers make good 
use of display material when it is 
right for their stores and in line 
with their plans, the study showed 
Of material used, 94% favored 
cards with easel. Most of the win- 
dow posters used were found to be 
dealers’ or jobbers’ material 

One of the interesting results of 
the survey was the opinion of re- 
tailers about points that made dis- 
play material click with them. 
They want posters that have prod- 
uct identification, health appeal, a 
“buy now” angle, and adequate 
pricing space. Also they want the 
manufacturer to give them display 
suggestions and clear directions for 
using the posters in connection 
with displays. Dealers told survey 


were check-out displays. 

“It is a significant fact,” the re- 
port says, “that 380 of these dis- 
plays were on the multiple, or as- 
sociated product type, displays 
featuring two or more products. 


This type of display is very pop- | 


ular, and when manufacturers pro- 
mote this idea they are talking 
about something in which dealers 
are interested. They like these dis- 
plays because they can feature a 
number of different brands to- 
gether and get mass effect with 
relatively small stocks.” 


@ It was also found that the 1,146 
displays in the 62 stores featured 
439 brands with an average of 18 
key displays per store. 

In the 1,146 displays, 227 brands 
appeared one time, 113 appeared 
two to four times, 52 appeared 
five times, and 47 appeared ten 
times or more. 


About 85% of all displays, it 


ly throughout the year. 

It is often said that dealers will 
| display high margin merchandise 
lonly. The study found that the 
| products displayed were distrib- 
luted over all margin classifications. 
| A breakdown shows the following: 
17% of items displayed carried 
margins of 15% or less; 11% of 
| the items carried margins of 16% 
to 19%; 46% of the products car- 
ried margins of 20% to 25%; and 
26% of the products displayed car- 
ried margins of 26% and more. 


@ Twelve reasons are given by 
dealers for giving products special 
display: consumer acceptance, 
deals, good impulse items, good 
buy on merchandise, inventory 
situations, neighborhood influence, 
new item, profitable item, season- 
al item, relations with salesmen, 
tie-in with advertising, and want 
to improve turnover. 

These findings in Grand Rapids 


are considered by authorities as 
representative of the food mer- 
chandising field generally, Mr. 
Dipman said. The nine basic con- 
clusions of the study cannot be 
stressed too strongly, he declared. 
They are: 

1. Leading independents are 
pricing competitively with chains 
and are making a profit. 

2. Nationally advertised brands 
dominate dealers’ displays. 

3. Displays are not confined to a 
few products but involve many. 


e 4. Products displayed are well 
distributed over all margin class- 
ifications. 

5. Dealers make good use of dis- 
play material when it is right for 
their stores and fits in with their 
merchandising plans. 

6. Manufacturers must build up 
interest to get dealers to make 
every possible use of manufactur- 
ers’ dispiay material. 

7. Manufacturers must keep 
dealers informed about their [the 
manufacturers’] consumer adver- 
tising if the manufacturers hope to 
get credit for it from dealers and 
win retailers’ cooperation. 

8. Advertising pages of business 
papers are well read by dealers. 

9. There is no lack of subjects 
around which good business paper 
copy can be built to get dealers’ 
interest and attention 


Sets Tee Vee Bulb Program 

Verd-A-Ray Corp., Toledo, has 
announced an expanded advertis- 
ing and merchandising program for 
its Tee Vee light bulb, which fea- 
tures a patented ceramic coating 
designed to filter out objectionable 
rays and provide comfortable tele- 
vision viewing. Jay H. Maish Co., 
Toledo, is handling the Tee Vee 
account. 


ANPA Reports Newsprint 
Consumption Up 1% 

Consumption of newsprint by 
daily newspapers in February was 
336,568 tons compared with 333,- 
159 tons in February, 1950, and 
308,753 tons in February, °49, 
American Newspaper Publishers 
Assn. has reported. This represents 
an increase last month of 1% over 
February, ’50, and an increase of 
9% over February,’49. There were 
four Sundays in February in each 
of the years noted. 

Stocks of newsprint on hand and 
in transit at the end of last month 
totaled 37 days’ supply for the 
average of newspapers reporting 
to ANPA. This was a drop of two 
days compared with the end of 
January. At the end of February, 
50, there was 37 days’ supply, and 
in 49 it was 44 days. Total esti- 
mated newsprint consumption in 
the U. S. in February was 439,958 
tons. 


Luther Joins Druggists’ Supply 


J. Wayne Luther, general sales 
manager of Mennen Co. for the 
past 16 years, has joined the Drug- 
gists’ Supply Corp., New York, 
as president and general manager 
Mr. Luther will supervise and di- 
rect expanded merchandising and 
selling activities of the organiza- 
tion, which comprises 140 inde- 
pendently owned wholesale drug 
houses throughout the U. S. 


Richards Joins Katz Agency 

J. A. Richards, formerly adver- 
tising and sales promotion mana- 
ger of Executone Inc., has joined 
Joseph Katz Co., Baltimore, as an 
account executive in the agency’s 
New York office. 


WWDC Appoints John Blair 
Station WWDC, Washington, has 
appointed the New York office of 
John Blair & Co. as its national 
representative. 
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Demanded | 
By Past Growth... 


Prepared 
For The Future 


America’s oldest newspaper in contin- 
uous publication is now in its new home, 
one of America’s most modern and efficient 
newspaper plants. 84,000 square feet of floor 
area and 450 employees are devoted to mak-, 
ing a newspaper that ranks high among the many fine 
newspapers in the country. The Courant’s steady solid 
growth in both circulation and advertising continues month 
after month. Covering Hartford and the towns for 50 
miles around, The Courant maintains the high newspaper 


standards it has held since 1764. 


Growth of Circulation 


The Courant’s circulation growth, in percentage, has been 
among the nation’s leaders in the past ten years. The daily 
Courant has grown 50% to 67,000. The Sunday Courant 
has grown 54% to 115,000. 


Growth of Advertising 


Advertising lineage has grown even faster . . . daily 
Courant 67%; Sunday Courant 78% in 10 years. The 
Sunday Courant has more circulation and more advertising 
than any other single issue of any Connecticut newspaper 

. morning, evening or Sunday. 


Cities and Towns—Daily and Sunday— 
For Better Business Buy Both. 


he Hartford Courant 


America’s Oldest Newspaper 


Represented Nationally by Gilman, Nicoll and Ruthman 
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SELLING THE MERCHANDISE-—At left is an animated trademark reproduction for LaChoy, made of papier 
mache and costumed, produced by Old King Cole Displays. Next is a striking display stond for Reed & 
Barton sterling flatware, produced of plastics, wood and metal by The Disployers Inc. In the center is an 
eight-color lithographed display for Pro-Phy-Lac-Tic Brush Co., produced by Einson-Freeman. Next to it is a 


intent io 


Jus TOILET SOAP 
[perms c hereof hagronee 
@ 


at 


MERCHANDISERS— Display units typical of merch ts that | impulse buying are (left to right) 
full-color stand designed and manufactured by River Raisin Paper Co. for Wrisley toilet soap; Plexiglas 
unit, 18” high, designed and produced by Kling Displays division of Kling Studios for Virginia Parks Inc.; 


RADIOS TO PIPES—The Emerson radio display pieces at left were produced by Forbes so that the pieces 
could be used together or separately. Thomas A. Schutz Co. produced the plastic interior sign for Zenith. 
Two small tubular showcase lamps provide illumination for the various colors used. A cross-selling job for 


b dM ie, 


INDOOR WORKERS—The Monarch counter display at left c s $2S temp 
base and contains a changeable pictorial panel. The unit was designed and produced for Malleable tron 


Range Co. by American Displays and Specialties; pictorial by Klug Studios. Next, a display for Spool Cotton 
Co., lithographed in full color by Oberly & Newell Lithograph Corp. In the unit for Nesco Inc., formerly 
wasted space is put to work with a set of three cards—one inside the open lid of the roaster, and two 


with a wood 


es Oakly Gaimening 
JOHN DEERE SWEEPS AND SHOVELS 


(They Be Better Work” 


for a Longer Time 
at Lower Cost! 


L TEES A ITF AST CK 108 SVEEE Jee] 
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full-color cardboard counter display for Webster-Chicago automatic record changer, produced by the dis- 
play division of Kling Studios. At far right is an 18x25” flasher display for John Deere sweeps and shovels, 
produced by Chicago Show Printing Co. The lightweight display had to be constructed sturdily enough to 
carry the heavy weight of the implements. 


“J 


Re 


circus basket created and produced by Forbes Lithograph Co. for Necco wafers; floor stand created by 
Consolidated Lithographing Co. for American Tobacco Co.; display-merchandising case produced by Proctor 
Products Inc. for Max Factor cosmetics. 


te) ATOMIZER 


two related products is perfomed by the Anahist counter cards, produced by Forbes Lithograph. At right is 
@ Triographic process display for Alfred Dunhill of London, produced by Stanley Wessel & Co. Under this 
process, perfectly registered multi-color lithography is said to be achieved on three-dimensional surfaces. 


ad 
Lié 
aFeay clesenaer 


mounted on lower corners. Designed and produced by E. F. Schmidt Co. The Stopette counter unit, created 
and produced by Einson-Freeman for Jules Montenier Inc., d two purse-size bottles of the prod- 
uct. The background of the Elgin clock sign is ebony, 16x16”, with characters etched and gold filled. Dealer 


imprints can be placed on the lower half of the dial. The advertising display was designed and produced 
by Price Brothers Inc. 
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. 
Yearbook, Monthly Will Merge 


Apparel 
yearbook, will be merged with 
the May issue of Apparel Manu- 
facturer. Both the yearbook and 
the monthly are published by 
Frederick Kogos Publishing Co., 
New York. Apparel Markets will 
appear as a section of the May is- 
sue of the monthly annually here- 
after. In addition, 10,000 reprints 
will be distributed to the textile- 
apparel industry. 


Joins Pepsi Bottling 

Phil Rubenstein, formerly New 
York sales promotion manager 
of Coca-Cola Co., has been named 
sales promotion and vending man- 
ager of Pepsi-Cola Metropolitan 
Bottling Co., New York, wholly 
owned subsidiary of Pepsi-Cola 
Co. and operator of 16 company- 
owned plants. 


Advances Bob Knapp 

Bob Knapp, formerly radio-TV 
copy chief of Schwimmer & Scott, 
Chicago, has been named execu- 
tive director of radio and televi- 
sion of the agency. 


Markets, encyclopedia | 


P&G Releases Patents 

Procter & Gamble Co., Cincin- 
|nati, is now permitting free use 
|of several of its important patents 
for the manufacture of shortening 
products. When the patents were 
granted, other manufacturers of 
shortenings were authorized to 
use P&G’s discoveries through 
licenses on a fee basis. The new 
move by the company makes it 
possible for any manufacturer to 
use them without payment. 


Macy's Ups Stanley Katz 
Stanley Katz, senior assistant 
department manager of adult 
games and bridge tables for 
Macy’s, New York, has been ap- 
pointed market representative of 
television sets, radios, sporting 
goods, toy and adult games for the 
Macy Corporate Buying division. 


Becomes Kinnard & Kinnard 

MacKenzie Inc., Minneapolis 
agency, has changed its name to 
Kinnard & Kinnard Inc. Brooke 
Kinnard is president and Lucille 
Kinnard is executive vice-presi- 
dent and treasurer. 


MELODY BALLROOM 
4:00 to 6:00 P.M., Monday through 
Friday has just about TRIPLED 
its October ARB Rating in the 
December-January ARB Report. 


Another WFBR home-grown show is bursting into 


bloom! ‘‘Melody Ballroom,” featuring the young, 


amazingly glib and quietly mad disc jockey, Bob 
Landers— is well on its way in the tradition of WFBR.- 


built sensations like *“* 
Maryland,”’ “It’s Fun 
Show" and others. 


Club 1300," “Morning in 
to Cook,” “‘Nelson Baker 


‘‘Melody Ballroom" is getting to be the late after- 
noon show of Baltimore, using the classic pattern of 


music for housewives an 


r 


d teenagers. 


This show is ripe for plucking by sponsors who are 


looking for a profitable participation show. 


If you twist the arm of 


the nearest John Blair man, 


he’ll tell you all about availabilities. 


ABC BASIC NETWORK e 5000 WATTS IN BALTIMORE, MD. 


REPRESENTED NATIONALLY 


BY JOHN BLAIR & COMPANY 
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Highest Car Dealer Circulation Ever! 


It's easy to figure this trend. Whenever the automotive 

industry wants news most, it turns to the publication that gives 

the most news. That's why new AUTOMOTIVE NEWS sub- 
scribers are laying down $8 for a year's subscription (highest ) 

subscription rate in the industry). It's why old subscribers are 

renewing at the highest renewal rate in the industry: 84.2%. 


. . . and STILL CLIMBING! 


In these times of decision the industry's only weekly news- 

paper is MUST reading for the decision men in the car 

dealerships and in the factories—the men who specify your 
products and services. 


1951 circulation is already showing gains over last year's high 
and as for circulation in the cor factories . . . 


MANUFACTURER CIRCULATION 
UP, TOO! 

Topping all former subscription marks, 

AUTOMOTIVE NEWS gets in to 4,900 of 

the hard-to-get-to automotive factory execu- 

tives. 
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LAST CALL FOR 


"51 ALMANAC SPACE 
Issued April 30. 
Last Forms Close April 2. 


—_ 


MANUFACTURER SUBSCRIPTIONS B 


at =. 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


PENOBSCOT BUILDING e 


DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York —Edwerd Kruspok, Advertising Manager, 51 E. 42nd St.. Murray Hill 7-687! 
Chicago — J. Goldstein, Western Manager, 360 N. Michigon Ave., State 2-6273 
Les Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg.. Woodward 3-0495 
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Prints Route Selling Book 
An April publication date for 
“Selling Sense for the Route Sales- 


National BBB 


man,” by Fred DeArmond, has 
been announced by Lloyd R. R ts B t 
Wolfe, Chicago publisher. The epor on es 


book offers sales ideas and strat- 
egy for either beginners or veter- 
an route men for producing great- 
er volume and increased profits 
from wholesale or house-to-house 
territories. Further information 
can be obtained from the publish- 
er at 135 S. LaSalle St., Chicago 3 


Year It Has Had 


Handled 25,000 Requests 
of Business Organizations 


|the bureau's history. Membership 


PHYTO-E rose from 1,226 to 1,439, and mem- 


RAVERS 


bership income increased from 

$144,384.92 to $185,235.36 
PAINSTAKING CRAFTSMANSHIP In 1950, more than 1,000,000 
FIDELITY OF REPRODUCTION consumers asked the bureau for 


assistance, and the bureau han- 
dled 25,000 specific requests for 
assistance from business organiza- 


PERSONALIZED SERVICE 


679 N. WELLS ST., CHICAGO 10 ILL. 


Whitehall 4-3450-1.2 | tions. 
| Among major developments 
BULOVA WRIST WATCHES WITH 
SPEIDEL BANDS, at $37.95 each 
TOTAL ORDERS .......... 589 
TOTAL SALES ...... . . $22,352.55 


TOTAL COST OF STATION TIME . $145.00 
COST PER ORDER... . $.247 


Added 213 Members and_ 


| New York, March 19—National 
« | Better Business Bureau announced | 
jin its annual report today that 
1/1950 was the most successful in 


cited by the bureau were continu- 
ation for the second year of the 
bureau's “looseleaf service” on 
“Do’s and Don’ts of Advertising 
Copy.” During 1950, 30 new chap- 
|} ters were added and 19 chapters 
| of the service were revised. A few 
|of the reports of particular inter- 
est issued during the year were: 
reference to the armed services 
in advertising; premiums; colds 
and coughs; proteins and amino 
acids; flour and bread; detergent 
definitions; men’s clothing; mat- 
tresses; blankets, sheets and pil- 
lows; and automobile tires and 
tubes. 


@ The service now has 800 sub- 
| scribers. “It is important to re- 
member,” the report says, “that all 
advertisers and allied industries! 
benefit from ‘Do's and Don'ts’ 


| since the very existence and use of 


| manufacturers 


the service helps to prevent much 
bad advertising from ever appear- 
ing.” 

Through intensive work with 
and the coopera- 
tion of local bureaus working on 
the retail level, the report says, an} 
effective job has been done in con-| 
trolling misrepresentation in the} 
advertising of nylon products. The | 
job needs intensification, the re-! 
port says, and is one of the con-| 
tinuing work projects contem-| 
plated for 1951. 

Good results also have been ob-| 
tained, the bureau reports, in 
minimizing so-called scare adver- 
tising. Last September the bureau | 
urged the cooperation of all mem-} 
bers in avoiding the use of scare} 
advertising, and directed attention 
to the Standards for Advertising 
Consumer Credit, which the bu- 
reau originally adopted during 
World War II. 


@ Last spring, the bureau received | 
letters from chambers of com-| 


KNOW HOW! 


The chart shows the amazing results 5 five-minute pro- 
grams on KWKH recently scored for a St. Louis jewelry 
store. 25 minutes of early-morning Class C time pro- 
duced over $22,000 of orders, at a sales cost of less than 
7/10 of 1%! 

Hoopers and BMB figures tell you why KWKH can 
come up with sales stories like this. Year after year 
KWEH consistently gets top Shreveport Hoopers — far 
out-running the nearest competition, Morning, After- 
noon and Night! And for every one radio family in 
Shreveport, KWKH gets nine BMB families in 87 
Louisiana, Arkansas and Texas counties. 75% of these 


303,230 families are “average daily listeners” to KWKH! 


What other facts and figures would you like? Write 


direct or ask The Branham Company. 


KW KH 


50,000 Watts « CBS 


The Branham Company, Representatives 
Henry Clay, General Manager 


| sellers 


merce requesting assistance in 
helping to promulgate restrictiv. 
ordinances designed to keep direc‘ 
out of towns where the 
chambers were situated. The bu-| 
reau gave national distribution to 
its booklet on house-to-house sell- 
ing, which acknowledges a com-| 
munity’s rightful responsibility to} 
protect its townspeople from un- 
ethical selling but which opposes 
discrimination against any type of 
selling such—direct, retail or 
mail order—because of the short-| 
comings of the few. 

In December, the bureau issued 
a comprehensive guide to the 
proper use of the Army, Navy and} 
Air Force theme in odvestictne: | 
entitled “Reference to the Armed 
Services in Advertising.” The first 
of such summaries to be pub- 
lished, 25,000 copies have been} 
distributed by request to advertis- 
ers, agencies and media. 


as 


e@ Notable progress was made 
during 1950, the report says, in} 
connection with the bureau's Cen-| 
tral Registry Plan, a cooperative 
program supported by magazine 
publishers, subscription agencies 
and local BBBs. The basic objec- 
tives are to help the magazine 
subscription industry to regulate 
itself by building public confi- 
dence in magazine subscription 
selling, and in protecting com- 
munities against unethical sales- 
men. The plan requires magazine 
selling crews to register with local 
bureaus 

During 1950, the report contin- 
ues, 5,781 crews registered with 
83 bureaus and 300 participating 
chambers of commerce. Over 95% 


of the crews operated without 
complaints. The “teeth” of the 
plan is evidenced, the report 


points out, by the fact that partici- 
pating companies terminated the 
contracts of 781 salesmen due to 
violations of the standards of 
practice 


@ In November, a second indus- 
try-wide program was inaugurated 
by which 55 publishers and dis- 


| interest 


LIBBY DISPLAYS, 1939 AND 1949—The Libby salmon display (top) took top honors 


in a 1939 Lenten salmon industry display 


contest. The Kansas grocer who built the 


display used Libby, McNeill & Libby material, recipes, quantity pricing, a fishing 
boot made of Libby cans and a vitamin appeal. Iilustrating the trend away from 
single product displays is the Libby “harvest of values” promotion which has been 
used in recent years. Point of sale material is designed to promote the entire Libby 
line, feature premiums and plug the company’s current radio or TV shows. 


tributors of subscription books and 
other educational volumes joined 
with 85 local bureaus and 346 af- 
filiated chambers of commerce in 
working out a plan to maintain 
high standards of practice in the 
book subscription field. A 12-man 
advisory committee elected by the 
industry assists in giving the bu- 
reau technical assistance. 

“The case which aroused more 
and attention than any 
other handled during the year,” 
the report says, “was the adver- 
tising used by American Televi-| 
sion Dealers & Manufacturers to 
stimulate Christmas sales of tele-| 
vision receivers. This advertising 
caused more public complaint to 
the bureau than any other adver- 
tising campaign in our history. 
After our, and other protests, the 
copy theme was changed.” 


Engel Named Sales Manager 


B. K. Engel has been appointed 
sales manager of Albert-Richard 
division of Fried, Ostermann Co. 
Milwaukee, men’s and boys’ sports 
wear. Mr. Engel, secretary of the 
company, has been advertising 
manager and will continue in that 
capacity. Dan Fried, vice-presi- 
dent, has relinquished his responsi- 
bility for saleS management in 
order to spend more time on super- 
visory work in the field. 


P&G Launches Crisco Drive 


Procter & Gamble Co., Cincin- 
nati, has launched a new Crisco 
campaign, offering seven assorted 
packets of flower seeds, worth 
15¢ each, for 15¢ and a Crisco 
label. With the seeds, the consumer 


Dicks-Pontius Maps Drive 


Dicks-Pontius Co., Dayton, O., 
manufacturer of putties, caulking 
and glazing compounds, will use 
trade publications and direct mail 
in its advertising program this 
year, through Hugo Wagenseil & 
Associates, Dayton. 


KIXL Promotes Payne 

Charles F. Payne has been 
named commercial manager of 
KIXL and KIXL-FM, Dallas. He 
had been program director of 
KIXL. 


receives a coupon worth 10¢ on 
a three-pound can of Crisco. The 
offer is being made on Crisco’s| 
three radio and television pro- 
grams. 


Solo to William Wilbur 


Solo Electronic Corp., radio and 
electronic manufacturer, has ap- 
pointed William Wilbur Advertis- | 
ing, New York, to handle trade 


advertising. | 


KEEP UP WITH THE 


PARADE! 


Millions of $s are hing inte 
the armed services. They will see your 
message in the newspapers they read all 


‘|over the world, when you advertise in 


Army Times & 
Air Force Times 


Masses of Circulation to Masses of Troops 


3 editions: U. S. A.; European, Pacific 


COVER ARMY-AIR FORCE 
MARKET AT 1 LOW COST 
eeeee0e8e 


FREE—34-page data book with new facts on 
the growing market in the military services 
Write for your copy today. 
Advertising Office 


Address neores! 


NEW YORK—41 E. 42nd St.—MU 7-5552 
CHICAGO— 203 N. Wabash Avenue 
WASHINGTON, D. C.—3132 M Street N.W. 
PHILA.—R®. W. McCarney—MA 7-0887 
PACIFIC COAST—Geo. D. Close, Inc. 
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*Indicates first listing in this column 


March 28-31. Assn. of National Ad- 
vertisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 29-30. American 


Assn. of In- 


dustrial Editors, annual convention, Phil- 
adelphia 
March 31. Advertising Federation of 


America, Eastern AFA Intercity Women’s | 
Club Conference, Washington, 
April 2-5. Premium Advertising Assn. 
of America, Chicago Premium Centennial | 

Exposition, Hotel Stevens, Chicago 
April 3-4. Point ef Purchase Advertising 

Institute, annual exhibit and symposium | 

on store display advertising, Waldorf-As- | 


toria, New York 

April 7-8. Sixth annual Virginia Press 
Assn. Old Dominion Ad-Conference, Ho- 
tel Roanoke, Roanoke, Va. 

April 11. Brand Names Day, Hotel 
Commodore, New York 

April 13-14. Advertising Federation of 
America, Fourth District, Orlando, Fla 

April 14-18. Financial Public Relations 
Assn., midyear meeting, Dallas, Tex 

April 15-19. National Assn. of Broad- 
casters, 29th annual convention, Hotel 
Stevens, Chicago 

April 17-20. American Management 
Assn., packaging conference, Atlantic | 
City, N. J 

April 19-21. American Assn. of Ad- 
vertising Agencies, 33rd annual conven- | 
tion, The Greenbrier, White Sulphur 
Springs, W. Va 

April 19-21 Canadian Daily News- 
papers Assn., annual meeting, Royal 
York Hotel, Toronto 


April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 28-29. Mail Advertising Service 
Assn., seven-state conference, Cleveland 

April 29-May 2. National Newspaper 
Promotion Assn., annual convention, 
Wardman Park Hotel, Washington, D. C 


*May 2-4. Assn. of Canadian Adver- 
tisers, 36th annual conference, Royal 
York Hotel, Toronto. 

May 10-12. International Council of 
Industrial Editors, 10th anniversary con- 
vention, Congress Hotel, Chicago 

May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va 


May 
Assn., 


17-18. Public Utilities Advertising 
annual convention, Hotel New 
Yorker, New York 

May 21-22. Inland Daily Press Assn.. 
spring meeting, Congress Hotel, Chicago 

May 28-29. National Assn. of Magazine 
Publishers, annual meeting, Pocono Man- 
or Inn, Pocono Manor, Pa 

May 28-31. Periodical Press Assn., an- 
nual meeting, Royal York Hotel, Toronto. 


May 31-June 2, National Sales Execu- 
tives convention, Waldorf-Astoria, New 
York 

June 1-3. National Business Publica- 
tions, spring meeting, The Homestead, Hot 
Springs, Va 

June 4-5. New England Newspaper 
Advertising Executives Assn., Hartford 
Conn 

June 7-9. California Newspaper Adver- 


tising Managers Assn., Claremont Hotel, 
Berkeley. 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, | 


Hotel Chase, St. Louis 


June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopoli- 
tan Hotel, Denver 


June 20-22. American Marketing Assn 


conference, Hotel Statler, Detroit 
June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 


dorf-Astoria, New York 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 31st annual 
convention, Mount Royal Hotel, Montreal, 
Can 

June 25-27 
ecutives Assn., 
politan Hotel, 

July 7-13 International Advertising 
Conference, London, England. Registra- 
tion through Elon G. Borton, Advertising 
Federation of America, 330 W. 42nd St., 
New York 18 

Sept. 5-8 National Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo 

Sept. 17-18. Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 
Roosevelt Hotel, Pittsburgh 


Advertising Ex- 
Cosmo- 


Newspaper 
summer meeting 
Denver 


Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York. 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago. 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Sept 28-29. Continental Advertising 
Agency Network, 19th annual meeting 
Philadeiphia 

Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Hotel 
Schroeder, Milwaukee. 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston. 

Oct. 15-16. Inland Daily Press Assn.. 
67th annual meeting, Congress Hotel, 
Chicago. 

Oct 15-16. Agricultural Publishers 
Assn., annual meeting, Chicago. 


Oct. 17-19. Direct Mail Advertising 


Assn., Mth annual conference, Schroeder 


Hotel, Milwaukee. 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston. 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 


December (date not yet set). American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston. 


Bobrick Appoints Pollak 
Bobrick Mfg. Corp., Los An- 

geles, manufacturer of soap dis- 
pensing equipment, has appointed 


| ames E. Pollak as assistant to the 


president, A. L. Bobrick. Mr. Pol- 
lak was formerly manager of con- 
struction materials for Southwest 
Steel Rolling Mills. Gordon S 
Bodek has resigned as sales and 
advertising manager of the com- 
pany to join Pfaelzer Brothers, 
Chicago, purveyor of meat and 
food specialty items to hotels, 
restaurants and institutions. 


Appoints Kay Woodward 

Kay Woodward has been ap- 
pointed advertising and sales pro- 
motion manager of Ohio Appli- 
ances Inc., Cincinnati. 


McLaren, Parkin, Kahn Asks Court Aid 


New York, March 20—McLaren, 
Parkin, Kahn Inc., 38 E. 57th St., 
last week filed a petition for as- 
signment in county court to Milton 
Waxenfeld, 323 E. Gunhill Rd., 
Bronx. 

Accounts formerly handled by 
the agency are now being serviced 
by Dorrance-Waddell, where Ron- 
ald J. Kahn, former president, is 
now director of public relations. 

The agency was formed in May, 
1950, and last year billed approxi- 
mately $300,000, according to Mr. 
Kahn. Liabilities will be approxi- 
mately $9,000, assets about $25,- 
000. 


e Mr. Kahn told AA that the 
agency is not bankrupt. How- 
ever, one of its accounts, Biller 
Bros. Circus Inc., owes $20,000) 
to the agency which will take two 
to three years to pay off. As a re- 
sult, the agency, which had an 
initial capitalization of $25,000, is 
short of working capital and was 


forced to close. The circus is now 
in process of reorganization under 
the federal bankruptcy act 


Promotes William Morison 
William L. Morison, in charge 
of media at Dorrance-Waddell, 
New York, has been named treas- 
urer and has been added to the 
board of directors of the agency 


Frostie Names Emery Agency 

Emery Advertising Corp., Balti- 
more, has been named by Frostie 
Co., Baltimore, to handle the ad- 
vertising of Frostie Old Fashion 
root beer, effective May 1. 


Goodyear Names Wert 


Bruce W. Wert, on the sales pro- 
motion staff of Goodyear Tire & 
been 
named head of advertising media, 
succeeding R. D. Firestone, who re- 
has 


Rubber Co. Akron, has 


signed recently Goodyear 
named Britton O. Shaffer Jr 
the sales promotion staff 


GET 


Mars Write today 
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head tor tree brochure A | use 


comrrect, STIVERS STUDIO 


GaTop Impact 


On the Buying Power of 
Growers, Packers and Handlers 
of the $6 Billion Fresh 
Fruit and Vegetable Industry. 


THE PACKER 


National Fresh Fruit and 
— Wegetoble Weekly 


201 DELAWARE STREET 
KANSAS CITY 6, MISSOURI 


To All Advertising Agencies 


who handle baking accounts: 


1951 is the 10th Anniversary of Enriched Bread 


your client's greatest opportunity to promote 


his most important 


The President of the American Medical Association, other 
leading doctors, and prominent nutritional scientists have 
all supplied testimonials on the health of our nation and how 
it has improved as a result of ten years of bread enrichment. 


No other food product has received so great 
a tribute from such eminent sources! 


And the American Bakers Association has gone all out to 
bring this fact to public attention. Consistent advertising 
in 7 leading national magazines will run throughout the 
year, beginning with a 2-page spread announcement ad ap- 
pearing in the Saturday Evening Post, March 31. 


N 


SS seers 
© — es 


product — BREAD! 


Free advertising tie-in material kit 
Newspaper ads for local association use, drop-in 
ad suggestions, radio and television commercials, 
and other strong promotional pieces are avail- 


able at cost for bakers’ use 


“o tying in with the 


national enrichment program. All this, plus re- 
prints of the afore-mentioned ads, have been 


collected in a free kit. 


In the interests of your client, you are urged to write for 
this promotional kit. With it you can help plan your client's 
advertising to coincide with the Bakers of America national 
advertising —a chance of a lifetime to tell customers how your 
client's bread has helped to build a healthier, stronger nation. 


ELLE SS SS SE SD TT 


Write today to. . 


SO" aniversary 
ENRICHED BREAD 


Walter H. Hopkins 


Program Directo 


Bakers of America Program 


20 N. Wacker Drive 


Chicago 6, Illinoi 
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MILLION—IDEAS! 


Use Sawers Studio Sock 
lilustranons' Select from 
thousands, pay only $1 tor those 
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New York's WFDR Altruistically Reminds 
Its Listeners of Shows on Other Stations 


New York, March 21 


strated by WFDR. 


The FM station is giving its lis- 


teners “program 
nouncements, 


warning” 
alerting 


Some- 
thing new in the way of unselfish- 
ness in business is being demon- 


an- 
them to 
prime fare which is coming up on 


WERE IN A RUT 
AND DO WE LIKE IT! 


At the awarding of the 1950 N. C. 
Press Association's FIRST PRIZES, 


three of the four top awards went 


to the Winston-Salem newspapers: 


FIRST 


in 1950 Spot News Reporting! 


FIRST 


in 1950 Feature Writing! 


FIRST 


in 1950 News Photographs! 


For the past five years, the Winston- 
Salem Newspapers have won 11 out 
of 20 FIRST PRIZES! 


More than all other North Carolina’s 
Daily Newspapers Combined. 


WINSTON-SALEM TWIN CITY 
JOURNAL and SENTINEL 
Morning Sunday Evening 


Wational Representative: KELLY-SMITH COMPANY 


other stations. 

For example, on Sunday at 5:59 
p.m., EST: “In 60 seconds it will 
be 6 o'clock. If you're in the mood 
for news, stay tuned to this sta- 
tion. But, if you'd rather hear 
Tallulah Bankhead, tune to 
WNBC. This is New York City’s 
adult radio station, WFDR-FM.” 


e An hour later, 
7 p.m., EST: 

“If you're in the mood for the 
opera, stay tuned to this station. 
But, if you'd rather hear Jack 
Benny, tune to WCBS. This is 
New York City’s adult radio sta- 
tion, WFDR-FM.” 

On Wednesday, before the Pabst 
“Blue Ribbon Bouts”: 

“If you're in the mood for news, 
stay tuned to this station. But if 
you'd rather watch the fights, 
tune to WCBS-TV.” 

On Tuesday at 9:14!» p.m., the 
station puts it to the listener this 
way: 

“We hope you've enjoyed lis- 
tening to ‘Hey, Taxi.’ In just a 
moment we'll present music from 
the world’s great ballet scores. 
However, Ed Murrow’s program, 
‘Hear It Now,’ is on CBS. . .So take 
your choice.” 


shortly before 


es WFDR's method in this appar- 
ent madness, as explained by Sta- 
tion Manager Lou Frankel, is 
“to enable the adult listener to stay 
tuned to our station without 
worrying about missing outstand- 
ing programs on other stations. 

“We may lose some audience, 
but we would have lost them in 
any event if they had remembered 
to shift their dials. By giving the 
listener the opportunity to shift, 
we think we're giving the WFDR 
audience a service they'll appre- 
ciate.” 


WIN PACKAGING AWARDS—Top award winners in the 15th annual packaging 
awards competition of Variety Merchandiser are shown here. Above left, first 
award in the cosmetics and toilet goods division went to the Gem featherweight 
razor set, produced by American Safety Razor Co. At upper right, the Tip-Top 
button curlers package designed by Cecil Wilkerson of Stewart Simmons Co. took 
first award in the notions and allied lines division. At lower left is an interchange- 
able screw driver kit designed by Specialty Press for Oxwall Tool Co., which won 
the honors in the household and hardware division. Lower right, the top winner 
in the toys, games and stationery division, won for Metaltone tableware and chest 
produced by Banner Plastics Corp. The “silverware” is actually plastic. 


Martin Named Ad Manager 


Donald M. Martin, formerly sales 
manager of the organic chemicals 
division, has been appointed ad- 
vertising manager of the Antara 
Products division of General Dye- 
stuff Corp., New York. 


Name Goldman Sales Manager 
Sidney J. Goldman, formerly 


with the Consolidated Films divi- 
sion of Republic Pictures, has been 
appointed sales manager of Peter 
L. Fland Photographic 
New York. 


Studios, 


Sheaffer Pen Names Jones 
to Head New Department 


James A. Jones, formerly south- 
ern sales district manager, has 
been named manager of a newly 
created sales promotion and mar- 
ket research department of W. A. 
Sheaffer Pen Co., Fort Madison, 
Ia. 

The new department will be 
part of the sales division, headed 
by R. H. Whidden, general sales 
manager, and will deal with pro- 
duct and market research and pro- 
motional aids for salesmen. 
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Two Join Federman 

Burton Adams, artist who has 
dissolved his own agency, Bur- 
ton Inc., has joined Lou Feder- 
man & Associates, Cleveland, ad- 
vertising artists. Anthony Denni- 
son, formerly art director of Bur- 
ton Inc., also has joined Feder- 
man. Federman has moved its 
expanded staff to the studio pre- 
viously occupied by the Burton 
concern on the 15th floor of the 
Citizens Bldg., Cleveland. 


BotA Adds Nine Members 
The Bureau of Advertising, 
American Newspaper Publishers 
Assn., New York, has added the 
following newspapers to its mem- 
bership: Kennebec Journal, Au- 
gusta, Me.; Caller and Times, Cor- 
pus Christi, Tex.; Record, Dunn, 
N. C.: News Messenger, Marshall, 
Tex.; Bulletin, Martinsville, Va.; 


| Evening Express and Press Herald, 


} 


Portland, Me., and Sentinel, Wa- 


terville, Me. 


Starts New TV Magazine 

TV Show, a new video fan mag- 
azine, is being offered for sale 
throughout the country at 25¢ per 
copy. The first two issues—May 
and June—will not carry adver- 
tising, rates for which are still 
to be set. Organized to put out 
the magazine is Picture Magazines 
Inc., a new company at 105 E. 
35th St.. New York. Adrian Lopez, 
who publishes several comics books 
and men’s magazines, is publisher. 


Mint Julep, Suh? 


> Down inthe South theold mule 
ais fast becoming legend, and 

grandmaw, puffing her corn- 

cob, is losing out to grandpaw, 
smoking Chesterfields. Prosper- 
ity is sweeping across the South- 
land and living standards are ris- 
ing fast. SOUTHERN FARMER 
gives you this lush market at a 
lower cost-per-thousand than any other 
farm publication. Letterhead brings facts. 


SOUTHERN FARMER 


737 N. Michigan Ave., Chicago 11, lil. 


eas ae 


THE ONE HUNDRED 


‘ = Bes | — 


of 1950 


GUGLER LITHOGRAPHIC 
COMPANY 
MILWAUKEE 


w 


What inspiration... 
What planning sind 


What plain hard work 


went into these “Hundred 
Best” from their birth in 
someone's imagination to 
their final concrete reality 
on the outdoor boards of 
America... They are a trib- 
ute to all American busi- 
ness but very especially 
to the Outdoor Industry. 


THE 
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Sharp Debate 
Marks Hearing 
on Postal Rates 


WASHINGTON, March 22—Con-! 
gressional concern over continu-| 
ing postal deficits spilled over to- 
day in a sharp floor debate which 
took the spotlight from the rate 
hearings now under way before} 


1951 


House and Senate postal commit- | « 


tees. 

When the debate subsided, the 
House contented itself by snipping 
$22,000,000 from the department’s 
$1,845,000,000 budget request for 
1951. 

In reporting the postal budget, 
the House appropriations commit- 
tee had conceded that postal of- 
ficials were “dragging their feet” 


on the installation of modern 
equipment (see In Washington, 
Page 104). 

On the floor today, Rep. Gordon 
Canfield (R. N. J.), ranking 
minority member of the postal 


appropriations subcommittee, read 
a series of editorials critical of 
service rendered by the depart- 
ment. Included in his evidence was 
the editorial, “Postal Service: Bad 
and Getting Worse” (AA, Feb. 
19). 


e His attack on the department 
was supplemented by Rep. Kath- 
erine St. George (R., N. Y.), a 
member of the House post office 
committee, who called for a full 
investigation of the $4,000,000 
postal salary swindle in the Bos- 
ton post office. She said she under- 
stood “from reliable sources” that 
similar swindles operate else- 
where. 

A further documentation of the 
attack on postal management came 
from Rep. H. R. Gross (R., Ia.), 
who argued that many of the de- 
partment’s troubles stem from 
“poor procedures.” 

He read a letter from the Des 
Moines Register and Tribune, tell- 
ing how a mailing of third class 
matter from Des Moines to Rock 
Island, a distance of 180 miles, 
had been routed via Chicago, a 
distance of 540 miles. “This cir- 
cuitous routing costs money,” he 
pointed out. 

Attacks on the department were 
discounted by Rep. Otto Passman 
(D., La.), an appropriations com- 
mittee member, who contended 
that they stemmed largely from 
groups interested in blocking a 
postal rate increase. 


se “In my opinion,” he said, “the 
time is long overdue to increase 
postal rates and eliminate the 
$500,000,000 annual subsidy going 
to some of the largest and wealth- 
iest enterprises in America. 

“I am sure this committee [the 
House was sitting as ‘a committee 
of the whole’] will agree that the 
publishers of books, magazines 
and newspapers are in business 
for a profit, and when we increase 
postal rates, they will of necessity 
adjust their rates and operations. 

“For the first time they will 
take their rightful place in our 


highly competitive and interesting | 
free enterprise system without 
benefit of this subsidy.” 

Reporting that he received pro- | 
tests from constituents who feared | 
that rate increases would force 
them out of business, he said he 
ran a credit report on a weekly 
newspaper in his district which 
was voicing its concern. 

He said he found that the pub-| 
lisher made a net operating prof- 
it of $11,264 in 1950, and that his 
entire mailing bill “was the stag-| 
gering sum of $43.28.” 


@ He said he had 21 letters from | 
members of a church who said 


they might have to discontinue 
their weekly bulletin. “I discovered 
that it cost the church $18.63 an- 
nually to handle this publication.” 

Rep. Passman noted that the Na- 
tional Assn. of Magazine Publish- 
ers appeared before the House 
post office committee and “urged” 
the committee “to recommend” an 
increase in first class to 4¢. He 
| Said this increase cannot be justi- 
fied, because first class still makes 
a “profit.” 

“There has been much said 
about the obsolescence of the Post 
Office Department,” he continued. 
A majority of these statements 
are idle gossip and cannot be sub- 
stantiated. 

“I do not contend that certain 
improvements could not be made, 
but those of you who have visited 
large post offices have observed 
they have devices for canceling 


mail at high speed, automatic pick- | 


up tables for assembling 
high-speed 


which are miles and miles long. 


mail, 


s “An inspection tour disclosed 
that the Post Office Department 
has the most modern, up-to-date 
accounting and bookkeeping ma- 
chines obtainable, and from time 
to time it is improving its methods 
for expediting the mail.” 

Also supporting the department, 
Rep. Earl Wilson (R., Ind.) said, 
“certain postal users have been 
subsidized by the taxpayers for 
far too many years. 

“I realize that my remarks wil! 
tread on the toes of many large 
businesses and publishing houses. 
However, I believe it is more 
honest to charge these users of the 
mails exactly what it costs to serve 
them and relieve the taxpayers of 
an unfair imposition.” 

Rep. Wilson contended that he 
has no criticism of educational 
matter carried in newspapers and 
magazines. “However, the adver- 
tising matter should not be car- 
ried as a matter of education 
Therefore, postal rate increases 
should be passed along by pub- 
lishers to those who advertise.” 


es Meanwhile, the House post of- 
fice committee heard newspaper 
and magazine publishers oppose 
the 100% rate hike sought by Post- 
master General Donaldson. 
Spokesmen for the American 
Newspaper Publishers Assn. and 
the Southern Newspaper Publish- 
ers Assn. challenged the account- 
ing system used by the department 
o “find” a $200,000,000 deficit in 
second class. Publishers said in- 
creases should not exceed 30% 
over a three-year period. 


At the same time, the Senate 


conveyor devices, 


igs 


NEW SHOPPING BAG— Patented ' ‘Shopper-Pak” carry-home shopping bag, designed — 


by Edward Gustave J 


here and keeps them firmly in place. “Bog was demonstrated on WOR-TV show by 
(Anne and Bill Russell), ot right. 


“Mr. and Mrs. Shopping” 


ltant, gives clear view of beer cons 


post office committee opened its 
rate hearings, with Postmaster 
General Jesse Donaldson repeat- 


| ing the statement he had previous- 


ly made to the House committee, 
calling for 2¢ postcards and third 
class, and the 100% second class 
increase. 

The Senate committee, made up 
largely of “freshmen,” was non- 
committal during Mr. Donaldson’s 
appearance. Questioning was so 
light that Mr. Donaldson finished 
in 90 minutes. Originally, the com- 
mittee had earmarked two two- 
hour sessions for the Postmaster 
General. 


es Before he finished, Sen. Olin C 
Johnston (D., S. C.), chairman of 
the Senate committee, asked for 
information on the potential yield 
of 4¢ first class. 

Mr. Donaldson promised to sup- 
ply the information, but protested 
that it was wrong to increase first 
class until “these loser classes” | 
have been increased. 

During last week’s House postal 
hearings, several members indi- | 
cated that the postal rate problem | 
may be more than a congressional | 
committee can handle. | 

Rep. George Miller (D., Cal.) 
declared: “It is an imposition to} 
expect us to handle this kind of | 
a problem. I certainly agree with 
other members of this committee | 
who feel that the time has come to 
set up a special commission of 
experts to supervise the depart- 
ment’s rate structure.” 


Verity Mills Names Ellis 

Verity Mills Inc., Buffalo, N. Y., 
dealer in farm, poultry and ani- 
mal feeds, has placed its advertis- 
ing with Ellis Advertising Co., 
Buffalo. 


National Nielsen-Ratings of Top Radio Shows 
Week of Feb. 4-10, 1951 
All tigures expurtgit by A. C. Nielsen Co. 


Current Previous —_ Current 
Rank Rank Programs Rating ao 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 3.89 897) (9.3) (+0.5) | 
i 1 Lux Radio Theater (CBS, Lever Bros.) ..... 245 3.7| 
2 2 Jack Benny Show (CBS, Lucky Strike) : . "Ross 19.7 +11) 
3 5 Charlie McCarthy Show (CBS, Coca-Cola) - 7,375 176 +22} 
+ 7 My Friend Irma (CBS, Lever Bros.) ‘ . 7,165 171 +24 
5 3 Amos ‘n’ Andy (CBS, Lever Bros.) 7.165 17.1 +0.6 
6 6 Walter Winchell (CBS, Richard Hudnut) 6,537 15.6 +06 
7 a Godfrey's Talent Scouts (CBS, A ee Bros.) 6.495 15.5 0.0} 
& 12 a Chameleon (CBS. Sterling ° 6411 15.3 +15) 
G & ‘ow Bet Your Life = Desoto. errr -.» 6,285 15.0 +09 
10 l Red Skelton (CBS, P&G 5,908 M41 +03 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,430) (5.8) (?+2.0) 
1 1 Beulah (CBS, P&G) ° ° 4,903 117 +06 
2 2 Tide Show (CBS, P&G) 4,442 10.6 +13 
3 S Lone Ranger (ABC, General Mills) 3,771 9.0 +04 
was (AVERAGE FOR ALL PROGRAMS) (2,598) (6.2) (+05) | 
6 Arthur Godfrey (CBS, Liggett & Myers) ; 4,651 111 +3.0! 
2 1 Romance of Helen Trent (CBS, Whitehall) 4,358 10.4 +12 
3 2 Our Gal, Sunday (CBS, Whitehall) _ 4,274 10.2 +13 
4 3 Ma Perkins (CBS, P&G) . 4,232 10.1 +12 
5 21 Arthur Godfrey (CBS, Nabisco) 4,106 98 +32 
6 7 Wendy Warren (CBS, General Foods) 3,981 9.5 +17 
7 4 Big Sister (CBS, P&G) . 3,981 9.5 +10 
« 10 Aunt Jenny (CBS, Lever Bros.) 3,939 94 +19 
9 12 pe (CBS, P&G) . 3897 9.3 +20 
10 33 rthur Godfrey (CBS, Pillsbury) 3,855 9.2 +31 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) nae) (3.1) (-0.2) 
1 1 True Detective Mysteries (MBS. | — ans ees 10.3 +0. 
2 2 (MBS, Army & Air Force) .......... 9.5 0.9 
3 3 Martian Kane, Private Eye (MBS, U. 4 Tobacco) . . 3,059 7.3 0.0 


on. Cee 


3 2 Armstrong Theater ( 


(AVERAGE FOR ALL PROGRAMS) (2,556) ( 
Stars Over Hollywood (CBS, Armour) 
i Give and Take (CBS, plete 


6.1) (+0.2) 
cedesasesce 5,028 120 +17 
seeweseoen 4,190 10.0 +21 

nvone . 4,148 9.9 0.0 


TV Sales Are 
Down, Despite 
Shortage Scare 


| 
New York, March 22—Despite 


a barrage of scare talk about im- 
pending shortages of television 
sets, manufacturers and retailers) 
indicate that John Q. Public is no 


longer rushing in to buy a set.| “ 


Some industry sources say the cur- 
rent slump, one of many ups and | 
downs weathered by TV, is more 
that the normal first quarter let- | 
down. 

Vim Radio & Sporting Goods 
Stores, queried in a spot check 
by ADVERTISING AGE, said the cur- 
rent downward trend started right 
after the first of the year. A 
spokesman for Vim, which has 
been running ads for a $10,000,000 
warehouse clearance sale, said he 
would “feel better if his television 
inventory was down 50%.” 

Video sets—especially high-price 
models—have been moving slowly 
for the past two or three weeks, 
according to a Gimbel's buyer. He 
predicted business will pick up 
after the end of the Kefauver com- 
mittee hearings, “which are mak- 
ing a lot of new customers for 
TV.” Gimbel’s-advertised models 
are moving, he added 


@ Dynamic Stores, which has been 
placing spreads in New York news- 
papers offering pre-inventory TV 
bargains with reductions ranging 
up to $200, reported heavy news- 
paper and radio promotion has 
kept the sales curve of this chain 
moving steadily upward. 

Another chain retailer described 
his company’s sales as fairly good 
in view of the public’s preoccupa- 
tion with the Kefauver hearings 
The industry generally, he said, is 


ats| Overstocked, having prepared for 


shortages that have yet to mate- 
rialize. 

One leading department store 
told AA's reporter television re- 


| ceiver sales are “not as good as last 


month and are off 50% from the 
August-September peak.” Hardest 
hit by the slump, this store re- 
ports, are combinations 


e Among the factors cited by re- 
tailers as contributing to the de- 
cline are: “TV runs in hot and 
cold seasons, this is a cold season”; 
income tax month; Easter cloth- 
ing shopping; the Kefauver crime 
hearings; rising cost of living; 
Regulation W (requires 25% down 
payment for major appliances), 
and the color controversy. 

One of the strongest indications 


; of the blackness of the TV sales 


picture was an announcement this 
week by Admiral of price reduc- 
tions of from $13 to $40 on three 
hitherto best-selling table models. 
One 16” set was cut from $239.95 


to $199.95. This is the first time 
an Admiral 16” receiver has been 
offered for less than $200 since the 
start of the Korean War. 

An Admiral representative ad- 
mitted that sales for the company 
were off sharply from the last 
quarter of 1950, and conceded that 
the slump was abnormal. However, 
Ross D. Siragusa, Admiral’s presi- 
dent, said that the company al- 
ready has increased production of 
those models for which new low 
prices have been announced, “so 
that mass production of the units 
will compensate for the new 
scale.” 


@ At week's end no other major 
manufacturer had followed Ad- 


| miral’s lead in cutting prices. An 


RCA spokesman said: “Our mer- 
chandise is soundly priced and we 


| envisage no revision.” 


Allen B. DuMont Laboratories, 
which has kept its prices up, in 
the midst of past general reduc- 
tions in the industry, reports sales 
are down considerably but plans 
no adjustments. This company 
soon will put its plants on a four 


| day week as a result of a govern- 


ment order restricting the amount 
of steel available to TV makers 
Dr. Allen B. DuMont, president 
of the company, expects that this 
restriction will automatically cor- 


|rect the situation which resulted 


from over-production following on 
the heels of 1950's tremendous 
sales record. He believes that what 
inventories there are” will bé@ 
depleted in a matter of weeks 


@ “We are in a peculiar position 
in that we have always operated 
on an allocation basis and nevep 
have enough merchandise,” Bere 
nard O. Holsinger, assistant gene 
eral sales manager, Sylvania Rae 
dio & Television division, said 
“We have distribution in only 38 
TV markets.” Sylvania plans ne 
price cuts, he stated. 

Emerson Radio & Phonograph 

Corp., which some time ago ans 
nounced an impending productiog 
cut of 20% for TV sets, effective 
April 1, will not reduce prices 
this time, according to Charl 
Robbins, vice-president in charge 
of sales. Reports from retailers ine 
dicate that sales are off, he cons 
tinued. 

Emerson will reintroduce soog 
a 14” rectangular screen, tablé 
model set to sell at a “new low list 
price of $179.95." This set, take 
off the market several months ago, 
then retailed for $219.95. 


@ Philco Corp. said sales are off 
a little, which is “to be expected 
at this time of year.” A spokesman 
for the company revealed produc- 
tion is being maintained at about 
the same level as in the last quar- 
ter of 1950 

He added: “Special advertising 
and promotion is planned to move 
our inventory, a typical spring 
problem.” 

When questioned concerning the 
possibility of lowering prices, 
Phileo declined to tip the com- 
pany’s hand. However, there was 
some feeling that this manufac- 
turer may adjust its prices to meet 
those of the competition now that 
Admiral has started the trend. 


@ Hallicrafters Co. said that sales 
for the first quarter have not been 
lower than is to be expected at 
this season. A spokesman for the 
company revealed that second- 
quarter production plans are being 
based on a “normal” year's opera- 
tion. 

He pointed out that Hallicrafters 
is approaching 30% to 35% mili- 
tary production, with a present 
backlog of $22,600,000 worth of 
military orders 

Hallicrafters is planning no cuts 
in its TV set prices, he said, but 
is introducing three new lower- 
price models, including a 14” table 
model at $199 and a 17” console 
at $329 
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Pee Life Insurance 


a = Admen Consider 
Ad ‘Intangibles’ 


New York, March 20—Summing 
up the round table on national ad- 
vertising at the two-day eastern 
meeting of the Life Insurance Ad- 
vertisers Assn., Henry M. Kennedy, 
meeting chairman and director of 
advertising and publications of 
Prudential Insurance Co., said to- 
day that insurance advertising, for 
the most part, is an intangible, but 
that it builds good will not only 


SOUTH CAROLINAS 
: for the individual company but for 
: insurance generally, and has prov- 
LARGEST en its value through good years 
and bad 
M ETRO PO LITAN Insurance companies advertise 


nationally, the panel brought out, 
r (U. S. Census, 1950) 


HAMIL 


for four basic reasons: (1) to build 
good will; (2) to make sales; (3) 
for special objectives; and (4) to 
accomplish a combination of those 
objectives. 

“We tend to believe,” Mr. Ken- 
nedy said, “that the American pub- 
lic is security conscious. But re- 
sults tend to prove that national 
2 | advertising on the basis of security 

alone does not bring the expected 

\ LEADS BY FAR IN response from the public, which 
Po A tc tends to be more concerned today 
with effects rather than causes.” 


@ An answer to the declining rate 
of return on direct mail programs 
| by insurance cornpanies was sug- 
gested at the forum on this sub- 
ject conducted by Charles R. Cho- 
quette, direct mail supervisor of 
Aetna Life Insurance Co. The con- 
sensus seemed to be that more 
a careful name selection and follow- 
up of non-replier groups was in- 
dicated. 

Proper merchandising of the di- 
rect mail system within the organ- 
ization of individual companies 
a 117,909,000. was stressed as another important 
feature in the successful operation 
of direct mail programs. Suggested 
for intra-organizational promotion 
of direct mail were field maga- 


RETAIL SALES 


GREENVILLE — $134,335,000 
» Columbia 


Charleston — 114,242,000 


sales aid has been prepared, the 
biggest problem is to get the field 
force to accept and use it. This in- 
volves considerable training of 
personnel, it was declared, as well 
as active promotion of the aid it- 
self. 


e It was agreed that it is not only 
necessary to “sell” aids to agents, 
but equally important that those 
responsible for training agents 
should be sold on sales aids as a 
result of having used them success- 
fully themselves. Irene F. Morgan, 
sales aid supervisor of National 
Life Insurance Co. of Vermont, 
was chairman of the panel. 

Leader of the forum on agents’ 
magazines was Fred J. Kiefner, ad- 
vertising and publications manager 
of Provident Mutual Life Insur- 
ance Co. The secret of successful 
editing, it was brought out, is to 
be continually on the lookout for 
possible material or potential 
authors. Increases in company 
sales often can be directly traced 
to promotion in the company’s 
agent publication, it was said. 

Reginald T. Clough, president 
and editor of Tide, told the con- 
ference that expansion of life in- 
surance is one of the best ways to 
combat inflation and create high- 
er savings. He urged greater use 
of advertising for this purpose. 


@ More than 100 advertising men 
and women representing life in- 
surance companies attended the 
conference, held under the chair- 
manship of Margaret Divver, ad- 
vertising manager of John Han- 
cock Mutual Life Insurance Co. 
Robert B. Taylor, president of 
Life Insurance Advertisers Assn 
and advertising manager of Jeffer- 
son Standard Life Insurance Co., 
announced that the annual meet- 
ing of the association will be held 
Oct. 29-31 at Williamsburg, Va., 
and that David W. Tibbott, ad- 
vertising director of New England 
Mutual Life Insurance Co., has 
been named meeting chairman. 


Grellva Appoints Rader 
Grellva Inc. has appointed Ken- 
neth Rader Co., New York, to han- 


. : Pet dle advertising for Krashe pre- 
Sales Management Nov. 10, 1950) | zines, bulletins, agency field visits parations. Newspapers and radio 
|} and specialized training. will be used. 
Visual sales aids help the under- 
‘ j : writer to translate “intangible life Hunt Foods Adds Department 
ae ; insurance into tangible benefits Hunt Foods Inc., Fullerton, Cal., 
= ' for his prospect,” the panel on has established a department of 
' sales aids brought out. It was trade relations, with John D. Vellis, 
he, i pointed out that after an effective vice-president, in charge. 
. 
Greenville leads also in Population, | 
Employment, Wages, and Automo- 
tive Registration. South Carolina's soe ses 
es 
First Metropolitan Area is your first Ssescesss 5 =: : i: 
, market in $.C soo eo late telat as 
arket in 5.C. octets lel arenes ee 
‘ ®e*%e%e%e* ats ~ aah 
Seca atetale Lee 
md in =~ pot pa >a 
ere tere ltelele-l-t 
oe ened ~- o*e*%a? pend 
ore rete re rt-5-5-f 
. ao ee es eae taera a 
lees sell it ere te terri -=-5 
ou eee Seselelel-i-l-=- 
oe ep, OS on Oa en oe 
o 2 -.* ®e°%e°%e*%e*a*e 
: = =-=-=-=- 
. o*e me pn 
one 


Operetors of WFBC - NBC - 5000 Warts 


tf 
—a d p— f 
C_ Seyfried 
iil / 
ST. 2.5367 


CHICAGO, LL. + 


—— 


DSE THE SHADE OF 
MAND BEAUTY YOU WANT 


onvenes 


-sHANIDS-UP 


ovese vere 


wane wane oF 


Nw wo oe 
teres Even Red. Rough Kevctles 
oe COMBS 


aot oF 
cuoose tHE SH 
wanNo stauTY rou want 


wowsrearion of HANDS UP wiee : 


LADY ESTHER’S LATEST—Current lady Esther point of sale material has several 
unusual angles. The card (upper left) is designed for use either as a counter card 
or in variety store price sign frames—a departure from the customary b&w price 
cards with no copy. It is accompanied by ao d tration kit and instructions so 
that any sales girl can be a demonstrotor. The face powder selection card (lower 
left) has been a notable success. At right is one of the company’s new easel cards 
for window or counter, which carry actual quotations from beauty editors of seven 
magazines recommending Lady Esther's new hand makeup. 


New Electronics Production Board Created 


WASHINGTON, March 21—Ex- 
pansion of the electronics industry 
and production of electronic equip- 
ment became a number one de- 
fense program today, as Defense 
Production Administrator William 
H. Harrison announced the crea- 
tion of a special electronics pro- 
duction board. 

Armed with full authority to de- 
velop policies to meet military, in- 
dustrial and civilian needs for elec- 
tronic equipment, the board will 
study such problems as the pro- 
| duction rate for TV receiving sets. 
It will probably be consulted by 
| the Federal Communications Com- 
| mission before final action is taken 
| on the lifting of the TV station 
| construction freeze. 
| 
|@ Mr. Harrison said the special 
agency for electronics is necessary 
because of the importance of this 
equipment to all phases of the 
economy. In addition to electronic 
equipment for ships, planes, tanks, 
atomic devices and weapons, the 
board must look after the needs of 
|radio, TV fluorescent lighting, 
automobiles, business machines 
and industrial control and testing 
| equipment. 

Robert C. Sprague, president of 
the Radio-Television Manufac- 
turers Assn., has been optimistic 
about the ability of the industry to 


continue to provide a substantial 
flow of civilian production. Ac- 
cording to the association, military 
demand for electronic equipment 
will reach a peak of $2.5 billion 
about 18 months from now, and 
will then settle at about $1.5 bil- 
lion annually. Since military pro- 
duction dollars have about half 
the impact on the industry as civil- 
ian, the radio-TV group believes 
that only the shortage of materials 
will hamper the continued flow of 
civilian goods. 


e The new electronics production 
board will report to Mr. Harrison. 
In addition to a chairman, still to 
be named, it will include the di- 
rector of the electronics division 
of National Production Authority, 
the general manager of the Atomic 
Energy Commission, and repre- 
sentatives of the armed services. 

Largely a planning agency, it 
will determine requirements for 
electronic items and recommend 
methods of distribution to military, 
industrial, civilian and foreign 
users. In addition, it will consider 
plans for plant expansion, re- 
search, conservation and stand- 
ardization. 

NPA will remain the chief point 
of contact for the industry on ques- 
tions relating to materials and pro- 
duction. 


lnited AnttoneW¥ ORLD Magazine 


section on 


features a special 


EGYPT 


in the March issue—now on sale 
advertising solicited in 
Egypt in cooperation with 


F. A. AHAD 


8 rue Kasr-el-Nil, Cairo 
Tel. 45850 
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Again, and 


Again and Again 
The People’s Choice: 


/ 


ABC reports for the six-month period ending December 31, 1950, show that once 
more hospital executives put HM at the top of the list! Once more this magazine 
wins the popularity contest among publications serving the field of hospital ad- 
ministration — just as it has consistently won over the years. 

Here's the “election result” reported by the ABC: 


Hospital Management 
Modern Hospital 
Hospitals* 


ABC Publisher's Statement 


12/31/50 
8,240 
7,986 
8,009 


Gain Compared 
with 12/31/49 


509 
357 
434 


*Of Hospital’s hospital subscriptions, 6,616 are as- 
sociation subs not deductible from dues. 
must receive publication whether they want it or not. 


There Must Be a Reason 


Why has Hospital Management 
consistently shown the largest gains 
in paid circulation, holding its 
tablished lead in hospital circula- 
tion over other ABC hospital pub- | 
lications, including association 
journals most of whose circulation 
is based on involuntary association 
membership subscriptions non-de- 
ductible from dues? 

There is only one answer—Hos- 
pital Management gives its readers 
what they want in terms of a sound 
editorial policy, practical and au- 
thoritative information on every 


phase of hospital administration, | 


and specific service for every de- 
partment of the hospital. 


Compulsory health insurance is | 


the greatest threat not only to the 
medical profession but to hospital 
service. The advances made in the 


care of the sick through constantly | 


improved equipment, professional 
services and nursing techniques 
would be lost under a system mak- 
ing the United States government 
the sole arbiter of hospital service, | 
standards and costs. 

Hospital Management has main- 
tained a consistent editorial posi- 
tion of opposition to destructive 
legislation of this character, re- 
flecting the overwhelming senti- 


ment of hospitals the country over. | 


This policy, expressed in formal 
briefs to Congress, appearances by 
editorial staff members before Con- 
gressional committees, and vigor- 
ous editorial campaigns, is in sharp | 
contrast with the equivocal atti- 


tude of some less courageous pub- | 


lications in this field. 

Public relations represents one of 
the growing problems of hospital 
administration. Hospital Manage- 
ment established National Hospital 
Day, observed each year on May 
12, the birthday of Florence Night- 
ingale, to develop better 
standing and appreciation of hos- 
pitals by the public. It has estab- 
lished the MacEachern awards for 


es- | 


under- | 


$3 billion dollar annuai budgets. 

These are only a few of the ed- 
itorial services which have made 
Hospital Management the people's 
choice in the field of hospital ad- 
ministration. 


A Growing Publication 
in an Expanding Market 


| In 1950 expenditures for hospital 
| construction and modernization to- 
|taled more than $750,000,000. Be- 
| cause of the key position of hospi- 
tals in the civilian defense pro- 
gram, and the vital services they 
jrender to the people of America, 
these facilities will continue to ex- 
|pand. According to the best esti- 
mates, 
this year 
| 000,000. 
This is one of the bright spots in 
the building and equipment field. 
Hospital needs will be high on any 
list of priorities or allocations es- 


will be close to $700,- 


|tablished under the national de- | 


|fense program. Manufacturers 
serving hospitals will continue to 
|get the materials and manpower 
|necessary to supply not only the | 
requirements of the armed forces 
| but also those of the 8,000 hospitals 
of the country. 

Hospital Management's rise in 
circulation has kept pace with the 
growth of this rapidly expanding 
market. With more hospitals being 


| built, and established hospitals in- | 
creasing their capacity and service, | 


more circulation is needed to do the 
job — and Hospital Management | 
has supplied it. 


unit coverage, this magazine is No 
1 in its field—reaching many more 
hospitals than any other publica- 
tion. Some of the magazines in this 
field refuse to tell how many hos- 
pitals they reach, for reasons best 
known to themselves. On the basis 


of the best estimates available, 
Hospital Management's superiority 
in coverage totals nearly 1,000 


hospitals. 


the best public relations programs | 


carried on by hospitals of all sizes 
and types all over the country. 
Through the cooperation of the 


American Association of Hospital | 


Accountants, Hospital Management 
is providing a continuous analysis 
of receipts and expenditures by a 
representative panel of hospitals, 
thus enabling hospital administra- 
tors to develop better methods of 
management and control of their 


You Must Sell 
(All of the Buying Factors 


Because of its unique plan of 
|editorial deparimentalization, un- 
der which each department of the 
hospital is served with a special 
section in each issue, Hospital 
Management provides coverage of 
both administrators and their de- 
partment heads. Repeated reader- 


construction expenditures | 


Both in terms of circulation and | 


Members 


ship studies have shown that the 
great majority of administrators 
receiving the magazine route it 
regularly to their department heads. 

During 1950 Hospital Manage- 
|ment sent nearly 6,000 inquiries 
'to suppliers, based on requests for 
product information and descrip- 
tive literature reported briefly in 
}the magazine. We analysed a list 
of the first 1,000 inquirers, 
found 71 different titles! They 
|represented buying interest at all 
levels of hospital administration, 
| from the head of the hospital to the 
|purchasing department to depart- 
|}ment heads and technical people. 
Here was clear evidence both of 
the broad spread of buying influ- 
ence throughout the hospital or- 
| ganization, and the fact that Hos- 
| pital Management is reaching those 
|who use and specify products, as 
well as those who issue orders and 
determine purchasing policies and 
sources of supply. 

Send for the list of titles we 
have tabulated from these inquiries 

it will interest you, in showing 
some of the many buying influ- 
ences you need to have on your 
|side in selling and promoting to} 
| the great hospital market 


The Trend to 


Hospital Management 


Because of its vigorous editorial 
policy, its leadership in paid hospi- 
tal circulation and coverage, and the 
responsiveness of its readers, ad- 
| vertisers are giving Hospital Man- 
}agement the largest revenue in its 
history. 

During the first quarter of 1951, 
|we have shown a gain of 19 pages 
over corresponding period of 1950 


again our largest year in adver- | 


tising revenue. We are carrying 
|more new accounts this year than 
ever before, a reflection both of 
advertisers’ interest in a _ great 
| ~arket and their recognition of 
the unusual values supplied by 
Hospital Management. See box at 
right for list of some of these new 
advertisers and their agencies 


We Offer Special 
Services to Advertisers 


In addition to an authoritative 
hospital directory, weekly bul- 
letins covering news of hospitals 
of interest to suppliers, and ed- 
itorial controlled new product and 


and | 


literature services, Hospital Man- 
agement is constantly surveying 
its market to determine sales po- 
tentials, buying influences and oth- 
er data of interest to advertisers 
| Write us for market data you need 
| for effective sales and advertising 
campaigns in this field. 


We conducted a pioneer field 
study of readership of advertising 
in Hospital Management in 1950, 
demonstrating an exceptionally 
high level of readership and im- 
pact. This study will be repeated 
in 1951, assisting advertisers and 
agencies in producing copy which 
gets the best readership and pro- 
duces the greatest results in sales 


Ni 


Only ABC-ABP 


Publication 


Hospital Management is one of 
three hospital publications which 
are members of the Audit Bureau 
of Circulations. It the only 
journal in this field which is also 
a member of the Associated Busi- 
ness Publications. Through the 
ABP Hospital Management is not 
only helping to maintain the highe 
est standards of publishing prace 
tice, but also to assist advertisers 
in getting better values from theif 
expenditures for business vape® 
space. The ABP symbol meang 
something when you are evalue 


is 


G. S. Blodgett Co. 

Carnation Co. 

Carolina Absorbent Cotton Co. 
Despatch Oven Co. 

Detroit Michigan Stove Co. 
Gudebrod, Bros. Silk Co. 
Hyland Laboratories 


and acceptance. Let us give you | ating specialized business publica® 
the details of this 1951 study. tions 
: 
New Advertisers Represented in 
Hospital Management in 1951 
Advertiser Agency 
Ajax Corp ion of A i Keller-Crescent Co. 
Alvey-Ferguson Co. A tated Aad: ising A y 
Anchor Brush Co. Jewell F. Stevens Co. : 


Joseph Smith Advertising Agency 
Erwin, Wasey & Co. 

Lee Ramsdell & Co. 

Foulke Agency, Inc. 
Zimmer-Keller, Inc. 

Lee Ramsdel! & Co. 

Byron A. Brown & Stoff 


J ile Shoe Corp ion of A Ridgeway Co. 
Kelley-Koett Mfg. Co. 5. C. Boer Co. 
Lakeside Laboratories L. W. Froblich & Co. 
Londers, Frary & Clork Goold & Tierney inc. 
lee Mfg. Co. Morton Reed Advertising Agency 
Maico Co. Brownson Co. 
North ' of Medical Technology E. W. Sann & Associates 


Patron Chemical Co. 

Chas. Pfizer & Co. 

Picker X-Ray Corporation 
Powers Regulator Co. 
Robertshaw-Fulton Controls Co. 
A. Schrader's Sons 

Smooth Ceilings System 

Stuart Co. 

Troy Laundry Machinery Division 


Hixson & Jorgensen, inc. 

Wm. Douglas MacAdams 
Symonds, MacKenzie & Co. 
Symonds, MacKenzie & Co. 

Morey, Humm & Johnstone, Inc. 
G. M. Basford Co. 

FH. Faber Advertising 

R. W. Webster Advertising Agency 
L. W. Ramsey Advertising Agency 


& 

Write today for a copy 
of our Readership 
Penetration Survey; 
Chapelle Ad-Reader- 
| ship Analysis; Hospital 
Architects Survey and 
Food and Equipment 
Survey. 


ILLINOIS ST. 


CHICAGO 11, 


READ MOST BY MOST HOSPITAL EXECUTIVES 
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ABC Raids NBC's 
Afternoon Block — 
of AM Programs 


(Continued from Page 1) 
during the 2-6 p.m. period (EST), 
Monday through Friday. Adver- 
tisers backing the shows involved 
are Procter & Gamble, Campbell 
Soup, Sterling Drug, General 
Foods, General Mills and White- 
hall Pharmacal 

American's offer, which empha- 
sizes the network’s 45% discount 
which such advertisers would be 
able to earn annually, includes a 
$1,000 weekly contribution toward 
the program cost, and time at 
25% of the full-hour one time rate. 


e Although special offers—espe- 
cially those entailing absorption of 


part of the talent cost—are not at 


all new to radio, the timing and 
the scope of the ABC proposal 
made it particularly dramatic. It 
was made almost coincidentally 
with the release of the Assn. of 
National Advertisers’ second major 
assault on the network radio 


| nighttime price structure. 


CBS and NBC, the networks 
singled out for attention in the 
association's updated study of ra- 
dio values (AA, March 19), have 


declined to comment formally on! 


In the case of both 
nighttime radio's time 


the report. 
networks, 


value reduction, because of TV's | 


impact in the major markets, was | 


put at approximately 20% by the 
ANA’s research committee. 

At the week’s end it was im- 
possible to say whether the day- 
time advertisers would snap up 
ABC’s bait, give the network a 
polite “no, thank you,” or use the 
offer as a bargaining wedge to 
gain concessions from NBC. 

Procter & Gamble, which has 
five shows in the block for which 
ABC is aiming, told AA the 


matter is under study. “With so 
many shows and brands involved, | 
it becomes a rather complicated | 
problem for us,” the advertiser 
pointed out. 


e General Foods was waiting for 
a recommendation from its agen- 
cies—Benton & Bowles and Young 
& Rubicam. “Routine procedure 
where cases of a change in medi- 
um are under consideration,” Gen- 
eral Foods pointed out. 

Sterling Drug expects to meet 
with Dancer-Fitzgerald-Sample 
early next week to discuss the 
move. 

Reaction from agency time buy- 
ers approached by ABC was) 
varied. (Agencies handling shows 
in the target group, in addition 
to the three already mentioned, in- 
clude: Compton Advertising, 
Knox-Reeves, John F. Murray 
Advertising Agency, Pedlar & 
Ryan and Ward Wheelock Co.) 
Many of them gave guarded re- 
plies when questioned by ADVER- 
TISING AGE. 


They ranged from those who 
considered the ABC deal a real 
bargain, to those who were skepti- 
cal. The latter pointed out that 


'such considerations as compara- 


tive audience delivered and ratings 
achieved would have to be stud- 
ied. 

One time buyer suggested that 
the next move obviously is up to 
NBC. National, on the other hand, 
flatly denied reports that it is 
preparing to make concessions if 
necessary—perhaps even meet the 
ABC offer—to hold on to the busi- 


| ness. 


s Ernest L. Jahncke Jr., ABC 
vice-president in charge of radio, 
said that the sponsors contacted 
(through their agencies) have in- 


dicated a “définite interest” in the | 


proposition. 
The plan, he explained, was de- 
signed for a specific block of pro- 
grams, with the sales pitch being 
predicated on the programming 
sequence. 
“We believe that it 


is a pro- 


“Talking Shop ™ 


inage Up 


Do 7 


In 1950, advertising surrounding ESQUIRE’s famous ‘‘Talking 
Shop” columns reached a new record high—103,352 lines 
paying off handsomely for 720 retail and mail order adver- 
tisers—a 55°. advertising gain for 1950 vs. 1949. And the 
gains continue for 1951. To date, first quarter linage is up 
23.2°° over last year’s record peak. 


One of the many important reasons for these gains is 
ESQUIRE’s editorial vitality—rich reading content that keeps 
circulation (as well as coupon returns) steadily climbing. In 
the last six months of 1950, for example, ESQUIRE’s circula- 
tion averaged 795,847 (ABC)—another all-time ESQUIRE high! 


Advertising Age, March 26, 1951 


gram, itself, as well as its rela- 
tion to the programs preceding and 
following—and not whose trans- 
mitter it is heard on—that attracts 
a following,” said Mr. Jahncke. 
“An audience is mainly interested 
in programs; these shows have a 
proven record of pleasing people. 
We want as good programs as we 
can get. Why shouldn't we con- 
tribute $1,000 a week to these 
established shows rather than go 
to a producer and pay more to start 
building from the ground up?” 


es No small consideration, he con- 
ceded, is the fact that ABC-AM 
has no network sponsors between 
the hours of 12:30 and 7:30 p.m. 
(EST), Monday through Friday. 
It is not clear whether ABC 
| would turn down one advertiser 
} out of the group should he be the 
only one who chose to switch net- 
work allegiance, but Mr. Jahncke 
repeatedly emphasized the impor- 
tance of the programming sequence 
| idea to the success of the plan. 
“We are not cutting rates,” Mr 
| Jahnceke said. “The 45% annual 
discount is on our rate card and has 
been for years. It is standard in 
|radio to combine non-contiguous 
daytime programs and give the 
advertiser the benefit of contigu- 
ous daytime programs and of a 
contiguous rate. This, they earn- 
we don't give it to them.” 


@ Time buyers and ABC execu- 
tives both called attention to the 
fact that competing for advertis- 
ers’ radio budgets by offering to 
pay part of their talent costs is 
not uncommon in network radio. 
There is an_ indication, some 
sources feel, that this technique 
for currying sponsors’ favor, which 
has been nurtured by capital gains 
| deals, television competition and 
ANA’s attack on radio rates, is 
being resorted to more and more 
| frequently by broadcasters. 

Nor is the hard-hitting competi- 
| tion between networks all a mat- 
ter of shaving talent costs. One of 
| NBC’s arguments to its affiliates 
| when the network tried to reduce 
nighttime network rates last De- 
cember reportedly was the asser- 
tion that no evening network radio 
time had been sold at full card 
| rates since the publication of the 

ANA’s first study of radio values 
six months previously. 

ABC’s appeal to advertisers is 
| not built solely on the point that 
the six daytime sponsors who re- 
|ceived the proposal will save 
| money by the move. 

The network is emphasizing the 
importance of being heard on the 
|} home town station in such mar- 
| kets as Worcester, Dayton and 
| Macon, where NBC serves local 
|}audiences through out-of-town 


| stations 
| 


‘Lux Theater’ Heads Pacific 
Nielsen-Rating Report List 
“Lux Radio Theater” topped the 

January, 1951, Pacific Nielsen-Rat- 
ing Report of leading radio shows. 
“People Are Funny” ran a close 
| second. 
| The first ten evening programs 
were: 


Rank Program Rating 
1 Lux Radio Theater 20.4 
2 People Are Funny 20.1 
3 Red Skelton 18.9 
4 Judy Canova 17.5 
5 Jack Benny (9:30) 17.3 
6 Charlie McCarthy (8:30) 17.3 
a Our Miss Brooks 16.7 
8 You Bet Your Life 16.6 
9 Grand Ole Opry 16.0 
10 Truth or Consequences 15.7 


James D. Woolf 


Advertising 


Consultant 


Inquiries invited from 
advertisers and agencies 
Santa Fe, N. M. 
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SENSATION—A portrait tie gets varied reactions in this group at the 7th National 


Marketing Conference of the Chamber of Commerce of the United States. Left 
to right are John S. Knighton, general sales manager, Servel Inc., Evansville, Ind.; 
Adrien J. Falk, president, S & W Fine Foods and president of the California State 


Chamber of Commerce; J. R. Christiansen, Zion's Co-Operative Mercantile Institu- 
tion, Salt Lake City; and Dr. Harold P. Alspaugh, 9 sol h and 
control, H. J. Heinz Co., Pittsburgh. 

Newspapers, by CBS’ count, 


CBS, NBC Data 
Used to Oppose 
ANA TV Study 


New York, March 23—Although 
Columbia Broadcasting System, 
like National Broadcasting Co., 
declined to comment formally on 
the Assn. of National Advertisers’ 
second study charting the decline | 
in radio values in TV markets 
(AA, March 19), a top executive 
did outline Columbia’s position in 
the rate controversy. 

Among the network's reasons | 
for thinking now is not the time} 
to cut radio rates: 

1. This is a period of rising cost 
for business. Labor, materials, etc., 
have gone up. This means that the 
costs of doing business have risen 
for the broadcaster, too. 

2. Competing media have raised 
their prices. 

3. Radio’s values in comparison 
with other media still make it well 
worth its asking price. 


ein a brochure dated March, 
1951, CBS reasons thus: 

“The average cost for all com- 
modities has gone up 71%; for 
ad-noters 57% (this refers to bkw 
pages in eight leading magazines) 

since 1944. Meanwhiie, the 
network says, the average cost of 
reaching CBS listeners has risen 
17%. This increase is due to talent 
raises and additional stations: 
CBS has made no general rate 
increase during this period. 

CBS and NBC, along with the 
rest of the radio industry, had been 
expecting the new ANA putsch 
and were fully prepared. 

The business paper advertising 
of both networks has been taking 
an increasingly aggressive stance 
in relation to the cost squabble. 
CBS has been running full-page 
copy asking the question, “What’s 
the right time to cut down on ra- 
dio?”—and answering it with, 
“When any other major advertis- 
ing medium reaches more people 
per dollar.” 

NBC’s current pitch for network 
radio boosts it as the “biggest | 
guaranteed circulation in adver- | 
tising at the lowest cost per thou- 
sand.” 


e Columbia's promotion is based | 
on its study of cost comparisons, 
which show network radio (CBS) 
reaches 591 people per dollar. This 
is based on a Nielsen projection for | 
average nighttime broadcasts in| 


reach 249 people per dollar. This 
is a weighted average of noters per 
dollar of 500-line ads in 94 daily 
newspapers. 


s NBC’s fall presentation for ra- 
dio was unveiled here this week 
at a press conference by John K. 
Herbert, v.p. and general sales 
manager for the radio network. 

NBC’s general approach: De- 
spite television, network radio, 
which lends itself admirably to 
frequent changes in copy required 
in times of emergency, is still the 
biggest and the most inexpensive 
advertising medium. 

NBC points out that, as of Octo- 
ber, 1951, six out of ten families in 
the U.S. will be within range of 
TV. On the basis of the estimated 
sets-installed figure of 14,500,000 
for October, three out of the six, 
which can get reception, will have 
receivers in their homes next fall. 

NBC calculates that nine of ten 
U.S. families have radios; one out 
of ten reads Life, one out of ten 
reads The Saturday Evening Post, 
and two out of ten read This Week 
Magazine. “Thus even if the three 
TV families are eliminated from 
the radio group—as they are not 
in matter of fact—radio still is un- 
matched in size by other media,” 
NBC asserts. 

In the price category, network 


radio’s cost per thousand (average | 


evening half-hour), as of October, 
is estimated at $2.27. This is con- 
trasted with cost per thousand 
noters of a b&w page for Life of 
$3.45, and $2.80 in The Saturday 
Evening Post and $3.54 in This 
Week Magazine. Network TV's 
cost per thousand delivered (based 
on half-hour nighttime show) was 
put at $3.34. 


Last Minute News Flashes 


Time Inc., Curtis Show Sales, Profit Gains 


New York, March 23—Two major publishers handed in reports today 
on 1950 operations, and both showed heavy gains. Time Inc. reported 
record total revenues of $134,719,833 in 1950, compared with $128,- 
270,826 in 1949 (these figures less commission and discounts). Time's 
net was $8,500,693 in 1950 compared with $6,758,111 in 1949. Curtis 
Publishing Co. reported gross income of $149,553,765 in 1950, com- 
| pared with $143,240.030. Net profit rose 20%, $6,212,354 against $5,- 

| 185,942 in 1949. Curtis magazines racked up the following figures 

The Saturday Evening Post, gross advertising sales, $63,233,358 ($59,- 

| 250,660 in '49); Ladies’ Home Journal, advertising, $22,510,622 ($22,- 
607,282 in 1949); Country Gentleman, advertising, $8,805,816, compared 
to $8,828,679 in 1949; Holiday, advertising, $4,032,474, compared to 
$3,964,491 in ‘49. 


Legg Leaves ‘Digest’ for Palmer Corp. 


New York, March 23—Alan Legg, for the past seven years director 
of advertising promotion for Reader's Digest International Editions, 
has resigned, effective June 30, to enter the industrial relations field 
as an executive with Robert Palmer Corp., Santa Barbara, Cal. Mr 
Legg will develop and manage for the Palmer organization a new 
series of publications for employe and executive training in human 
relations. 


Newscast for Blue Siar, Treet Blades Scheduled 

New York, March 23—American Safety Razor Corp., which is in 
the midst of a radio spot campaign for Blue Star and Treet blades in 
96 markets, will start a five-minute newscast for Silver Star blades 
over CBS on June 3. Meanwhile, the Robert Q. Lewis telecast (CBS- 
TV), which had been expected to take a summer hiatus, will continue 
throughout the vacation months in a new time spot. The news program 
and TV show are handied by McCann-Erickson. Batten, Barton, Dur- 
stine & Osborn recently took over the advertising for Blue Star and 
Treet blades. 


Clinton Foods Names Whiteman, Mathews 

New York, March 23—Clinton Foods Inc. today announced that Car! 
Whiteman, in addition to having charge of sales for Clinton's Corn 
Processing division, will now be responsible for sales of the Juice 
Industries division. Martin Mathews, who has been in charge of sales 
for Snow Crop Marketers, will now assume direction of sales, mer- 
chandising and marketing operations of that division. 


Bymari Sponsors Sam Levenson; Other Late News 

e@ Bymart Inc., New York (Cecil & Presbrey), which may be setting 
some sort of a record for number of shows sponsored by a new com- 
pany, will pick up the “Sam Levenson Show” (CBS-TV) effective 
April 28, when Oldsmobile division (D. P. Brother & Co.) bows out 
Oldsmobile is canceling because of a curtailment in dealers’ funds re- 
sulting from a shortage of cars, but will continue to carry Doug Ed- 
wards’ newscast five days a week on CBS-TV. Bymart, maker of 
Tintair, also will move its “Somerset Maugham Theater” to NBC-TV 
April 2, at which time it will be expanded to a full-hour drama, but 
will be seen every other week. The program originated as a half-hour 
package on CBS-TV. 


@ Champ Hats Inc., Philadelphia, is concentrating its ad effort in 
Life—using 13 insertions (four b&w pages, three half-pages and six 
columns)—to promote its featherweight hat, which is no heavier than 
two packs of cigarets. Hirshon-Garfield is handling the account. 


| 


e The Caribbean Interim Tourism Committee, composed of repre- 
sentatives of 11 islands and countries, has appointed the New York 
office of Fuller & Smith & Ross to handle advertising and sales pro- 
motion. 


e Joseph H. Allen, branch manager in Dallas of McGraw-Hill Pub- 
lishing Co., has been appointed branch manager of the Southern 
Pacific division of the company, in Los Angeles, effective May 1. He 
succeeds Carl Dysinger, who is relinquishing his position because of 
ill health, but will continue with the company in a sales capacity 
Mr. Allen will be succeeded in Dallas by James Cash, now with Mc- 
Graw-Hill International Corp. in Chicago. George Tenney continues 


as manager of the Pacific district. 


Industrial Surveys Buys Market Research 


New YorK, March 22—Assets of 
the Market Research Co. of Amér- 
ica, one of the oldest marketing re- 
search businesses in the U. S., have 
been purchased by Industrial Sur- 
veys Co., Chicago, one of the coun- 
try’s largest market research or- 
ganizations. 

Announcement of the sale was 
made simultaneously today by 


Samuel G. Barton, president of In-| 


dustrial Surveys, and Percival 


| White, who, together with his wife, | 
| Pauline Arnold White, headed up, ported that Mr. Barton planned to 


Market Research Co. Mr. White al- 
so announced the formation of a 
new company—White & Arnold, 
marketing counselor. 

By its purchase, Industrial Sur- 
veys takes over the names of Mar- 
ket Research and its Chronolog In- 


carried out much of the earliest 
work in coincidental measurements 


ers, Swift & Co., General Mills, 
Armour & Co., S. C. Johnson & Son, 
and International Cellucotton 
Products. 

The Chronolog Index, product 
of years of work on the part of the 
Whites in studying consumers, 
furnished, by its early use of a 
probability sample for continous 
and repeat measurements, a land- 
mark in research history (AA, Jan. 
24, 1949). 

In its story last Jan. 15, AA re- 


convert Industrial Surveys’ 4,500- 
family national consumer panel 
|from a quota sample basis to a 
| probability sample setup—a proj- 
ect expected to take about four 
| years to complete. 


December divided by the time and | dex, the consumer quarterly sur-| g Mr. White and Miss Arnold have 
talent cost of the average program.| Vey Which was launched by the! been connected with a number of 


Eight leading magazines, by | 
CBS’ count, reach 365 people per 


dollar. This is based on Audit Bu- # Industrial Surveys was born ten | years. Mr. White, for example, op- = 


reau of Circulations count of cir- 
culation and Starch average of 
noters of full-page b&w ads, 
figured against one-time rates to 
obtain noters per dollar. 


Whites in 1947. 


years ago, when Samuel G. Bar- 
ton, now 38, borrowed $2,500 and 
started the organization (AA, Jan. 
15). Its current list of clients in- 
cludes General Foods, Bristol-My- 


developments in the market re- 
search field during the past 30 


erated a panel of laboratory stores 
for internal sales analysis and cus- 
tomer reactions in the early 30s. 


—a name she conferred on the 
method. 

White & Arnold will continue 
using the New York office of Mar- 
ket Research Co., at 250 E. 43rd 
St. The new organization will con- 
fine itself to consultative work re- 
lated to marketing and market re- 
search, produce development and 
testing, sales planning and general 
management, but it will not carry 
out the actual handling of sur- 
veys. 


Innes Joins Reinhardt 

Boyd Innes, formerly with Ruth- 
rauff & Ryan, Chicago, has joined 
Emil Reinhardt, Advertising, Oak- 
land, Cal., as an account execu- 
tive. 


| Postal Life to von Zehle 


Postal Life Insurance Co. of 


von Zehle & Co., New York, to 
handle its trade publication and 
direct mail advertising. 


Cincinnati Agency Moves 
The Cincinnati office of Farson, 
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Macfadden’s Drake 
Quits to Join JWT 


New York, March 22—Herbert 
G. Drake, formerly vice-president 
and assistant to the president of 
Macfadden Publications, quit last 
week to join J. Walter Thompson 


Co. as an account representative. 

Mr. Drake, formerly vice-pres- 
ident and assistant general man- 
ager of Macfadden, moved up to 
the No 


2 post in the publishing 


= 
) 4 
Herbert Drake W. R. Brassington 


company last June, when Harold 
| A. Wise retired as executive vice- 
| president. Mr. Wise is returning to 
Macfadden, and will become presi- 
dent upon the resignation of O. J 
Elder (AA, Feb. 26) 


e Other changes: 

C. K. Hart, western advertising 
manager of Sport, has resigned. 
There will be no successor, J. L. 
Mitchell, Macfadden vice-presi- 
dent, told AA. 

William R. Brassington, who has 
been with Macfadden since 1938, 
has been named eastern advertig- 


ing manager of True Story 
Women’s Group. r 
Fred R. Sammis, who joined 


Macfadden in 1934 and most rée- 
cently has been executive editor @f 
a group of the company’s magé- 
zines, has been named editor-ig- 
chief for the company, succeeding 
Ernest V. Heyn, whose resignation 
on April 24 has been announced 
(AA, March 12). 

Mr. Mitchell told AA that Lee 
Andrews, advertising director @ 
Sport, was not leaving the com- 
pany, as had been reported els@ 
where. 

Mr. Sammis said in an afte 
nouncement that other editorial] 
appointments will be made short 
ly, and that—in keeping with come 
pany policy—they will be made 
from within the company 


F. B. WRIGHT 

New York, March 23—Frederick 
Blair Wright, 70, specialist in pub- 
lic utility advertising with Dore- 
mus & Co., died yesterday. He was 
instrumental in developing news- 
paper advertising for public utility 
companies during the past 30 
years 


Walston Appoints Biow 
Walston, Hoffman & Goodwin, 
investment company and member 
of the New York and San Francis- 
co stock exchanges, has appointed 
the San Francisco office of Biow 
Co. as its agency. Plans call for 
newspaper advertising in major 
markets from coast to coast. The 
initial campaign, designed to ac- 
quaint the public with the Walston 
Market Letter, will appear in 38 
newspapers in 32 markets. 


JWT Adds Three to Staff 

J. Walter Thompson Co., New 
York, has added Richard McDo- 
nagh, formerly executive producer 
with the National Broadcasting 
Co., to the radio-television depart- 
ment; Lionel E. Day, formerly with 
| Marschalk & Pratt, to the trade 
| editorial department, and Roscoe 
| Johnson, formerly of H. B. Hum- 
phrey, Alley & Richards, to the art 
department 


Crowell-Collier Ups Sharp 
Ralph J. Sharp, associated with 
Crowell -Collier Publishing Co., 
New York, for the past two years, 
has been named assistant director 
;of research. Previously he was 


New York has appointed William | 


Miss Arnold was a pioneer in the uff & Northlicl will be moved to with the Broadcast Measurement 
| field of radio measurement and the Dixie Terminal Bldg., April 1.| Bureau. 
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There Has Been No Slowdown 
in Nation's Defense Program 

WASHINGTON, March 22—A good 
deal of the talk about a slowdown 
in the defense program should be 
charged off to alibiing by those 
who have been predicting too 
much, too soon. Back in January, 
this department advised: “The 
new preparedness program should 
not be confused with all-out war 
production of 1944. Materials will 
be diverted from consumer goods 
... Yet at this writing it is prob- 
able that durables will continue in 
production.” The outlook hasn't 
changed 

One reason why you should dis- 


The COURIER- EXPRESS 


ZLLS 
WESTERN NEW YORK 


Becavse WESTERN N. Y. 
1S SOLD ON THE 
COURIER-EXPRESS 


ONE REASON §& 
is complete, 


factual, unbiased reporting. 
An outstanding local staff com- 
bines with seven great news 
services...four of them exclu- 
sive with the Courier-Express 
in Buffalo...to bring Western 
New Yorkers the full, up-to- 
the-minute word and picture 
story of world, national and 
loca! happenings. 


Associated Press 
international News Service 
*Chicago Tribune 
United Press 
*Reuters 
*Overseas News Service 
*New York Times Foreign Service 
*Exclusive with the C-E in Buffale 


THE PROOF is found in the 


fact that more people* buy the 
Sunday Courier-Express than 
any other paper in the State, 
outside of New York City... 
and that the Morning Courier- 
Express is the proved medium 
to best sell those families with 
the most money to spend. 
290,348 ABC Audit, 9/30/30 


COLOR 


for Greater Selling Power 


Full color (two, three or four) 
available weekdays . . . black 
plus one color, Sundays. 


BUFFALO 
COURIER 
EXPRESS 


Western New York's Only Morning 
and Sunday Newspaper 
REPRESENTATIVES: 
OSBORN, SCOLARO, MEEKER & SCOTT 


It Gets Results Because It 
Gets Read Thoroughly 


By STANLEY E. COHEN, Washington Editor 


| 
| 


| bling 


count talk of a slowdown is that 
there has been no letup in mili- 
tary spending. The contracts that 
are being issued now will begin 
chewing up steel, aluminum and 
copper late this year, and nothing 
short of termination can stop that 

Moreover, rumors to the con- 
trary, the Controlled Materials 
Plan is still “docketed” for July 1 
The requirements are funneling 
in. According to present plans, the 
list of “programmed” items wil! 
be issued in mid-April; individua’ 
company applications for CMP al- 
lotments will be due May 30. 

When CMP sstarts, substantial 
quantities—maybe half—of the 
nation’s steel, aluminum and cop- 
per will be earmarkei for the de- 
fense and defense supporting pro- 
grams. Durables indu“‘res wil 
buy the remainder in a “free mer- 
ket,” subject to unit output ceilings 
to be fixed by National Production 
Authority. 

The ground rules for durables 
industries are still being deba‘ed 
One team wants to give each dur- 
ables producer a quota of material, 
and let him make whatever he 
pleases. This would avoid quib- 
over “more essential” or 
“less essential,” but it is a hard 
viewpoint to sell. It could result 
in too many gadgets. 

. « * 

The House appropriations com- 
mittee has issued a_ devastating 
report charging that the Post Of- 
fice Department drags its feet 
when it comes to installing mod- 
ern mechanical equipment in high- 
cost city post offices. 

As further evidence of the de- 
paritment’s indifference to good 
management methods, the com- 
mittee says the department's em- 
ploye suggestion program is a flop. 
It attracted sucgestions from only 
four employes in 1,000; paid only 
$610 in awards; other government 
agencies get 20 to 112 suggestions 
per 1,000 employes and pay as 
much as $266,926 in awards. 

Illustrating the department’s un- 
responsiveness, the committee tells 
how John Sestak, an employe in 
the Chicago post office, designed 


“ROM 1931 TO 1951—From the days when drug store windows 
served primarily as showploces for red and green Rosamond 
jors, Walgreen drug stores have reflected the steady develop- 
Early window displays consisted 


ment of display techniques 


primarily of massed products arranged heterogeneously. Later, 
glass shelves were introduced. About 1931, “steps” were built 


IN-STORE DISPLAY DEVELOPMENT—Eoarly interior d'sp'ays con- 
sisted primariiy of top-of-counter merchandise arrangements. In 
1932 (left), merchandise displays were introduced into other 
store areas. Later, special display fixtures were employed to help 
dramatize products. Typical of current in-store displays used 


TO WELP 


rare 


the window sill. 


into the window background (left) ond initial steps toword 
departmentalization were taken. Dr izeti 
become increasingly important, and today (right) the typical 
Walgreen window attempts to capture a mood—in this case o 
sickroom, with a thermometer in the gloss and potted plant on 


duct 


of pi 


by Walgreen is the island toy arrangement (right). It is simple 
to erect, and balloons, pennants and banners ore designed :o 
attract the attention both of children and their parents. Wal- 
green now is developing and testing its display techniques in a 
new “display laboratory” in Chicago (AA, Jan. 8). 


and constructed a machine to sort 
outgoing mail, yet never received 
an award. The committee sneered 
at the department's excuse: that 
it can't estimate the savings that 
result from use of the machine. 

. e * 

Our good friend Frank Wilson, 
information chief of the Census 
Bureau, has a postscript to the 
fur statistics recorded here las! 
week. At that time, we noted tha 
total fur coat output in 1947 was 
1,248,000 units—one coat for 50 
fur-coat-age women. Digging in- 
to his gold mine of information 
Frank now refines the figure ex- 
clusively to the all-important 
mink. 


He reports: Last year 1,596,513 


Fast cure for slumping sales 


Enjoy 
Spaghetti and Egg Noodles 


LOCAL COVERAGE. San Giorgio is 
an aggressive concern with re- 
gional distribution. On GOA pan- 
els their ads are every bit as good 

. . get exactly the same treat- 
ment . . . as the campaigns of the 
biggest national advertisers. This 
company has learned from experi- 
ence about the effectiveness of 
Outdoor Advertising. Write for 


their story . . . the interesting and 
valuable facts . .. today. General 
Outdoor Advertising Co., 515 S. 
Loomis St., Chicago 7, Illinois. 


wCovers 1400 q 
leading cities q 
and towns 


mink pelts were imported; another 
291,324 were produced on 2,027 
domestic mink farms. At 80 pel's 
per coat, this meant 23,597 coats 
“and 77 pelts left with which to 
start the next year.” Assuming 
that mink goes only to women 21 
or over, that mcant a new mink 
coat for only one woman in 2,094. 

P. P.S.: The coats may be worth 
$9,000, bu , for your information, 
each of he 80 pelts sold for $8.34 
at the farm. 

a e oe 

The sensational TV success of 
the Senate’s cr.me_ investigation 
hearing prompted Rep. Jacob K. 
Javits (R., N.Y.) to renew his one- 
man crusade for telecasting of 
House debates. “Let's push back 
the sides of our goldfish bowl,” he 
says. His resolution will be a long 
time passing. It would be political 
suicide for too many congressmen. 

a e - 

Broadcasters and telecasters will 
have a closed-door session Monday 
to discuss air raid precautions with 
Federal Communications Commis- 
sion and defense officials. FCC 
sent an invite to every AM, FM 
and TV station. 

* « 

FCC has a date at the Supreme 
Court Monday, too. A decision on 
color TV is expec.ed some time in 
April. 


Ad Week Program Set 

Forty students from as many col- 
leges will be guests of the Assn. of 
Advertising Men when it sponsors 
Inside Advertising Week, in New 
York, April 1-6. The week, de- 
signed to aid young men who wish 
to break into advertising, includes 
visits to variou: adver.ising and 
sales groups, publishers, agencies 
and retail organiza‘ions. 


Hart Names Spier Agency 

Hart Publishing Co., New York 
book publisher, has appointed 
Franklin Spier Inc., New York, 
as its first agency. Trade and con- 
sumer advertising are being used 
for the present, and a mail order 
promotion is planned for the fall 


Lamberson Succeeds Hand 
George Lamberson, formerly 

with Esquire and the American 

Express Co., has joined Grade 


Teacher, New York, as eastern ad- 
vertising representative. He suc- 
ceeds H. G. Hand Jr.. who has been 
recalled to active duty with the 
Marine Corps. 


What Makes Your 
Business and 
The U.S. A. Tick? 


Your employees, your associates, 
your clients and their employees 
must understand the basic prin- 
ciples of our republic. You can 
help them to read the truth 
about our interrelated, private 
competitive enterprise. 


Building A Strong America 


(Reading time, 1 hour) 


This packet of six basic leaflet 
messages explains the relation 
of people and profits and what 
builds your prosperity and mine. 
The packet contains specific 
pamphlets regarding: (1) agri- 
culture—(2) the petroleum in- 
dustry—(3) the motor-vehicles 
industry—(4) your prosperity 
and mine and individual indus- 
tries vs all family income— 
(5) people and profits—how in- 
dividual incentive and competi- 
tion “pay off.” Why not send fer 
several of these packets? See 
how the interrelationship of in- 
dustry and agriculture brings 
prosperity to our homes in this 
capitalistic republic of U.S.A. 
freedom. 


Single copies only 15¢c, two for 
25¢, ten packets for $1.00. Send 
teday for your copies to— 
Public Services Division, 
The Byron G. Moon Co., Inc. 
401 Broadway 
New York 13, N. Y. 
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30 Mutual Funds 
Run Joint Ad in 
‘New York Times’ 


| 

New York, March 20—First in 
a scheduled series of four quarter- 
ly cooperative advertisements for 
mutual funds was published) 
March 18 in the business and fi- 
nancial section of the New York 
Times. 

Thirty mutual funds in New 
York, Boston, Philadelphia, Chi- 
cago, Minneapolis, Kansas City 
and Houston were represented in 
the 1,380-line coupon ad. The cou- 
pon directed readers to write to) 
the funds or to investment brokers. 

Present plans for the campaign. 
which was conceived and sold tc | 
the funds by the Times’ financial | 
advertising department, under the| 
direction of Kenneth C. Brown, | 
financial advertising manager, call 
for the ads to appear each quarter | 
for the remainder of the year. 
This is said to be the first series | 
of its kind to appear in New York | 
newspapers. 


e Investment companies handling 
mutual funds ran special tie-in 
advertisements on the same page 
with the opening advertisement. 

Agencies which assisted in de- 
veloping the series include Albert 
Frank-Guenther Law, which 
placed 16 of the ads; Doremus & 
Co., which placed six ads; Frank 
Kiernan & Co., which placed two; 
and Batten, Barton, Durstine & Os- 
born, Cotter Advertising Agency, 
and Bernard L. Mazel, which 
placed one each. The other three | 
ads were placed direct with the! 
newspaper. 


Names Bennett, Walther 

Cristy Chemical Corp., Wor- 
cester, Mass., has appointed Ben- 
nett, Walther & Menadier, Boston 
and New York, to handle advertis- 
ing for Cristy Drygas, the original 
gas line conditioner. The agency | 
also will service Cristy Specialty 
Corp., an associated company man- | 
ufacturing a conditioner for heat- | 
ing fuels. Aitkin-Kynett formerly | 
carried the account. 
| 
Appoints Kesslinger 

J. M. Kesslinger & Associates, | 


Belding Predicts 
Improved Future 
for Advertising 


Los ANGELEs, March 20—Current 
conditions offer a very favorable 
climate for advertising, and the 
advertising business will increase 
and get better, Don Belding, pres- 
ident of Foote, Cone & Belding, 
predicted at the annual business 
meeting of the Southern California 
chapter of the American Associ- 
ation of Advertising Agencies. 

Mr. Belding said he based this 
prediction on what he has pieced 
together from three sources: a 
recent orientation tour of the bases 
of all our armed services; his 
membership in the Department of 
Commerce's small business ad- 
visory committee, and contact with 
people high in our defense effort. 

He said volume of his agency is 
up 10% over last year, a rate that 
is expected to continue. Advertis- 
ing business will be better mainly 
because there is a “terrific 
amount” of selling to be done The 
present stockpiling level of our 
preparedness program is such that | 
a high civilian economy can be 

| expected. 


@ Even now, selling is tough in 
| many lines, Mr. Belding declared 
“What bothers me,” he said, is 
that retail] inventories in many 
areas are very high. A reaction is 
| possible if people don't begin to 
buy. As an example, he cited one 
department store chain. Last year 
at this time, the chain had an in- 
| ventory of about $94,000,000. To- 
| day, it has an inventory of approx- 
| imately $375,000,000. 

Mr. Belding said his definite 
impression is that spring of 1953 
| appears to be the critical date, 
insofar as our “grand strategy” is 
concerned. He confessed to no 
knowledge of why this is the criti- 
| cal date, but said he believes it to 
be correct. 
All stockpiling is pointed toward 
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No such attitude exists now, he 
said 

Credited with the responsibility 
for the change was the Advertis- 
ing Council. Its campaigns during 
the war and since have made the 
difference. He pointed out that the 
Voice of America program is 
undergoing a tremendous expan- 
sion and that many advertising 
men are joining that activity. It 
is an important one, he said, be- 
cause of the growing belief that 
the menace of Communism may 
be removed by one of two means: 
revolution within the Iron Cur- 
tain, or a modification of Com- 
munism as exemplified by Titoism. 
The Voice of America will have 
much to do in working toward 
these ends. 

Elected to the board of directors 
of the chapter were Richard Fran- 
cis, Campbell-Ewald; Carl Heintz 
Sr., Heintz & Co., and Lee Ringer, 
Lee Ringer Advertising. Elected 
officers by board members were: 
Mr. Francis, chairman; Jack Priv- 
ett, Mogge-Privett, vice-chairman, 
and Mr. Heintz, secretary-treas- 
urer. Other members of the board 
are Mr. Ringer, and A. W. Neally, 
Batten, Barton, Durstine & Os- 
born, retiring board chairman. 


NORTHWEST publication covers 
Minnesete, Wisconsin, North ond 


South Doketo. 
IOWA publicetion covers lowe. 
1013 Fourth Ave. Se., Minneapolis 4, Minn. 


As a user of Words 
You will be inspired 


| this date. The emphasis on asking By the Words of aie ae 


Newark, N. J., has been appointed for a 26-month period of service 
to handle the advertising of Invest- 


ment Dealers’ Digest, New York. 


GREASE PIT VS. MODERN MERCHANDISING—Shell Oil Co. graphically d otes 
to dealers the function of modern handising techni in service stations vio 


9 q mainte ; 2 afting A MAN WHO MADE A FORTUNE 
the contrast in the top two photos. Customers usually beat a hasty retreat from the | similarly. The drive for drafting 


| in the armed forces also points 
| 
“horrible example” of a lubrication room (top). Clean, bright surroundings, on | Of 18-year-olds appears to point WITH WORDS, NAMES AND MEN 
| 
| 


the other hand, tend to “hold” customers and expose them to merchandise handled | to the objective of getting youths] .. he tells you of his business experi- 


+e 


ROOST | 


IN in Your Copy, Business Bureau Urges 


New York, March 20—A warn- 

| ing against the increasing use made 

in advertising of awards of honor 

bestowed upon advertisers was is- 

sued today by the National Better 
Business Bureau. 

a Edward L. Greene, general man- 

Honestly; tert jerein Kentachy ager, said that the bureau has no 

but you won't fin objection to the use 

a in the fabu- awards in themselves, but “) op- 

nest poses the use of such awards in 

We feather om ding Arally advertising that tends to deceive 


gee AFFILIATE. 


a: = 


| Be Caretul How You Brag About Awards 


1? won in open competition under 
circumstances where all interested 
have an equal opportunity to have 
their products judged impartially, 
and when the sponsoring organiza- 


WwAv= tion is all that its name implies to 
soon warts. wre the public. 


@ “We think an award is a cheap 
and contemptible ‘gimmick’ that 
is unworthy of American busi- 


ness,” Mr. Greene added, “if it is 
awarded with the tacit understand- 
ing that recipients will contribute, 


by the station. The bottom photograph shows a model service station salesroom | in and having them fully trained | ence and iloso: in his fascinatin 
designed to increase impulse purchases of related items, which are displayed on end ph phy s 
islands, counters and shelves. 


by that time, when they will be at 
the peak of manhood. 


@ On this basis, Mr. Belding con- 
fessed the fear that if 1953 doesn’t 
bring a war, it can bring a depres- 
sion. If war doesn’t come, stock- 
piles will be completed, and the 
nation will be back on a civilian 
economy. It is the latter possibili- 


donate, buy, join, support or other- 


wise promote the financial welfare | real challenge. 


of the sponsor, directly or indi-| 
rectly. 


“We think,” he continued, “that| the toughest selling job ever, he 


when but one award is given in 
a field, and all competition is not) 
considered, the award is meaning- 
less, its acceptance unworthy of | 


Joins ‘Good Housekeeping’ 

Mrs. Frances Shattuck, formerly 
in the promotion department of 
Amos Parrish Co., has joined Good 
Housekeeping, New York, as edi- 
torial promotion director. 


Stan Warren Joins B&B 

Stan Warren, formerly with 
American Broadcasting Co., has 
joined the publicity department of 
Benton & Sowles, New York. 


ty that will offer advertising a 


In Mr. Belding’s opinion there 
will be no war. The result will be 


said. The toughness of the job wil 
offer advertising its greatest op 
portunity to increase and expand 
as it fulfills its function of moving 


book “Teacher of Business.” 


This man who built one of America's 
most successful business publishing 
houses — The McGraw-Hill Publishing 
Company —is none other than, James H. 
McGraw. 


The size of this book is 6% x 9% — 
it is bound in a beautiful green simu- 
ated leather with title and sub title 
printed in gold ink on the front cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book will 
make a useful, permanent addition to 
your business and home library. 


$100 


er k A the public or that leads to unfair American business, and any use of | goods. sas , : : 
only _ ny to ooekhee feed aes, it in advertising which implies that} Based on his Washington con- Stvocticing 6 weteasions, ine, 
we don't scratch — fi There are two sets of conditions it was won in competition deceives | tacts, Mr. Belding expressed the ~ —w — oe 
— we get big pr above aversee under which awards might be ex- the public and is unfair to com-| opinion that our government is| FILL IN AND MAIL THIS COUPON 
an area — ploited properly, Mr. Greene said. petition.” : in good shape to meet and whip TODAY 
for these — nties — The is when an award yr bureau will welcome learn- the present emergency. All Com-/|.— a = 
VEs >™: aytime iven without cost or obligation of ing from members their experi- munists have been cleaned out of] “ - “Ti? 

338,490 fone mr f _— kind to the sponsor oo anyone ences in recent years in either ac-| the State Department. The type of a Publications, Inc. 

; against ore 31.4%— but Ken else. The second is when an award cepting or rejecting awards, Mr.| public servants doing the work in|": ‘aie 2 ae 
tucks: cw Ty “puyins comes from a source that is qual- Greene said. Washington has improved over| 200 E. Illinois St., Chicago 11, Ill. 
families Effective gome ified and sincere; when it is fairly the last war. Gentlemen: 


Please send me... .copies of “Teacher 


@ Secretary of Commerce Sawyer! 
is “a real business man,” he said. | 
Labor is a tough, vigorous pres-| 
sure group, but is now recognized 
for what it is. Advertising, which 
had no stature in World War II, 
has come into its own. Mr. Belding 
recalled that at one time there 
was serious consideration of abol- 
ishing advertising during the war. | 
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GUIDED BUYING, a new and 


potent factor in national advertising... 


: 
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I. through service editorial... 


With major editorial emphasis on service material, 
McCall’s acquaints its more than 4,000,000 women 
readers with the latest in food, fashion, furnishing, 
home appliances, health and beauty. 


2. through high ad reading... 


With perfect balance in make-up between editorial 
and advertising pages, McCall’s makes it easier for 
women to find your ad—wherever it appears in the 
book, from front to back. 


2b. through local promotion... 


By regular monthly promotions—including its ex- 
tensively used mat service for local advertising tie- 
in—McCall’s directs its more than 4,000,000 
readers to your product at point of sale. 


READ THESE OUTSTANDING FEATURES IN McCALL’S FOR APRIL 


HOW TO HELP YOUR HUSBAND AVOID A HEART 12 RECIPES THE MAN YOU LOVE LOVES by Helen 
ATTACK by Margaret Culkin Banning. A timely and McCully. McCall's indefatigable food editor, after check- 


illuminating article on the vital role a wife can play in 
helping a husband lengthen the span of his useful years. 


ARE WE STRONG ENOUGH TO LIVE WITHOUT GOD? 
by John Gunther. An interview with the world-famous the- 
ologian, Reinhold Niebuhr, which may answer some of the 
questions you have been asking yourself on this subject. 


THE GIRL WHO LEFT HOME — McCall's monthly “per- 
sonal” story. The intimate account of Isabel Moldenhauer, 
fashion coordinator at San Francisco's White House de- 
partment store, why she left home to look for a job, and 
> what's happened since. 


ing with countless hungry males, comes up with the right | 
ways to prepare the dishes that most men like most. 


THE CLOTHES YOU LOVE ... AND LIVE IN by Estelle 
Lane. Preview of a number of spring and summer cottons 
—so informatively done that 217 department stores coast 
to coast are planning promotions tying in with the article. 


DEATH OF A DOLL by Elizabeth Enright. The searching 
story of two little girls who planned a funeral for their 
dolls, the reactions of the grownups who attended the 
funeral, and how the event affected one of the little girls 
that night. 
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